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The principal problem involved in this study is the 

impact of selected behavioral sciences upon the introductory 

marketing courses at collegiate schools of business adminis-

tration. 

To determine the nature of the behavioral science im-

pact upon the introductory marketing courses, three main 

areas were investigated. First, a historical examination 

of the relationship between the disciplines of anthropology, 

psychology, and sociology and the field of marketing was 

undertaken. Second, the major introductory marketing text-

books presently being used in American Association of 

Collegiate Schools of Business (AACSB) were analyzed to 

determine the extent of inclusion of behavioral science 

materials. Third, chairmen of marketing departments or 

deans of schools of business having undergraduate programs 

accredited by the AACSB were asked to respond to a question-

naire concerning the marketing/behavioral science relation-

ship in the introductory marketing courses. A chapter in 
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the dissertation is devoted to a discussion of each of these 

primary areas. 

Based upon the findings of this study, it can be con-

cluded that certain behavioral science disciplines have had 

a significant impact upon introductory marketing courses at 

collegiate schools of business. Of the behavioral sciences, 

psychology has had the greatest impact upon the field of 

marketing, followed by sociology and anthropology. The 

behavioral science contributions are reflected in the in-

structional approaches used to teach the introductory 

marketing courses, in the content of the adopted textbooks, 

in the educational backgrounds of students and marketing 

faculty members, and in contemporary marketing concepts and 

theories. 

The major recommendations stemming from this study are 

summarized as follows: (1) In the future, behavioral 

science substances should receive greater emphasis in intro-

ductory marketing courses and should be more fully integrated 

with marketing concepts, (2) Behavioral science coursework 

sufficient to provide background knowledge should be re-

quired of marketing students. Degree programs should be 

designed with sufficient flexibility to permit elective 

behavioral science study at the students' discretion. (3) In 

introductory marketing textbooks, behavioral science r.-ater-

ials should be completely integrated with marketing 

substances. (h) The societal approach should be adopted in 
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introductory marketing courses, with the managerial approach 

being employed in advanced, marketing courses. 
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CHAPTER I 

INTRODUCTION 

Since their inception, schools and departments of busi-

ness administration have been under constant internal and 

external appraisal. Questions have continuously been raised 

regarding the ideal direction and intent of education for 

business. 

In the functional area of marketing education, emphasis 

has shifted between specialized, vocationally oriented pro-

grams and curricula which allowed students to allot a 

considerable portion of their time to studies in the liberal 

arts fields. Although marketing has been recognized as an 

area of study for over a half century, the advantages and 

disadvantages of highly specialized, vocationally oriented 

marketing educational programs versus more generalized pro-

grams are still being debated by many marketing academicians 

and practitioners. 

Within the last decade, a trend toward a managerial 

approach to teaching introductory marketing courses has be-

come evident. This trend has served to emphasize broader, 

more generalized educational goals and to deemphasize curri-

cula intended to prepare students for first-job possibilities, 

The three traditional teaching approaches place emphasis upon 



specialization, and prominence is given to the what, how, 

and where of marketing goods and services. The commodity 

approach involves the unique manner in which certain goods 

move through the marketing channels. The functional ap-

proach involves the study of how and what marketing functions 

must necessarily be performed to facilitate the movement of 

various goods through the marketing channels. The institu-

tional approach involves the study of the marketing insti-

tutions that are necessary to provide for the orderly movement 

of goods from the producer to the ultimate consumer. By con-

trast, the management approach involves the study of manage-

rial decision-making and emphasizes the planning, operations, 

and control of the marketing activities of the firm in rela-

tion to its environment. Management is conceived as a.process 

of problem-solving. Emphasis is placed upon the contributions 

of marketing research, quantitative techniques, and the be-

havioral sciences to managerial decision-making (12, p. 1-32). 

The focal point of this exploratory study is upon the 

integration of selected behavioral science concepts with the 

substance of introductory marketing courses at collegiate 

schools of business, administration. 

Statement of the Problem 

The problem is the impact of selected behavioral sci-

ences upon the introductory marketing courses at collegiate 

schools of business administration. 



Purposes of the Study 

The purposes of the study are the following: 

1. To provide a historical delineation of the relation-

ship between (a) the disciplines of psychology, sociology, 

and anthropology, and (b) the content and teaching of intro-

ductory marketing courses in collegiate schools of business 

administration. 

2. To identify those areas of the behavioral sciences 

which have contributed information which is useful in the 

solution of marketing problems. 

3. To review the major textbooks currently being used 

in conjunction with introductory marketing courses to 

elicit commonalities of content. 

h. To determine the impact of selected behavioral 

sciences upon the instruction of the introductory marketing 

courses at member institutions of the American Association of 

Collegiate Schools of Business (AACSB). 

5. To propose changes in the content and instruction 

of introductory marketing courses consistent with findings of 

the study. 

Guideline Questions 

The following questions were proposed in connection with 

this study: 
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1. What past events have been fundamental to the present 

relationship between selected behavioral sciences and 

introductory marketing courses? 

a. To what extent did psychologists, sociologists, 

and anthropologists influence early marketing 

content and instruction? 

b. To what extent have professors in the fields of 

sociology, psychology, anthropology, and mar-

keting cooperated in the exchange of informa-

tion? 

2. What specific areas of the behavioral sciences offer 

the greatest promise of contribution to marketing 

understanding? 

a. What aspects of psychology accord marketing 

students a better understanding of how indi-

viduals behave in the marketplace? 

b. What aspects of sociology assist in the develop-

ment of knowledge about group behavior in the 

marketplace? 

c. What aspects of anthropology promote increased 

awareness of cultural peculiarities which must 

be observed by marketers? 

3. What impact have selected behavioral-science disci-

plines had upon the major introductory marketing 

textbooks? 
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a. What commonalities exist in the organization and 

sequence of chapters of t i i e major textbooks? 

b. Are current introductory marketing textbooks 

devoting chapters to areas involving behavioral-

science understandings? 

c. What changes have been made in editions revised 

within the last five years which reflect influ-

ences of the behavioral sciences? 

d. What textbooks have been published within the 

last five years which approach marketing from a 

behavioral-science point of view? 

e. Are authors in the field of marketing collabor-

ating with behavioral scientists to write 

introductory marketing textbooks? 

f. Have any behavioral scientists written textbooks 

designed primarily for introductory marketing 

courses? 

*+. What consequences have selected behavioral sciences 

had upon the instruction of introductory marketing 

courses? 

a. To what extent are students encouraged to relate 

the substances of selected behavioral sciences 

to that of marketing? 

b. Are students encouraged to read in the area of 

the behavioral sciences in connection with the 

introductory marketing courses? 



c. To what extent are marketing Instructors schooled 

in "die behavioral science disciplines? 

d. To what extent do the AACSB member schools use 

behavioral scientists to teach the introductory 

marketing courses? 

5. According to the opinions of marketing teachers, will 

future introductory marketing courses make greater 

use of knowledge gained from selected behavioral-

science disciplines? 

a. To what extent will future introductory market-

ing textbooks emphasize contributions from 

selected behavioral sciences? 

b. Will the managerial approach to teaching the 

introductory marketing courses retain prominence 

as the most popular instructional procedure? 

c. Might faculty members with behavioral-science 

backgrounds be in greater demand than those with 

quantitative backgrounds? 

d. Will students be officially advised to take 

additional behavioral-science coursework beyond 

the introductory level prior to taking the in-

troductory marketing course? 

e. To what extent will behavioral scientists be 

consulted in determining the content of future 

introductory marketing courses? 
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Definition of Terms 

.Business educators are college teachers in the field of 

business administration. 

Behavioral science is limited in this study to include only 

the contributions from the disciplines of psychology, 

sociology, and anthropology. "The term 'behavioral 

science' gained currency as a result of the designation 

of a program area so named in the Ford Foundation at 

the time of its establishment as a national philan-

thropic organization in 1950" (*+> P« 21+if). 

Introductory Marketing Course is the first exclusively mar-

keting course offered at the senior college level. 

This course is normally a junior level principles of 

marketing course. It is ordinarily a core course,re-

quired of all students majoring in the field of business 

administration. 

Assumption 

The following assumption was made in connection with 

this study: 

A questionnaire was mailed to the chairmen of market-

ing departments or deans of schools of business'which cur-

rently have undergraduate programs accredited by the AAC SB. 

It was assumed that these schools are not typical schools of 

business administration, but rather are actually superior in 

such areas as curricula, quality of students, and quality of 

faculty personnel. 
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Background and Significance of the Study 

Since the firnr school of business was established in 

.1881 (The VJharton School at the University of Pennsylvania), 

business educators have expressed concern about the course 

offerings which should be included in the curriculum of col-

legiate schools of business. Today, due to the enormous 

amount of available information, the question has been ex-

panded to encompass not only which courses should be included 

in the curriculum, but also specifically what content should 

receive emphasis in each course. 

Instructors who employ the managerial approach in the 

teaching of the introductory marketing courses tend to incor-

porate more of the substances of the behavioral sciences into 

their courses than most instructors still practicing one of 

the traditional approaches. Also, in recent years, books and 

articles have appeared which relate the behavioral sciences to 

the field of marketing. These developments have been instru-

mental in providing marketing specialists with increased 

awareness of the value of contributions of the behavioral 

scientists. 

Contemporary writers dealing with the behavioral science/ 

marketing relationship tend to concentrate upon the activities 

that take place in the business world. Their concern appears 

to center around the employment of the behavioral sciences as 

an aid in selling larger volumes of goods and services. Only 

limited attention has been directed toward the impact of the 
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behavioral sciences upon the teaching of marketing, particu-

larly the introductory marketing coarse. 

To trace the impact that the behavioral sciences have 

had upon present day introductory marketing content and in-

struction, it is necessary to look back to 1902, when the 

University of Michigan became the first American university 

to offer a marketing course ( 25, p. 515). Within the next 

ten years, many universities incorporated marketing courses 

into the curricula. These early marketing courses, as well 

as other business courses, were taught by liberal arts in-

structors who frequently had little experience or interest in 

the curriculum of business schools (18, p. 33)• From this 

origin, there developed separate schools of thought concern-

ing the purpose and direction of marketing education at the 

collegiate level. Some believed that marketing education 

should emphasize highly specialized, vocationally oriented 

education (functional), while others presumed a liberals-arts 

oriented education to be superior. 

In 1916, the AACSB was organized. Originally composed 

of fourteen members, the Association today has approximately 

.155 members representing the foremost business schools in 

America and Canada. This Association, perhaps more than any 

other, has influenced the direction of business education in 

the United States over the past fifty-seven years. Through 

its membership requirements, the AACSB has developed stand-

ards in such areas as course offerings, faculty requirements 
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and qualifications, teaching loads, degree requirements, and 

physical facilities. The influence 01 this unifying organi-

zation has been instrumental in furnishing focus to the 

content and instruction of business school curricula. 

Although the establishment of business schools and the 

organization of the AACSB may appear to have been a direct • 

attempt of some leading business educators to separate busi-

ness administration education from the liberal arts, such 

was not always the case. Around 1920, Dean Donham of Har-

vard began to advocate a broad, liberal program of business 

courses. Later, Mayo, also of Harvard, did work in indus-

trial sociology which subsequently became known as the human 

relations approach to industrial management (15» PP« 92-93)• 

A step in the direction of a liberal education for business 

students was taken by the AACSB in 1925. A Standards Commit-

tee of the AACSB adopted a recommendation that one of the 

membership requirements be that ". . .at least forty percent 

of the total hours required for a bachelor's degree must be 

taken in subjects other than business and economics" (1, 

p. 3). Although this recommendation did not specify a 

particular number of liberal arts credits to be taken by 

business students, it did provide for a healthy balance be-

tween business and economics courses and courses outside the 

business school. This membership requirement, although 

amended, is still in effect in essentially the same form. 
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At the 1929 annual meeting cf the AACSB, the admission 

rules for schools wore amended. The new regulations stipu-

lated that a prospective member school must be established 

as a distinct school or college of business, and not as a 

department of a college of liberal arts within a university 

(9, p. 195)• Although the physical separation of business . 

schools and liberal arts colleges was specified, it was not 

intended as a measure to reduce the interrelatedness of the 

two curricula. 

In reference to the curricula of business schools, 

Bossard and Dewhurst, writing in 1931? indicated that curri-

cula is what it is because of its ancestry. "Business 

curricula are descendants of that imperious dowager of aca-

demic life--the liberal arts college"(5, p. 317). These 

authors felt that this lineal descent from the arts colleges 

was the most important factor in shaping the business school 

curricula to that time. 

One of the important influences noted by Bossard and 

Dewhurst was the growing appreciation of the importance of 

psychology in business education. Although business aca-

demicians were interested in psychology, they were inter-

ested in a psychology somewhat different from that usually 

taught in the psychology departments of universities (5, 

p. 362). The business educators insisted upon a new psychol-

ogy, functional in its approach, stripped of abstract 

verbiage and refined abstractions, and concerned primarily 
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with the mind in action (5? p. 362). This new approach to 

psychology which business educators wanted to incorporate 

into the business curriculum was rejected by many orthodox 

academic psychologists. 

In 19^1, Stevenson, the Dean of the School of Business at 

the University of Minnesota, indicated that liberal arts col-

leges, which had been primarily nonvocational in nature prior 

to World War I had become increasingly oriented toward such 

practical majors as teaching, commercial arts, government 

service, social work, and journalism. Stevenson'believed 

that instruction of business courses would have remained 

within the liberal arts schools if this functional emphasis 

had taken place before World War I (*+0, pp. 65-68). 

After World War II and on up into the fifties, numerous 

changes took place in the field of business administration. 

There was a trend toward course proliferation in the func-

tional areas, business school enrollments increased substan-

tially, and concern for the liberal arts appeared to diminish. 

Concerning the proliferation of the highly specialized 

courses, Peck, Chairman of the Economics Department at Ster-

ling College, wrote that not only did these highly special-

ized courses fail to prove themselves but that the graduates 

of schools of business . were poorly prepared to meet 

the real life problems as encountered in the business world 

itself. . . . They could not meet the public nor could they 

make the necessary social adjustments needed for success in 
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the business community" (35, p. 299). Peck believed that 

education for business schools should be a functional aspect 

of liberal arts training. 

Highly specialized course proliferation continued at 

many small colleges where schools of business had not been 

established. At the larger schools, although there, too, • 

course proliferation continued, there appeared to be an indi-

cation of revived concern for the behavioral sciences. Some 

teachers believed that the substances of the behavioral 

science disciplines should be incorporated into the subject 

matter of business courses, while others felt that the sub-

stances of these fields should be presented separately. 

In 1959, two highly significant studies analyzing the 

status of business administration education were published. 

Education for Business, by Robert A, Gordon and James E. 

Howell, was sponsored by the Ford Foundation, and The Educa-

tion of American Businessmen, by Frank C. Pierson, was spon-

sored by the Carnegie Foundation. Both of these studies, 

although completed independently of each other, leveled 

similar criticisms at the conduct of education for business 

administration. These two studies suggested that the business 

administration curriculum in many instances was suffering 

from an interrelated set of deficiencies,which included 

excessive vocationalism, a proliferation of specialized 

courses that had no place in colleges and universities, a 

consequential crowding out of the liberal arts and sciences, 
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and a general atmosphere of stagnation and directionlessness 

(33, p. 15). Both of the studies recommended at least fifty-

percent of the undergraduate business curriculum be devoted 

to courses outside business and economics. 

To solve the problem of excessive vocationalism and 

specialized course proliferation, Gordon and Howell suggested 

that it should not be necessary for a school of business ad-

ministration to offer more than two or three courses in any 

one field beyond the introductory course that may be required 

in the undergraduate core curriculum (1̂ -, p. 2lV). 

According to the Gordon and Howell report, there was a 

need for more of a "behavioral" approach to the study of 

organizations (1*+, p. 383)- This human behavior approach would 

include most of the subject matter of the fields of psychology, 

anthropology and sociology. 

Essentially, this is the concern of what has come to be 
called the "behavioral sciences," which in turn may be 
defined as "the scientific study of human behavior." 
We accept the view which holds that the behavioral 
sciences should be broadly enough defined to embrace 
the study of man at the level of the individual, the 
primary or intermediate group or the mass society or 
civilization (lh, p. 167). 

The Gordon and Howell report specifically recommended that the 

undergraduate business curriculum include a minimum of one 

year's work (six semester hours) in the behavioral sciences 

at the introductory level and that these courses should 

stress concepts, problems, principles, and methods (lLf-, p. 

I69). The Pierson report recommended that business students 
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be required to take a full year of work in psychology and/or 

sociology, and further advised thai room be left on a student's 

program to allow time for additional instruction in these areas 

if desired (36, p. 227). 

•Supporting the recommendations of Pierson and Gordon and 

Howell, in I960, Leavitt wrote a chapter entitled "Behavioral 

Science in the Business School" which was included as part of 

a book published by the AACSB. Leavitt stated that "A be-

havioral science course can be sufficiently relevant in its 

utility to students and relatively sufficient in its body of 

content for current use in business school curricula" (11, 

p. 85)• Leavitt supported his statement by suggesting that 

a practicable and useful business school behavioral science 

course could be designed around such subcategories of organi-

zational behavior as the following: 

1. The individual human being and how he behaves; 
2. Relationships between individuals, e.g., problems 

of influence, persuasion, behavior change; 
3. The behavior of people in groups, e.g., problems 

of group pressure on the individual, conditions 
of efficient problem solving in groups; 

*+. The behavior of large organizations of people, 
e.g., the effects of organization structure on 
.individual and group performance (11, p. 78). 

By 19^3, the recommendations of Pierson, Gordon and 

Howell, and Leavitt were in some instances showing signs of 

implementation. In their book Liberal Education and Business. 

Kephart, McNulty, and McGrath indicated greater emphasis was 

then being placed upon the more traditional academic disci-

plines such as psychology, sociology, and economics, and less 
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upon a description of business practice (18, p. 56). In 

1965, Luck vex'tified this trend away from narrow, technically 

oriented courses of business study and toward a marketing 

management approach to the teaching of marketing (27, p. 23). 

The recommendations and conclusions of these authorities 

provide evidence of the increased emphasis and concern for̂  • 

the behavioral sciences in the field of business administra-

tion in general, and the functional area of marketing, speci-

fically. 

Because the study of marketing is a study of human 

action, the incorporation of the substances of the behavioral 

sciences is essential to marketing knowledge. Although many 

academicians have long advocated an interdisciplinary ap-

proach to introductory marketing courses, relatively little 

has been done to determine the impact of some of the behav-

ioral sciences upon introductory marketing course content 

and instruction. This study was intended to investigate this 

area. 

Procedures for Collecting the Data 

A survey of selected literature including books, period-

icals, papers, dissertations, and study reports'was conducted 

to trace the development of marketing education in collegiate 

schools of business administration. Particular attention was 

focused upon any significant events relative to the 
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relationship between the behavioral sciences and the intro-

ductory marketing course. 

The primary introductory marketing textbooks which were 

•being used at AACSB schools were examined to determine the 

impact of selected behavioral sciences upon the content. • 

This review focused upon concepts originating from the be- . 

havioral sciences which have been employed to solve market-

ing problems. In those instances where textbooks had been 

revised within the past five years, comparisons were made 

with the previous edition to determine if any changes had 

been brought about as a result of the behavioral science 

disciplines. 

Additional information concerning the impact of the be-

havioral sciences upon the introductory marketing courses 

was gathered by questionnaire. The questionnaire was mailed 

to the chairmen of the marketing departments or deans of 1*+1 

schools of the AACSB. A cover letter accompanied the ques-

tionnaire to explain the purposes of the investigation and 

to request the chairmen's or deans' assistance by providing 

information. 

Before the final form of the questionnaire was construct-

ed, a copy was presented to five members of the Marketing 

Department at North Texas State University, to one member 

of the College of Education, and to the four members of the 

doctoral committee. These professors were asked to serve as 

a validation jury. They were requested to suggest any areas 
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of weakness in the questionnaire organization, the wording of 

the statements fox- pox uj.nyi.iee oX i»he v̂iiêj o.LOiis, 

and any other areas which needed correction, clarification, 

or omission. If any specific item in the questionnaire had 

been regarded by three members of the jury as not being 

sufficiently relevant, that item would, have either been re-

formulated or omitted from the final form of the question-

naire. 

Procedures for Treating the Data 

The information collected in this study was treated in 

the following manner: 

1. The information gathered from the review of the lit-

erature was synthesized into a historical-descriptive 

analysis of marketing as a course of study in' 

collegiate schools of business administration. 

a. Particular attention was focused upon the shift-

ing emphasis between highly specialized (func-

tional) and liberal arts education. 

b. The rise and significance of the behavioral 

sciences' impact upon the field of business ad-

ministration, in general, and marketing, in 

particular, have been shown. 

2. The primary introductory marketing textbooks pre-

sently being utilized by AACSB member schools 

were examined as follows: 
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a. Attention was centered upon those chapters in 

tae QGolv̂  uiitxu> i-iiUxciCiou. o0n.cs,v_t.ox*al"• w*c-i-o' 

stances. 

b. Particular attention was given to various 

behavioral-science concepts which were employed 

by the different authors. The specific concepts 

have been noted in the text of the dissertation. 

c. In cases where revised editions were involved, 

the previous edition was also analyzed to dis-

cover any significant content changes that might 

have resulted from behavioral-science influence. 

Any changes are described in the text of the 

dissertation. 

3. The responses received from the returned question-

naire were analyzed to determine the opinions and 

attitudes of marketing academicians at AACSB member 

schools. 

a. Where possible, the measures of central tendency 

have been utilized to describe the responses re-

ceived by the questionnaire. Such responses are 

illustrated by tables and charts where appro-

priate. 

b. In instances where responses are not easily 

quantified, attitudes and opinions have been 

grouped in such a manner to reflect majority 

and minority viewpoints, 
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CHAPTER II 

HISTORY 

Prior to 1900 

In 1869, Robert E. Lee, then the president of Washing-

ton College, the school which later became Washington and 

Lee University, proposed to the trustees that the .institu-

tion establish a collegiate school of business. Lee pro-

posed that such a school would offer courses not only in 

bookkeeping and the forms and details of business, but also 

in the principles of commerce, economy, trade, and mercantile 

law. Lee's proposal was never carried out, probably because 

of his death in 1870 (27, p. 3)« While not specifically men-

tioning the study of marketing in his early proposal for a 

college school of business, it appears likely from the sug-

gested course areas that the study of distributional activi-

ties would have become part of Lee's proposed educational 

curriculum. 

Some twelve years elapsed before the first collegiate 

school of business was established in the United States. In 

l88l, Joseph Wharton presented the University of Pennsylvania 

with a gift of $100,000 to establish the Wharton School of 

Finance and Economy. The name of this first collegiate 

2k 
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school of business was later changed to the Wharton School 

of Finance and Commerce. 

The Wharton School, as it was originally organized, 

failed to operate successfully. The faculty members had 

been drawn from liberal arts colleges; with their back-

grounds of classical training, they opposed the concept of-

a collegiate education which was designed primarily to be 

practical in nature. Further, these teachers knew relative-

ly little about the areas in which they taught. 

In 1883, the Wharton School was reorganized. New 

teachers who were competent in their respective fields were 

engaged to develop and teach a curriculum which would pro-

vide prospective businessmen with a knowledge of business 

activities (32, p. 55) • Although the founders of this first 

American collegiate school of business apparently made no 

specific reference to the formal study of marketing, the 

establishment of the Wharton School was a solid footing upon 

which the entire concept of collegiate education for busi-

ness has been built. 

1900-1915 

The period from 1900 to 19-15 may be characterized as 

the time of development of marketing as a field of study. 

Probably the first person to undertake formally the study 

of marketing was James E. Hagerty. As a graduate student 

of sociology at the University of Pennsylvania around 1900, 
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Hagerty undertook the study of mercantile institutions for 

his dissertation \ 1 ̂  p * ̂  J *> § erty1s study consisted 

principally of talking with businessmen in an effort to 

understand the ways in which they conducted their operations. 

This incipient interest in the distribution of goods marked 

the commencement of the behavioral science involvement in • 

the study of marketing. 

It was not until 1902 that the first formal courses in 

the distribution of goods were offered at the collegiate 

level. In that year, Jones at the University of Michigan., 

Fisk at the University of Illinois, and Litman at the Uni-

versity of California all presented courses concerning the 

activities involved in the distribution of goods. Over the 

next few years, marketing related courses were incorporated 

into the curriculum of several additional major universities; 

and by 1910, marketing-oriented courses were offered at nine 

American universities (2, p. 29). (Table I). 

The original home of many of the initial marketing 

courses was the economics departments of the colleges of 

liberal arts. Typically, the early marketing courses, as 

well as other business courses, were taught by liberal arts 

instructors who frequently had little experience or interest 

in the curriculum of business schools (18, p. 33) • Their 

backgrounds were often rooted in the disciplines of econom-

ics, psychology, and sociology. Many of these liberal arts 

instructors believed that a college education should be 
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TABLE I 

FIRST MARKETING-RELATED COURSES TAUGHT 
IN AMERICAN COLLEGES 

Date Name of College 
Originating 
Professor 

1902 University of Michigan Edward D, Jones 
1902 University of Illinois George M, Fisk 
1902 University of California Simon Litman 
1903 University of Pennsylvania W. E. Kreusi 
190^ University of Pennsylvania H. S. Person 
1905 The Ohio State University James E. Hagerty 
1908 Northwestern University 

James E. Hagerty 

1909 University of Pittsburgh 
1909 Harvard University P. T. Cherington 
1910 University of' Wisconsin 

classical in nature and should not place emphasis upon 

specialized education which was functionally oriented. In 

addition, many economists seemed to lack respect for some of 

the newer fields of business study such as marketing, person-

nel management, and business policy (2k, p. 511)• Perhaps 

for these reasons, business education in general did not 

thrive under the direction of most economics departments. 

It was about this time that the different objectives 

held by business-oriented professorsand those of the liberal 

arts disciplines became most evident. While professors in 

the liberal arts colleges of many universities proposed to 

maintain an educational program which was primarily cultural 

in nature, many of the early schools of business were focus-

ing their efforts upon the achievement of ends which were 

primarily vocational or professional in character (28, p. 6). 
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Despite the differing educational philosophies, valuable con-

tributions to early marketing substance came; fron psycholo-

gists , sociologists, and economists. Through their early 

efforts to develop the initial marketing courses and through 

some of their "writings, these liberal arts-oriented academ-

icians provided an important interdisciplinary influence to 

the field of marketing. Even after the separation of many 

business schools from the colleges of liberal arts, a number 

of the interdisciplinary concepts remained important to 

marketing thought. 

During this time, marketing was gaining recognition as 

a discipline. While emphasis on the behavioral science 

substances began to decline, basic concepts of marketing, 

preliminary definitions of terms, and the classification of 

functions and institutions evolved (21, p. 68). These de-

velopments soon led to the formulation of the three tradi-

tional approaches to the study of marketing — the institu-

tional, the commodity, and the functional approaches. 

Probably the first method that emerged to implement the 

study of marketing was the institutional approach. By con-

centrating upon the procedures various middlemen or 

institutions employed in the process of distributing goods, 

students of marketing were able to compare and contrast many 

different modes of operation. This subsequently led students 

to the study of efficient and nonefficient marketing opera-

tions. Although a very useful method for studying certain 
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marketing procedures, the institutional approach did not make 

much u s s OI Tn e con \jjl X -LOU.3 oi. Sone of the behavioral 

sciences, most notably psychology and sociology. 

Much like the institutional approach, the commodity 

approach made only limited use of contributions from the' 

behavioral science disciplines. This method primarily con-r 

centrated upon the study of marketing various types of 

commodities, especially agricultural and industrial goods. 

The commodity approach often became largely descriptive and 

frequently quite repetitive when the introductory marketing 

course dealt with many different products (9, p. 6). 

In 191.2, a landmark development in the field of market-

ing occurred. Arch ¥. Shaw published his treatment of 

marketing functions (9, p. 8). Shaw's ideas became the 

foundation for what has probably become the most useful of 

the three traditional marketing approaches. The functional 

approach emphasized the processes and activities performed 

in marketing goods, in contrast to emphasizing the things 

bought and sold in the commodity approach, or the structure 

or agencies through which goods and services move in the 

institutional approach (13, p. 1-31). The functional 

approach became .more analytical than the institutional or 

commodity approaches, but like the latter two, tended to 

neglect the behavioral science disciplines as potential 

sources of valuable information. 
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Many of the pioneering teachers in this new field of 

study were confronted with a scarcity of instructional mater-

ials. Since specific books on the subject of marketing were 

unheard of, the teachers were frequently forced to develop 

their own teaching materials. While some relied heavily 

upon the findings of their own scholastic research, others' 

depended on previously published materials. Many of the 

published materials which appeared at that time did not 

relate directly to marketing; however, some did make refer-

ence to the distribution of goods, especially agricultural 

commodities. Although psychologists and sociologists were 

involved in the development of marketing oriented courses 

during the first decade of this century, there is little 

evidence of behavioral science contribution in the early 

published material. From a literary standpoint, the dis-

tribution of goods was primarily considered a functional 

task which was influenced only slightly, if at all, by 

social elements. 

Writers in other countries were contributing ideas 

which were applicable to American marketing thought. Lit-

man, of the University of California, had livedi and had been 

educated in Germany, France, and Russia, and was perhaps 

more aware of the work of foreign writers. It was his 

contention that the fundamentals of the distribution of 

goods was basically similar regardless in which economy 

these activities took place. For his instructional 
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materials, Litman primarily used substances obtained from 

treatises of three German writers. Colin, Grunzel, and van 

der Borgt (2, p. 30). 

This was a critical period in the development of Ameri-

can marketing education. As is typical with almost any 

developing discipline, attention was concentrated upon the• 

classification and description of basic concepts, activities, 

and institutions. This initial work led to the development 

of three largely descriptive approaches to the study of mar-

keting. These approaches dominated ideas of teaching 

introductory marketing courses for approximately the next 

fifty years and, although not currently in vogue, are still 

used by some marketing educators. The deemphasis given to 

certain behavioral concepts lasted approximately the same 

time and did not become an important part of introductory 

marketing course content until marketers began to realize 

the deficiencies of the strictly descriptive approaches. 

1915-1930 

The fifteen-year period from 1915 to 1930 was one of 

significant change for the field of business education, 

generally, and marketing, specifically. Many more colleges 

and universities began to offer business courses; the first 

association for collegiate schools of business was founded; 

many previously conceived marketing concepts began to 
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erystalize; marketing course content tended toward greater 

specialization; and the first marketing textbooks appeared. 

At the turn of the century there were only seven col-

leges and universities offering business courses. By 1915? 

this figure had increased to forty, and 

. « . during the next nine years such a veritable 
craze for business education swept over the country 
that some 1^3 more were added; so that at the opening 
of the year 1925? 183 American colleges and universi-
ties had "departments" or "schools" or "courses" or 
"divisions" or some other formally organized unit of 
instruction in "business" or "commerce" or "business 
administration" or other appropriate title (27, p. *+). 

It is difficult to suggest what developments prompted the 

upsurge of interest in the establishment of business schools 

and their curricula. Perhaps two influential reasons were 

the maturing of the American economy and the need of busi-

nessmen and the general public to know more about the conduct 

of business related activities. It is doubtful that the gap 

which appeared to be widening between many economists, be-

havioral scientists, and business professors was a major 

reason for business schools being established as separate 

units within universities. Nevertheless, this reason possibly 

did influence the establishment of some schools of business 

at this particular time. 

Although the establishment of the American Association 

of Collegiate Schools of Business (AACSB) in 1916 had little 

effect upon the relationship between introductory marketing 

courses and the behavioral-science disciplines, its impact 
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would, later be felt. The Immediate significance of the 

AACSB was the founding of an organization which would aid in 

providing common direction to the business administration 

programs of all member institutions. Over the years, the 

AACSB has concentrated upon improving business education at 

the collegiate level by focusing upon, (1) the development•of 

standards for collegiate business education, (2) program 

accreditation and evaluation, and (3) the establishment of 

faculty and student qualifications (11, p. 10). The Associa-

tion has been influential in the development of business 

administration programs which provide a balance between 

business related courses and nonbusiness oriented courses. 

The marketing concepts which were formulated during the 

first fifteen years of this century became well established 

during the following fifteen years. These concepts became 

integrated into a more systematized unit of study and became 

the primary basis for the mainstream of marketing thought 

which would be prevalent over the next thirty years. During 

this time, marketing thought tended to be functional in 

nature and a number of specialized marketing courses devel-

oped. 

The trend for schools of business to offer highly spe-

cialized curricula was probably the result of various causes 

acting concurrently. Since many of the business schools were 

probably started primarily in response to pressures exerted 

by businessmen and not from influences within the universities, 
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tbere appeared to be a tendency to cater to the practical 

needs of" the business world as they were perceived at the 

time. In addition, many marketing academicians were develop-

ing their own private specialities and, consequently, sought 

to have their particular interests developed into formal 

course offerings. Marketing courses were developed in 

wholesaling, marketing research, sales management, credits 

and collections, retailing, advertising, and personal selling 

(19, p. 69). A third, and perhaps the most significant, cause 

for curricula specialization was the appearance of the first 

marketing-related textbooks. 

Prior to 1915? much of the limited available material 

in the field concentrated upon cooperative marketing of farm 

produce and was not of textbook nature. In 1915? Shaw, pub-

lished a collection of earlier articles entitled Some Prob-

lems in Marketing Distribution, which called attention to the 

void in the field of marketing (11, p. *+). The following 

year, The Marketing of Farxii Products by Louis D. Weld ap-

peared. Also in 1916, Paul T. Cherington published The•Wood 

Industry,which dealt in part with the field of marketing. 

Cherington also wrote The Elements of Marketing, which was 

published in 1920. This book was perhaps the first system-

atic exposition of marketing in textbook form (11, p. *+). 

In 1921, P. D. Converse published his first volume of 

Marketing. Methods and Policies. A book entitled Principles 

of Marketing,by Fred E. Clark, an economist at Northwestern 
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University, was used, as a text in 1921 and was published in 

1922. This book gained widespread acceptance throughout the 

United States for use in the introductory marketing course 

(2̂ -, p. 5-16). The book, through its several editions, showed 

the background and interest of an economist and carried a 

heavy emphasis upon agricultural products. 

Principles of Marketing, by Maynard, Weidler, and Beckman, 

first appeared in 1927. This book, over the years, became 

one of the most frequently adopted textbooks for introductory 

marketing courses. Although having undergone subsequent re-

visions, this book has retained the same general approach 

utilized in the first edition (29, p. W+). 

In 1930, Converse published The Elements of Marketing. 

This particular textbook is now published by Converse,. 

Huegy, and Mitchell; and like others first published about 

this time, has enjoyed numerous revisions and is still being 

used by some marketing instructors. 

While probably the majority of the early writers came 

from the field of economics, some had behavioral-science 

backgrounds. Walter Dill Scott, and other psychologists, 

added to the literature, especially in the subjects of ad-

vertising and selling (29, p. hhb). Other marketing related 

textbooks appeared during this time, but these concentrated 

in specialized areas and not upon general marketing. Such 

titles as Problems in Sales Managements by Tosdal, The Econ-

omics of Retailing, by Nystrcm, Credits and Collections in 
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Theory and Practice,by Beckman, and Wholesaling.,also by 

Beckman, vera all first published during this era of niarket-

ing specialization (29, p. Mf̂ -). 

The period from 1915 to 1930 can be summarized as being 

one of rapid and significant change in the field of market-

ing. Perhaps the most important changes occurred in the 

area of curriculum. The early behavioral-science influence 

upon marketing courses faded as professors sought to intro-

duce highly specialized courses into the marketing curriculum. 

This tendency was hastened by the appearance of textbooks 

which had been written by marketing oriented professors and 

economists rather than behavioral-science oriented educa-

tors. The influence of this latter group appeared to be at 

its lowest point since the beginning of the study of business 

practices in colleges and universities. The emphasis focused 

upon the description of specialized marketing institutions 

and functions. 

1930-191+5 

This period has been described as one of solidification 

and institutionalization for marketing (21, p. 69). During 

this time, limited changes took place in the marketing cur-

ricula; a few unsuccessful attempts were made in the market-

ing literature to change the approaches to marketing; and 

there was some revived interest in the behavioral-science 

disciplines. 
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The proliferation of marketing courses which had began 

in the 1920's continued into the 1930s3 (29, p. V+5). Courses 

were commonly divided and two separate offerings frequently 

replaced the original. Various types of majors made their 

appearance in the curricula of collegiate schools of busi-

ness during this period. The emphasis in curricula develop-

ment seemed to shift direction. Whereas previously the 

liberal arts-dominated intent had been to provide students 

with general business education for management, the emphasis 

shifted to education for skill in a subarea of marketing (29, 

p. hh$). The chain of lineal descent from the liberal arts 

colleges appeared to be broken. Little evidence remained in 

the curricula of this ancestry which had so dominated the 

early development of American collegiate schools of business. 

During this period, when the curricula of business 

schools expanded horizontally and not vertically, the text-

books which appeared also remained quite similar to those 

previously published. An exception was a book entitled The 

Marketing Institution^ by .Ralph F. Breyer, which was published 

in 193*+. Breyer broke with the conventional economic concept 

of marketing and drew upon sociology and psychology, among 

other disciplines, in an attempt to portray the functioning 

of the marketing system as a whole (2, p. 176). This book 

was not well received by marketing academicians, probably 

because it deviated from traditional, marketing concepts, which 

utilized economic theory to explain marketing activities. 
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The systems approach which this book represented was shelved 

for some twenty years before it gained acceptance as a useful, 

method for analyzing and understanding marketing activities. 

A book entitled Marketing, which was published in 1938, 

by Charles F. Phillips, was also an exceptional book appear-

ing during this period. The volume represented one of the• 

few instances where a new writer was successful in having a 

book accepted during this time, when the texts by Converse, 

by Clark, and by Maynard, Weidler, and Beckman so completely 

dominated the field of marketing. Phillips' book differed in 

two principal ways from the books by Converse, by Clark, and 

by Maynard, Weidler, and Beckman. He demonstrated concern 

for consumers and the consumers' role in guiding the economy, 

the consumers' problems of getting their money's worthy and 

the effects of consumers' poor buying efforts. In addition, 

Phillips introduced more economic analysis into his discus-

sion of marketing than other authors had, which subsequently 

became popular among economists (2, p. 176). 

In 19̂ +0, Alexander, Surface, Elder, and Alder son pub-

lished a book entitled Marketing, which presented the concept 

of marketing as a management function. This book concen-

trated primarily upon marketing activities such as planning, 

research, and budgetary control. This book, like the 

Phillips' book, placed new emphasis upon consumer interest 

and marketing management (2, p. 178), 
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Although most of the evidence seems to indicate that 

marketing academicians satisfied with the curricula and 

course content during this period, some evidence indicates a 

renewed interest in behavioral-science disciplines. This 

interest appears to have come from both the business and' 

academic worlds. 

Perhaps the first large-scale sociological research in 

industry was carried out by Mayo and his associates from 

Harvard. This research was conducted during the early 1900's 

at the Hawthorne Works of the Western Electric Company; and, 

although the project initially disclosed little, it started 

what later became the beginning of industrial sociology in 

America (31, p. 23). While not relating directly to the 

field of marketing, this acceptance of work completed by 

sociologists in business was probably instrumental in paving 

the way for future behavioral scientists to work for the 

solutions to business problems. 

In 19315 a report by Bossard and Dewhurst, University 

Education for Business, called attention to a growing appre-

ciation for the importance of psychology in business educa-

tion. Bossard and Dewhurst observed that persons who were 

engaged in academic business activities at that time were 

interested in a psychology that was different than that 

generally taught by the psychology departments in the uni-

versities. The business educators sought a practical psy-

chology which was functional in its approach (5, p. 362). 
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While a relatively small number of business schools actually 

required any coursework in psychology, a number of business 

instructors wanted more psychology in their curricula, but 

less of the kind that academic psychologists offered (5, 

p. 363). The place of coursework in sociology at that time 

was less well defined. Since sociology was still considered 

a relatively new field of study for students enrolled in the 

business schools, its general status was usually that of an 

elective course (5? p. 367). 

Although the behavioral-science disciplines had by no 

means reached a highly regarded position of stature in the 

eyes of many business educators, there appeared some indica-

tions of the realization of potential contributions. 

This segment of marketing history closed with the United 

States involved in World War II. Manufacturing efforts con-

centrated upon the production of materials necessary to 

support the war effort. Many consumer goods were rationed 

or unavailable. Marketing was considered to be an unneces-

sary field of study, even by the few students and business 

professors who remained at the universities during the war 

period (29, p. M+6). 

191+5-1960 

The period from 19^5 to J.960, represented a time of 

significant change in the development of marketing as a dis-

cipline. Many of the ideas, approaches, and practices which 



had evolved over the years were subjected to close scrutiny 

by marketing teachers. Greater interest in the potential 

contributions of the behavioral-science disciplines became 

discernible. Study reports which were produced during this 

period caused business schools to reevaluate their objec-

tives as well as their entire operations. Perhaps the most 

significant happening of the period was the recognition of 

the managerial approach to marketing. 

The few years immediately following World War II brought 

relatively little change from the academic marketing acti-

vities of the prewar period. Large numbers of students 

entered the colleges and universities and a corresponding 

shortage of well prepared teachers forced most schools to 

concentrate upon operational demands, quite often at the ex-

pense of curriculum development. Marketing, perhaps more 

than some of the other fields of business study, felt the 

acute shortage of instructors, since the supply even before 

the war was never more than adequate (29, p. 

Although it is possible to trace the ancestry of the 

disciplines which are now referred to as the behavioral 

sciences back to the time of Aristotle, it is more correct 

to say that the approaches to the study of man which are now 

called the behavioral sciences actually got started during 

the latter part of the nineteenth century (*+, p. 9). These 

areas of study have experienced their greatest growth during 

the last fifty to sixty years, roughly corresponding to the 
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same growth period as the field of marketing. In spite of 

the fact that persons w.l;.u be ha v i or ?.l-s c i enc e backgrounds 

were extremely influential in the development of early mar-

keting courses? their importance subsided during the middle 

years of marketing's evolution. It was not until the early 

1950's that marketing teachers and practitioners again 

demonstrated much more than a casual interest in potential 

contributions from the disciplines now known as the behav-

ioral sciences. 

It is difficult to suggest why there was a revived in-

terest in the behavioral sciences at this particular time. 

Perhaps the increased interest was stimulated by work being 

done by the Ford Foundation. Although the phrase "behavioral 

sciences" had been previously used on occasion, this termin-

ology did not gain widespread acceptance until the Ford 

Foundation utilized the term as a shorthand description for 

its Individual Behavior and Human Relations program, at the 

time of its establishment as a national philanthropic organ-

ization in 1950 (3, p. 2hh), Since that time, the behavioral 

sciences have centered mainly on three of the social science 

disciplines: anthropology, psychology, and sociology (*+, 

p. 2). Because the field of marketing was experiencing a 

definite need to understand human activities these three be-

havioral- science disciplines promised significant aid in the 

solution of problems previously unsolved by traditional 

approaches. 
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Furthermore, it was about this same time that marketing 

instructors began to realize the potential benefits of an 

interdisciplinary approach to studying the field of market-

ing. This was a time when unorthodox thought was welcomed 

and new approaches to, and concepts of, marketing began to 

emerge (21, p. 70). Marketing academicians and practioners 

began to look to other fields to provide a new type of mar-

keting education, one which would help prepare students for 

marketing problems which would confront them ten, twenty, or 

thirty years in the future. An interdisciplinary approach, 

drawing not only from allied business,fields but also from 

such disciplines as the behavioral sciences and mathematics, 

was envisioned as being most likely to deliver such prepara-

tion for students. 

Despite the growing awareness of the potential contri-

butions offered by the behavioral sciences during the early 

1950's, it was not until the latter part of that decade that 

widespread recognition became evident. For several reasons, 

attempts to integrate behavioral-science substances into 

introductory marketing courses were minimal.• Most marketing 

departments did not have faculty members who were well 

qualified to develop behaviorally oriented introductory 

marketing courses. Introductory marketing textbooks that 

incorporated behavioral-science substances with marketing 

concepts had not yet appeared. Many introductory marketing 

course professors, while acknowledging the potential benefits 



of an interdisciplinary approach, continued to teach the 

introductory marketing '.'tjiirse as they had i>.i previous years, 

For a time, many marketers thought top quality behavioral 

scientists would be attracted to the field of marketing to 

help correct some of the problems being encountered; how-

ever, this did not materialize to any appreciable degree. . 

Those behavioral scientists who did come to the business 

schools were often more interested in the field of manage-

ment than marketing. The integration of marketing and be-

havioral-science substances was slow and difficult, with 

marketing professors being the primary instigators of the 

interdisciplinary approach. 

In 1959? two study reports concerning the status of 

business education at the collegiate level were published. 

Under the sponsorship of the Ford Foundation, Robert A. Gordon 

and James E. Howell published Education for Business. The 

Education of American Businessmen,by Frank C. Pierson,was 

sponsored by the Carnegie Foundation. Although these two 

studies were conducted independently of each other, their 

criticisms of, and recommendations for, the conduct of 

business education in schools and departments of business 

administration were remarkably similar. While not singling 

out any specific field of business study, the following major 

.criticisms were leveled by both reports: 

1. Academic standards were too low, particularly at the 
undergraduate level. 
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2. Business schools and departments were attracting 
too few cf the top students. 

3. The curriculum of' many schools and departments 
included an excessive number of specialized voca-
tional courses of doubtful long-run value to 
either the student or to business, 

h. Teaching methods used in many schools were not 
well conceived to develop either the analytical 
or managerial capabilities of the students. 

5. The over-all quality of the faculties was not 
sufficiently high. Many faculty members were 
said to suffer from "creeping intellectual obso-
lescence" --that is, from a failure to keep up with 
the latest analytical tools, or with the wide 
world of social, political, and economic affairs. 

6. Research in business schools was weak; in conse-
quence, educational programs suffered, and the 
schools of business failed to do enough to advance 
knowledge and thereby serve practitioners in the 
field (8, p. 9). 

The Gordon and Howell report stated that it should not 

be necessary to offer more than two or three courses in a 

major area of business study beyond the basic core require-

ments (15, p. 21^), This was intended specifically to reduce 

the proliferation of specialized, often vocationally 

oriented, courses. 

In addition, the Gordon and Howell report called atten-

tion to the need for a "behavioral approach" to the study of 

organizations. Specifically, they pointed out the potential 

value of the formal study of human behavior as an important 

inclusion in the business school curriculum. 

The very nature of the firm and of the manager's 
role in the firm suggests that every person anticipat-
ing a responsible position in a modern business enter-
prise needs a substantial amount of knowledge about 
human behavior. Thus, we stress human behavior as an 
element in the undergraduate business curriculum more 
for its professional implications than for its general 
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educational significance, although the latter is far 
from unimportant. 

By human behavior we mean most of the subject 
matter of the fields of psychology, sociology and 
cultural anthropology. Essentially, this is the 
concern of what has come to be called the "behavioral 
sciences," which in turn may be defined as "the 
scientific study of human behavior." We accept the. 
view which holds that the behavioral sciences should 
be broadly enough defined to embrace the study of man 
at the level of the individual, the primary or inter-' 
mediate group or the mass society or civilization 
(15, pp. 166, 167). 

To support this suggestion, Gordon and Howell recommended 

that the undergraduate business curriculum should include 

a minimum of one year's work (six semester hours) in the 

behavioral sciences at the introductory level, stressing 

concepts, problems, principles and methods (15, p. 169). 

In addition, Gordon and Howell provided the following list 

of the kinds of topics from psychology, sociology, and, cul-

tural anthropology which might be considered in the .framing 

and specifying of a behavioral science requirement for busi-

ness students: 

Perception and perceptual organization 
Motivation, emotion and frustration 
Adaptive behavior, particularly creative problem 

solving and learning 
Measurement and abilities, growth and behavior and 

personality and conflict 
Social psychology generally 
Social organization, including large and small organi-

zations and social stratification 
Population and human ecology 
Collective behavior 
Social change 
Culture and. personality (15, p. 169). 

The report further warned business school curriculum planners 

of the possible dangers of allowing business students to 
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enroll in introductory courses primarily designed for psy-

chology, sociology and/->r anthropology majors. Iu vas 

their contention that such courses would not necessarily be 

appropriate for business students (15, p. 169). 

The Pierson report likewise recommended that students 

enrolled in the business curriculum be required to take a . 

full year of coursework in psychology and/or sociology. It 

further advised that enough room be left on a student's 

degree program to permit time for additional instruction 

beyond the introductory level if desired (30, p. 227). 

These two reports, perhaps more than anything else 

which had happened, previously caused schools and departments 

of business administration to initiate extensive self-

evaluation programs. These programs usually included a com-

prehensive analysis of curriculum objectives, teaching 

methods, course offerings, course content, and, in general, 

all aspects of school or department of business administra-

tion operations. 

During the late fifties, an important new thrust began 

to emerge in marketing education. Professors came to recog-

nize the managerial approach. Although this approach did 

not gain much widespread acceptance until the mid-sixties, 

its appearance indicated a new direction which marketing 

thought would follow in the coming years. 

Why the time was right for new marketing thought is not 

completely clear. It is possible that academicians 
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were realizing the -weaknesses of the highly specialized5 

vocationally oriented curricula even before the foundation 

reports appeared in 1959. Perhaps they realized that mar-

keting education, as it had been presented for many years, 

was not adequately preparing students for the complexities of 

the business world. Graduates were prepared for first- job' 

requirements, but were frequently severely limited in the 

abilities deemed necessary for future managerial level posi-

tions. Marketing students knew much about marketing institu-

tions and functions, but lacked the abilities necessary to 

solve problems and make decisions which typically occur in 

managerial positions. Marketing practitioners complained 

that marketing educators were not providing students with 

the experiences necessary to develop managerial competencies. 

Too much emphasis was being placed upon what marketing in-

stitutions were necessary and how various marketing activities 

should be performed. Answers to questions relating to why 

these institutions exist, why they perform certain activities, 

and why different customers behave differently in the market-

place were frequently excluded from introductory marketing 

course content. 

The new direction of thought was perhaps partially stimu-

lated by the new regard for the consumer in the marketplace. 

As the behavioral sciences began to contribute increased 

knowledge about consumer activities, the traditional 

approaches became less effective in explaining consumer 
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behavior and motives. Also, at this time, the quantification 

of marketing information became possible on a scale never 

before realized. Once again the descriptive marketing 

approaches proved to be inadequate. The new managerial 

approach which allowed for the integration of qualitative 

and quantitative substances with marketing concepts appeared 

to be the appropriate solution. 

Significantly, the first edition of E. Jerome McCarthy's 

book Basic Marketing: A Managerial Approach- was published 

in I960. This particular book gained wide acceptance in a 

short period of time, probably because the field of marketing 

was ready for change and was seeking another approach in its 

textbooks (35? p. 155). Prior to i960, most introductory 

marketing textbooks followed a descriptive format which had 

been prevalent in the field since the twenties. McCarthy's 

book provided a fresh approach; emphasis was given to mana-

gerial decision making and to problem solving. This approach 

drew upon various other disciplines and provided students 

with a managerially oriented, perspective not available in 

traditional textbooks. As the book gained rapid acceptance, 

it was instrumental in changing the approach to, the study of 

marketing at the collegiate level. 

Summarily, the period from i9>+5 to i960 was marked by 

a decline in proliferation and specialization of business 

courses, by an interest in behavioral sciences generally, 

and by an interdisciplinary approach to marketing education 
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particularly. Study reports and. criticism by marketing prac-

titioners and educators prompted evaluation of academic 

programs. The primary result was the advent of the manager-

ial approach to marketing, reinforced by the publication 

of the textbook Basic Marketing: A Managerial Approach. 

Long-existing concepts were reevaluated and many omitted, • 

while newer findings, frequently behaviorally oriented, were 

incorporated into the new managerial approach to the study 

of marketing. 

1960-1973 

The full impact of the Pierson, and Gordon and Howell 

reports began to be realized during the early part <t>f the 

I960*s. The reactions to these reports varied considerably. 

Some marketing educators agreed with the criticisms arid 

favored the recommendations which had been set forth. 

Others resoundingly disagreed with the criticisms and in 

turn set about to level their own criticisms at the authors 

and the nature of their research. In some departments of 

marketing, most of the changes recommended by the foundation 

reports had already been implemented before the reports were 

published. To these marketing educators, the criticisms were 

invalid and the recommendations stale. However, in a great 

number of marketing departments, self-evaluation groups were 

established to assess current practices and to make sugges-

tions for implementing some of the recommendations 
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outlined in the two study reports. Course content, teaching 

methods, and course proliferation in the curricula were 

common areas where changes were thought desirable. Unfor-

tunately, many of the changes which occurred during this 

initial period of conformity were superficial. It was 

common in some marketing departments to change course titles 

and catalogue descriptions, but continue to conduct the 

courses as they had been previously. 

Carson, Halper, Stanton, and Wagle, as members of an 

American Marketing Association subcommittee, completed a 

mail survey concerning the status of instruction of intro-

ductory marketing courses in collegiate institutions in the 

fall of 1961. They found that sixty-four percent of the 

respondents believed that the Pierson, and Gordon and Howell 

reports had not significantly influenced the teaching of 

marketing at their institutions. Only twenty-six percent 

answered positively and ten percent reported they were un-

sure (6, p. 1^5). Shortly after the initial rush to conform 

to the suggestions of these two reports, interest seemed to 

dwindle and changes became few. A Marketing Science Insti-

tute study indicated that thorough reform of marketing 

curricula had been rare (25, p. 2-3). 

It is difficult to classify categorically the Pierson, 

and Gordon and Howell reports as being highly influential 

or not, in the conduct of marketing education, Certainly, 

the reports were instrumental in bringing about valuable 
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self-evaluation efforts by many marketing departments, al-

though the evidence seems so indicate that significant reform 

in the conduct of marketing education was not widespread. 

Whether or not these reports triggered operational and ob-

jective changes, they, at least, caused marketing academi-

cians to reconsider the direction which marketing education 

was following. 

By the 1960's, the AACSB was the primary accrediting 

organization for collegiate schools of business administra-

tion. The Association had formulated requirements for 

membership in such areas as course offerings, faculty re-

quirements and qualifications, teaching loads, degree 

requirements, and physical facilities. These membership 

requirements, perhaps more than anything else, were instru-

mental in improving the quality of marketing education in 

collegiate schools of business administration. 

In April, 1963? the AACSB Standards for Accreditation 

were amended. These amended requirements for the under-

graduate degree stipulated 

At least forty per cent of the total hours required 
for the bachelor's degree must be taken in subjects 
other than business and economics, provided that 
economics principles and economic history 'may be 
counted in either the business or non-business 
groups (11, p. V7), 

Although a similar ruling was made by a Standards Committee 

of the AACSB in 19255 the 1963 reiteration perhaps had a more 

resounding effect upon both member schools and those aspiring 
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to membership. Coupled with the previous recommendations of 

the Pierson, and Gordo,* and Howell reports to reduce course 

specialization, this ruling was probably responsible for 

directing increased attention toward the behavioral sciences 

in marketing curricula. 

The term "specialization" became a suspect word when • 

applied to undergraduate business curricula (26, p. 56). 

There was a rather rapid movement away from specialized 

courses, with a concurrent elimination of some applied 

courses. A conscious attempt was made to introduce materials 

from the areas of the behavioral sciences and some of the 

quantitative areas (1^, p. 332). The focus of much of the 

introductory marketing course content concentrated upon 

developing a body of thought which would be instrumental in 

the solution of managerial marketing problems. Coleman 

seemed to summarize the thought of the day when he stated, 

Fields of knowledge basic to an 'understanding and prac-
tice of business should be stressed instead of current 
business practice. Courses which will help in the 
development of the students' thought processes, flexi-
bility of mind, receptiveness of new ideas and'the 
ability to analyze new situations and arrive at logi-
cal and practical solutions, are now more important 
than vocationally oriented training (6, p. Lf6). 

Clearly the time had come for an integration of the behavioral-

science disciplines with the substances of marketing. The 

question was no longer whether or not the behavioral sci-

ences should be integrated with marketing concepts, but 

rather, which of the behavioral sciences could contribute 
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most and how such a consolidation could be facilitated most 

advantageously• 

The question about which of the behavioral science 

disciplines could contribute most to the study of marketing 

has been somewhat easier to answer than the question con-

cerning how such disciplines can ba combined into marketing 

substance. Some of the principal behavioral sciences which 

have been most used to increase the effectiveness of deci-

sion making in marketing are 

(1) Sociology, with its studies of group behavior, 
social class, use of leisure time, symbols and 
images, group characteristics and their influ-
ence in consumption. 

(2) Social psychology, as it is concerned with mass 
communications, attitude measurements and pub-
lic opinion. 

(3) Psychology, which deals with motives, product 
symbols, projective techniques, images, accept-
ance of new products, advertising appeals and 
effects of color. 

(̂ -) Social anthropology, which investigates social 
status and social systems (20, p. 6). 

These disciplines have made valuable contributions which 

have proven helpful in the solution of particular marketing 

management problems. The specific application of the 

behavioral science substances mentioned above were outlined 

by Kelley and Lazer in their book Marketing Management: 

Perspective and Viewpoints (17, p. 678). These contribu-

tions are illustrated in Table II. 

As can be seen in Table II, almost all of these impor-

tant marketing management problem areas can benefit from 

findings emanating from one or more of the behavioral-
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BEHAVIORAL SCIÎ 'JS COKTIIILL'TIOHS TO SELECTED 
MARKETING MANAGEMENT PROBLEMS 
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Marketing Problem Areas 
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Marketing Administration 
Creativity, Problem Solving, and XX XXX XX X 

Decision Making 
Leadership and Administration X XXX XXX XXX 
Organization XX XX XXX XXX 
Systems—Survival and Growth XXX X XX XXX 

Goods and Services Mix 
Adjustment and Change XX XXX XXX XX 
Consumers and Consumption X XXX XX XXX 
Innovation XX XX XX XX 
Products, Packages, Brands, and 

Images X XXX XX XX 
Role, Status, and Symbol XX XX XXX XXX 

Communications Mix 
Attitudes and Opinions XX XXX XXX XXX 
Communications and Information XX XX XXX XX 
Individuals and Group Relations XX XXX XXX XXX 
Motivations and Behavior XX XXX XXX XX 
Persuasion and Influence X XX XXX XX ; 

Distribution Complex: Channels and 
Physical 
Centralization, Decentralization 

and Integration XX X X XXX 
Institutional Structure XXX ' X XX XXX 
Wealth and Income XX X X X 
Wants, Needs3 and Goals XX XXX XXX XX 

KEY: X Little Significance 
XX Some Significance 
XXX Considerable Significance 



science fields. While the contributions of* anthropology 

tend to be significantly less than the other three areas, 

the anthropological findings still are important in certain 

marketing problem areas. The other three behavioral-science 

disciplines listed in the Table make approximately equal 

contributions and frequently tend to support each other, and 

therefore provide even greater prominence to their contribu-

tions to marketing. 

In the same book, Kelley and Lazer provided a detailed 

listing of specific marketing related topics which are classi-

fied according to specific behavioral-science disciplines 

(17, pp. 680, 681). Those particular topics which relate 

to the behavioral sciences of interest in this study are 

shown in Table III. An analysis of this table indicates 

that psychology has the greatest application to marketing-

related topics, while sociology ranks next, followed about 

evenly by anthropology and social psychology. 

During the mid-sixties, marketers began to realize the 

impact certain behavioral--science disciplines were having 

upon the study and conduct of marketing. While some market-

ing educators optimistically believed that behavioral--science 

contributions were the key to the solution of long, perplex-

ing problems, others maintained guarded attitudes toward 

behavioral findings. 

By the mid-sixties, the managerial approach to the study 

of marketing had gained substantial acceptance among 
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TABLE III 

MARKEIIK Or' 
BY SELEC1 

:0i'iC3 CLASSIFIED 
SEE DISCIPLINES 
77' 

Psychology 

acceptance 
adjustment 
analysis 
appreciation 
aptitudes 
assumptions 
association of ideas 
association of words 
attention 
attitudes 
beliefs 
behaviorism 
character 
clinical study 
cognition 
compensation 
conception 

(abstract 
(concrete 

consciousness 
(ego 
(super-ego 

control 
conditioned 
responses 

differences 
emotions 

(conflict 
(frustration 
(energy 
(integration 
(stimuli 

empathy 
empiricism 
enthusiasm 
experiences 
experimentation 
Gestalt 
habit 

human dynamics 
(appeals 
(demands 
(desires 
(interests 
(needs 
(urges 
(wants 

human engineering 
ideation 

(association 
(memory 
(discrimination 
(imagination 

identification 
imagination 
imitation 
impulse 
individuality 
induction and 
deduction 

inhibitions 
instincts 
intellectual 
orientation 
(appraisals 
(empiricism 
(forecasting 
(interpre cations 
(measurement 
(methodology 
(procedures 
(techniques 

interests 
interpersonal 
relations 

intuition and 
judgment 

imagery 

interviewing 
(depth 
(focused 
(nondirective 

learning 
leadership 
logic 
mind 
moral 
memory 
motivation 

(activity 
(compensation 
(direction 
(identification 
(projection 
(rationalization 
(regressions 
(symbolism' 

negotiations 
observation 
perception 
personality 
projection 
psychometries 
propaganda 
reasoning 
scaling 
senses and 
sensations 

subconscious 
sublimation 
testing 

(intelligence 
(interviewing 
(questionnaire 
(stimuli~ 

response 
theory of opposition 
transference 



TABLE III—Continued 

Social Psychology 
attitude measurement 
empathy 
experimentation 
identity 
interviewing 
interpersonal 
relations 

man and environment 
mass communication 

mass psychology 
morale 
motivations 
power structure 
prestige 
public opinion 
role and status 
situational 
behavior 

social adjustment 
social conflict 
social interaction 
social pressure 
social surveys 
sociometry 
statics and 
dynamics 

stereotype 

Sociology 
analytic processes 
appraisals 
cities and towns 
civilization 
class behavioral 
patterns 

class distinction 
class status 
(fluidity 
(rigidity 

class stimuli 
class controls 
communication 
community life 
cost and standard 
of living 

cultural change 
culture diffusion 
culture evolution 
customs and mores 
deductive processes 
differentiation 
empiricism 

environment 
family 
fashion 
forecasting 
group dynamics 
group orientation 
group surveys 
group testing 
(analyses 

quantitative 
qualitative 

(experimentation 
(impact 
(recall 
(recognition 

individualism 
innovation & change 
institutions 
leadership 
leisure and 
recreation 

life cycle 
mass behavior 

measurement 
populations 
power 
procedure 
propaganda 
public opinion 
social adjustment 
social change 
social class 
social ethics 
social groups 
social interaction 
social mobility 
(horizontal 
(vertical 

social nature 
social pressures 
social values 
status 
structure 
techniques 
technology and 
civilization 

anthropometry 
design 

assimilation 
attitudes 
civilization 
consumption 
cultural dynamics 
cultural lag 
cultural processes 

Anthropology 
(coherent 

synthesis 
(derivation 
(evolution 
(integration 
(interpre tation 

family 
human culture 
innovation 

modes of living 
national 
characteristics 

rituals 
social change 
social systems 
standards of living 
status 
status symbols 
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marketing educators. The level of incorporation of behavioral-

science substances with marketing concepts had never oeen 

greater. The managerial approach "was being implemented into 

the introductory marketing course as well as upper division 

courses, 

The primary thrust of the managerial approach was to 

place emphasis upon managerial decision making. The objec-

tives of such an approach were built upon the assumption that 

the knowledge about specific jobs which graduates would need 

in the future was unknown (6, p. *+7). Specialized, voca-

tionally oriented courses rapidly began to disappear from 

marketing department curricula; and the new approach, stres-

sing the combination of marketing concepts with behavioral-

science substances and quantitative techniques, became, 

increasingly popular. The traditional economic, descriptive, 

eclectic approach was out (11, p. 155)• 

During the early part of the 1970's, a new approach to 

the study of marketing appeared. This new method has been 

called the societal or environmental approach,and offers 

marketing educators an alternative to the currently popular 

managerial approach. 

The societal approach builds upon the managerial ap-

proach and places emphasis upon ultimate consumers and their 

behavior. The attention of marketing managers tends to be 

focused outwardly upon consumers instead of inwardly upon 

the firm itself. Marketing decisions are reached upon the 
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basis of knowledge about consumer actions and preferences, 

and consequently, center upon the fulfillment of certain 

obligations and responsibilities to society. 

Two excellent textbooks have been published in recent 

years which utilize the societal approach to introductory 

marketing course content. Marketing and Society; A Con- ' 

ceptual Introduction,by Gist, was published in 1971? and 

Marketing In A Changing Environment, by Holloway and Hancock, 

first appeared in 1968, and was revised in 1973* Each of 

these textbooks provides students with a contemporary mar-

keting perspective which is not available in many present 

day textbooks. 

In conclusion, the period from I960 until the date of 

this writing has perhaps witnessed more important changes in 

the content and instruction of the introductory marketing 

course than almost any previous period. Not only have numer-

ous changes been implemented to correct shortcomings which 

were first realized during the fifties, but notable modifi-

cations in marketing education have become increasingly 

rapid. 

During the early part of the 1960!s, many marketing 

educators were concerned about the criticisms and recommenda-

tions outlined in the study reports of Pierson, and Gordon 

and Howell. In some instances, attempts were made to imple-

ment these recommendations; in others, the suggestions were 

disregarded; and in still others, the ideas advocated by the 



1 I " ̂  -

researchers had already been incorporated into the schools' 

operations. The overall effect 01 tae romidation reports 

is difficult to assess. The available evidence indicates 

the reports had only slight affect upon the conduct of edu-

cation for business at the collegiate level. 

By the mid-sixties. the managerial approach to teaching 

marketing was widely accepted by marketing educators. One 

of the important features of this approach was the increased 

attention accorded to the role of the consumer in the market-

ing system. This new concern for the consumer became known 

as the marketing concept. An overriding result of the mar-

keting concept has been to underscore the importance of sound 

consumer-behavior knowledge. Consequently, many marketing 

educators again turned their attention to the behavioral~ 

science disciplines as they sought solutions to questions 

regarding how and why consumers behave as they do in the 

marketplace. 

Although to date the managerial approach is the dominate 

method used in instructing introductory marketing courses, 

the societal or environmental approach is beginning to gain 

some acceptance among marketing educators. This approach, 

like the managerial approach, places considerable emphasis 

upon behavioral-science knowledge. The societal or environ-

mental approach has particular appeal to contemporary students 

of the American marketing system. 



Summary 

Throughout the histcrj of the study of marketing as a 

business related discipline in American collegiate schools of 

business, behavioral-science contributions have provided 

increased marketing understanding. Although for centuries 

man has been intrigued by, and has endeavored to find new • 

ways to explain, diversified human behavior, the intense 

study of human action by behavioral scientists has developed 

relatively recently. Most of the major behavioral-science 

findings have developed during the last eighty or ninety 

years. This maturing period of the behavioral science disci-

plines roughly corresponds to the period of development of 

marketing as an area of study in American collegiate schools 

of business. 

Many of the educators who were instrumental in the 

generation of early marketing thought, as well as the conduct 

of the first marketing courses, were not marketing-oriented 

teachers. Rather, these were persons whose academic back-

grounds were rooted in such disciplines as anthropology, 

economics, psychology, and sociology. Many of these liberal 

arts professors believed that education relating to marketing 

activities should follow the classical liberal arts education-

al objectives and be general in nature. These educators 

strongly opposed an education which was intended to prepare 

students for specific employment opportunities. The educa-

tional objectives of many of the marketing-oriented 
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professors, who soon began to enter the field, tended to be 

more specialized, 'I'his latter group generally bolie"ed that 

marketing education should be functional and provide students 

with specialized, vocationally slanted knowledge. 

It was only a short time until many of the behavioral 

scientists began to return to their respective fields of 

interest. Economists, although to a lesser extent, likewise 

began to make their exit from the field of marketing. 

The impact which the early behavioral scientists had 

upon the study of marketing cannot be measured in terms of 

specific concepts and theories which were laid as a founda-

tion for modern marketing thought; for, at that time, the 

behavioral science disciplines had not yet matured. Rather, 

credit should go to behavioral scientists for their initial 

interest in and realization of the need for knowledge in the 

distributional area of business activity. 

Around 1915? marketing, as a discipline, began to show 

signs of maturing and the existing differences between the 

marketing-oriented educators and the behavioral scientists 

became even greater. By this time, most of the behavioral 

scientists had left the field of marketing; partly because 

their primary interests were in their own fields, partly 

because they lacked the necessary marketing knowledge, and 

partly because their educational philosophies differed from 

those of marketing educators. The marketing-oriented 
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instruetors assumed full control over the direction and pur-

poses of the emerging discipline. 

About this same time, the first purely marketing text-

books began to appear. Often these first efforts tended to 

concentrate upon marketing activities related to specific 

commodities such as agricultural goods. By the late 1920's, 

several "principles of marketing" textbooks had become popu-

lar. These books tended to concentrate upon the various 

commodities which were marketed, upon the various agencies 

and institutions involved in the marketing channels, and 

upon the various functions performed by institutions to 

facilitate the movement of goods. Some of these books were 

written by economists and naturally tended to view marketing 

related activities as economically based phenomena. In 

other textbooks, the trend was to view marketing in strict, 

functional terms. The few known behavioral aspects of mar-

keting seemed to be relatively unimportant to the originators 

of much of the then current, marketing thought. 

During the late twenties, the thirties, and up into the 

early forties, marketing education tended to concentrate 

upon functional aspects, The introductory marketing textbooks 

were descriptive in nature. Most course content followed the 

patterns established by the leading textbooks. The marketing 

curricula was expanded by the addition of numerous, special-

ized courses, some overlapping others. During this time, 

there was relatively little interest shown in behavioral-
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science substances by most marketing educators. The atti-

tude which prevailed was caveat emptor, let the buyer beware. 

Marketers had not yet realised the extreme importance of 

knowledge about the consumer and his behavior. 

During.these middle years of marketing development, • 

study at the introductory level became highly systematized* 

Specific definitions evolved, certain facts and concepts 

became recognized, and marketing became an established core 

requirement in the curricula of most collegiate schools of 

business. The descriptive pattern of teaching introductory 

marketing courses continued to be widely accepted until 

after World War II. 

It was not until the early 1950's that marketing teach-

ers again demonstrated much more than a passing interest in 

behavioral-science substances. It was about this time that 

interest began to rise in the consumer as an important force 

in America's marketing economy. Marketing practitioners and 

educators became increasingly aware of the need to have 

greater understanding of human behavior. The increased con-

cern for behavioral-science contributions to marketing 

thought, coupled with newly discovered techniques of data 

handling and analysis, led marketing educators to an inter-

disciplinary approach to marketing problems. This approach 

reaped the advantages of a wide variety of informational 

inputs, and proved to be more effective in the solution of 

many marketing problems than the older traditional approaches, 
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In 1959) two study reports appeared which caused con-

siderable attention to be focused upon the objectives and 

operations of business schools. Both the Pierson and the 

Gordon and Howell reports were highly critical of the con-

duct of education for business. These reports called for 

deletion of many of the highly specialized course offerings", 

improved teaching methods, improved academic standards, the 

up-grading of faculty personnel, and the inclusion of be-

havioral-science courses in the general education require-

ments for all students majoring in business administration 

programs. 

Perhaps the most important influence to grow out of the 

decade of the fifties was the managerial approach to the 

study of marketing. Although this approach did not gain wide-

spread acceptance until the mid-sixties, it was supported by 

textbooks as early as i960. The managerial approach brought 

with it increased interest in and emphasis upon behavioral-

science contributions. Students began to be introduced to 

marketing concepts which incorporated various behavioral-

science theories. Most of these theories were utilized in 

attempts to solve managerial level problems relating to how 

and why consumers behave in particular ways. 

At this writing, the managerial approach is still the 

most widely utilized method of presenting introductory 

marketing substance. In recent years, however, some market-

ing educators have come to believe that the managerial 
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approach is better suited to advanced marketing courses than 

to the introductory marketing course. Today, the vast major-

ity of students enrolling in introductory marketing courses 

do not intend to take additional marketing courses. It is 

contended that these students are not preparing for manager-

ial positions and, therefore, do not need a course oriented 

toward managerial problem-solving and decision-making. Some 

of those who advocate moving the managerial approach to an 

advanced marketing course level are finding a societal or 

environmental approach to their liking. 

The societal or environmental approach focuses upon the 

responsibilities and obligations that a society's marketing 

system has to that society as a whole. In viewing marketing 

from this perspective, the consumer is placed in a prominent 

position. As a result, behavioral-science knowledge becomes 

increasingly important. This approach may well be the next 

major movement in introductory marketing thought. 

In conclusion, the history of the involvement of certain 

behavioral-science disciplines in introductory marketing 

course content and instruction has been one of peaks and 

troughs. As a discipline, marketing grew out of the thought 

of behavioral scientists and economists. As business-oriented 

professorsbegan to concentrate upon marketing, the content 

and emphasis changed. The influence of behaviorally oriented 

substances upon marketing thought dwindled to a very low 

level as marketing educators sought to define, categorize, 
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and describe the many marketing-related activities. As the 

descriptive approaches matured, marketing educators fre-

quently found that these techniques were not capable of 

explaining various behavioral aspects of the marketing sys-

tem.. Again, interest in behavioral-science contributions 

arose in the form of what came to be called the interdisci-

plinary approach. During the decade of the sixties, the 

managerial approach gained widespread acceptance. This 

method incorporated many behavioral concepts and theories as 

it sought to provide students with the education and exper-

ience deemed necessary to make managerial-level decisions. 

Through the early years of the 1970's, the field witnessed 

increased interest in what is called a societal or environ-

mental approach. This approach builds upon the managerial 

approach and seems to place even greater emphasis upon be-

havioral concepts than the managerial approach. At this 

point in the history of marketing, the importance of 

behavioral-science contributions to introductory marketing 

course content and instruction has never been greater. 
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CHAPTER III 

TEXTBOOK ANALYSIS 

In order to bring additional input into this study of 

the impact of selected behavioral sciences upon introductory-

marketing courses at collegiate schools of "business adminis-

tration, ten introductory marketing textbooks were reviewed. 

The primary purpose of the textbook review was to determine 

the nature and extent of incorporation of behavioral-science 

substances with introductory marketing content. The review 

was intended to provide information relative to behavioral-

science contributions to marketing and was not designed to 

render a complete analysis of each textbook. However,'a 

general opinion statement has been included about each text-

book. 

The ten introductory marketing textbooks which were 

reviewed were chosen on the basis of information gathered 

from a questionnaire. (See Appendix A.) The questionnaire 

was mailed to the 1^1 colleges and universities which cur-

rently have undergraduate programs accredited by the AACSB. 

(See Appendix B.) The textbooks most frequently adopted by 

the questionnaire respondents were then reviewed. There were 

two exceptions: the books by Beckman, Davidson, and Talarzyk 

and by Buskirk, along with seven others, have received only 
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one adoption from tha respondents. These two books were 

then chosen to be 1©viewed on the basis of their longevity 

in the field of marketing. In addition, the previous edi-

tions of the books by McCarthy and by Holloway and Hancock 

were reviewed. These books were included because they had 

been revised within the past five years and any changes made 

within that time period were of interest in the study. The 

books which were reviewed are shown in Table IV. This list-

ing is in accordance with bibliographical form and is not 

intended to convey information about the popularity of the 

various textbooks. The information about the popularity of 

all seventeen books which have been adopted by the respon-

dents is shown in Table V. This table provides figures 

about the actual number of adoptions in responding schools, 

along with adoption percentage figures. 

The data from the respondents indicated there are two 

dominant textbooks currently used by marketing educators. 

The books by McCarthy and Stanton are clearly the most often 

adopted texts among the responding AACSB member institutions. 

Both of the textbooks emphasize the managerial approach to the 

study of introductory marketing and have long enjoyed wide-

spread acceptance by marketing educators. 

The book by Gist emphasizes a societal or environmental 

approach and is the third most widely adopted book among 

responding schools. The fact that the first edition of this 

text has gained such acceptance, at a time when the 



75 

TABLE IV 

Introductory Marketing Textbooks 

Beckman, Theodore N., William R. Davidson, and W. Wayne 
Talarzyk, Marketing, New York, The Ronald Press Company, 
1973. 

Buskirk, Richard H., Principles of Marketing: The Manage-
ment View. New York, Holt, Rinehart and Winston, Inc., 
1970. 

Buzzell, Robert D., Robert E. M. Nour'se, John B. Matthews, 
Jr., and Theodore Levitt, Marketing: A Contemporary 
Analysis. New York, McGraw-Hill Book Company, 1972. 

Cundiff, Edward W. and Richard R. Still, Basic Marketing: 
Concepts. Decisions and Strategies. Englewood Cliffs, 
New Jersey, Prentice-Hall, Inc., 1971. 

Gist, Ronald R., Marketing and Society: A Conceptual Intro-
duction. New York, Holt, Rinehart and Winston, Inc., 
1971. 

Holloway, Robert J. and Robert S. Hancock, Marketing In A 
Changing Environment, New York, John W. Wiley and Sons, 
Inc., 1973. 

.? Marketing In A 
Changing Environment. New York, John W. Wiley and Sons, 
Inc., 1968. 

Kotler, Philip, Marketing Management: Analysis. Planning 
and Control, Englewood Cliffs, New Jersey, Prentice-
Hall , Inc.,'1972. 

Lipson, Harry A. and John R. Darling, Introduction to Mar-
keting : An Administrative Approach. New York, John W. 
Wiley and Sons, Inc., 1971. 

McCarthy, E. Jerome, Basic Marketing: A Managerial Approach. 
Homewood, Illinois, Richard D. Irwin, Inc., 1971. 

, Basic Marketing: A Managerial Approach. 
Homewood, Illinois, Richard D. Irwin, Inc., 1968. 

Stanton, William J., Fundamentals of Marketing. New York, 
McGraw-Hill Book Company, 1971-
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Author(s) Name Number of 
Adoptions 

Percent of 
Adoptions 

McCarthy 22 27.8 . 

Stanton 2.1 26.6 

Gist 7 8.8 

Kotler if 5.0 

Lipson and Darling 3 3.8 

Buzzell, Nourse, Matthews, 
and Levitt 3 3.8 

Holloway and Hancock 3 3.8 

Cundiff and Still 2 2.5 

Beckman, Davidson, and Talarzyk 1 •1.3 

Bell 1 1.3 

Boone 1 1.3 

Boyd and Massy 1 1.3 

Buskirk 1 1.3 

Hartley 1 1.3 

Rewoldt, Scott, and Warshaw 1 1.3 

Scibert 1 1.3 

Staudt and Taylor 1 1.3 

Textbook Unknown 5 6.2 
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managerial approach is so popular, is perhaps an indication 

of a trend which is now in a developmental stage. 

As can he seen from the data presented in Table V, most 

of the other textbooks have fewer adoptions by responding 

AACSB institutions. Among this group of texts, there seems 

to be. no particular relationship between the number of 

adoptions and the length of time the texts have been pub-

lished. Some of the books are first editions, while Market-

ing. currently written by Beckman, Davidson, and Talarzyk, 

has been published since 1927. 

Most of the books which have been selected for use by 

responding schools utilize a managerial approach to introduce 

basic marketing substance. Some notable exceptions are the 

books by Gist and by Holloway and Hancock. These authors 

view marketing in relationship to the society and the environ-

ment in which the marketing system operates. Another book 

which deviates from the strict managerial approach has been 

written by Lipson and Darling. This text combines three 

different methods (managerial, environmental, and systems) 

into what the authors have called an administrative approach. 

The form utilized in writing the summaries has been to 

provide introductory paragraphs about the general nature of 

the book being reviewed. The main part of each summary cen-s 

ters around the behavioral-science related material included 

in each text. Attention is given to the manner in which 

different authors tie behavioral-science substances to that 
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of marketing, Further, this section of each summary provides 

ail indication of the ieuhniqu.es different authors have util-

ized in presenting the behavioral-science related material. 

In some instances, the behavioral-science substances are 

integrated throughout the textbooks where applicable; in 

others, this material has been separated and is presented • 

in the consumer behavior section or chapters of the text. 

Each summary concludes with an impression statement which is 

an estimation of the contributions each book makes to the 

study of marketing. 

The following pages include the summaries of the selected 

textbooks. These summaries are arranged in alphabetical 

order. 

Beckman, Theodore N., William R. Davidson and W. Wayne' 
Talarzyk, Marketing. New York, The Ronald Press Company, 
1973. 

Previous Editions: 1927, 1932, .1939, 19^6, 1952, 1957, 
1962, 1967. 

Although somewhat less popular today than in the past, 

this classic introductory marketing textbook is still among 

the important books in the field. Under the authorship of 

several combinations of marketing professors and through 

numerous revisions, this edition successfully blends some of 

the traditional marketing concepts with newer ideas. The 

result is a highly readable, comprehensive insight into the 

current status of the American marketing system. 
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Like many other current introductory marketing text-

books, tills volume follows the pattern of presenting a 

special section about the consumer market. In this edition, 

three chapters are devoted to various characteristics of 

consumers and their environment. The first of these chap-

ters concentrates upon the relatively new consumerism 

movement, some characteristics of the total population, the 

importance of marketing segmentation, and the family as the 

basic buying unit in the American economy (1, p. 81). 

The second of these chapters presents an in-depth 

analysis of consumer purchasing power. This chapter views 

consumer activity from an economic perspective. A tradi-

tional classification of consumer goods is discussed. The 

influences of supply and demand upon marketing policy are 

shown. In addition, the authors provide rather detailed 

discussions of concepts relating to the flow of income in 

the economy, including the relationship between income and 

consumption patterns, the importance of wealth in a market-

ing society, and the involvement of credit in marketing 

activities (1, p. 101). 

The third chapter in this section is of primary concern 

in this study. Here, attention is focused upon consumer 

motivation and buying behavior. The authors provide an in-

formative look at the various factors which influence 

consumer behavior. This discussion includes traditional 

motive types and classifications and various ideas derived 
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from the fields of psychology, social psychology, and soci-

ology (1, p. 131). In addition, the authors have provided 

an in-depth analysis of the consumer-buying, decision-making 

process. This particular part provides the reader with the 

information necessary to develop an awareness of the 

problem-solving behavior a person exhibits in reaching a 

buying decision (1, p. 139). The third part of the chapter 

presents "a multimediation model of consumer behavior" 

which has been adapted from the second edition of Consumer 

Behavior by Engel, Kollat, and Blackwell (1, p. l*+6). This 

model is intended to help students integrate the material 

presented in the previous parts of the chapter. The final 

part of this chapter deals with motivation research and the 

methods it employs in attempting to discover why people 

think and act in various ways (1, p. l*+7) • 

Although this book cannot be characterized as being 

behaviorally oriented, it does provide students with an 

awareness of certain behavioral concepts. The book blends 

long-established behavioral ideas with newer concepts of 

consumer action. 

Buskirk, Richard H., Principles of Marketing: The Management 
View. New York, Holt, Rinehart and Winston, Inc., 1970. 

Previous Editions: 1961, 1966. 

Buskirk employs the managerial approach in this third 

edition of Principles of Marketing; The Management View. 
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Similar to other textbooks using this approach, Buskirk has 

devoted several chapters to the discussion of consumer buy-

ing patterns, motives, and problems. 

Of special concern in this study is the attention Bus-

kirk has given to the relationship between anthropology, 

psychology, and sociology and marketing. These three • 

behavioral-science disciplines have been singled out for 

special treatment in the latter part of chapter seven (2, 

p. 1**8). The author has provided an excellent discussion 

of the contributions of anthropology, psychology, and 

sociology to the field of marketing. Some of the specific 

behavioral concepts which Buskirk introduces include 

Anthropology 
1. Specific knowledge of given problems 

a. Special behavior of sub-cultural groups 
2. Awareness of themes of a culture 

a. Information for marketing strategy and 
promotional campaigns 

3. Avoidance of taboos 
a. Provides awareness of cultural taboos, 

especially in foreign markets. 
Psychology 

1. Learning and thinking 
2. Perception 
3. Motivational systems 
b. Personality 

Sociology 
1. Population and its Stratification 
2. Consumer Motivation 
3. Human Ecology 

k. Research Methodology (2, pp. ll+8-l53) 

Buskirk further expands his discussion of the behavioral 

science/marketing relationship by citing a series of 

behavioral-science findings: behavioral development, per-

ception, learning and thinking, motivation and mass 
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communication (2, pp. I53~'i59). Each concept is discussed 

in connection with its applicability to the field of market-

ing. This treatment has made the behavioral science sub-

stances particularly meaningful and provides the reader 

with information not normally found in introductory market-

ing textbooks. 

Buskirk also draws from the behavioral-science disci-

plines in his discussion of consumer buying motives. He 

analyzes motives in terms of. self-concept theory and role 

playing, a slight variation of that theory. According to 

Buskirk, "the theory of self-concept is probably the best 

integrated thought on buying behavior to date, because it 

nicely combines both the rational and emotional approaches 

into one unified concept" (2, p. 136). 

Such research methods as projective techniques and 

depth interviewing, which originated in behavioral science 

fields, are discussed in terms of their value to marketers 

in the determination of reasons underlying consumer pur-

chases (2, p. l*+5)» 

In conclusion, this book provides the student with an 

excellent section on the relationship between certain be-

havioral science disciplines and the field of marketing. 

The author does not lead the reader to believe that these 

findings provide the solution to all marketing problems, 

but carefully indicates areas where specific behavioral 

knowledge is valuable. 
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Buzzell, Robert D., Robert E. M. Nourse, John B. Matthews, 
Jr., and Theodore Levitt, Marketing: A Contemporary 
Analysis. New York, McGraw-Hill Book Company, 1972. 

Previous Edition: 196*+ 

This book approaches the study of marketing from a 

managerial perspective. Throughout the test, the authors 

have endeavored to provide the reader with specific know- • 

ledge and examples of problems which often face marketing 

managers. The book is exceptionally well illustrated by 

numerous charts and tables which provide valuable informa-

tion to those attempting to understand the marketing process 

and the types of problems which call for decisions by 

persons in managerial positions. 

In total, seven of the twenty-seven chapters in this 

book are devoted to various aspects of household, industrial, 

and institutional buying behavior. In these behavioral 

chapters, the authors have skillfully integrated various 

behaviorally oriented concepts and techniques with problems 

typically confronting marketing managers. The result is a 

section which provides the reader with a comprehensive view 

of the importance that a sound knowledge of consumer behavior 

plays in the solution of contemporary marketing problems, 

Two of the behavioral-science disciplines of interest 

in this study (psychology arid sociology) have had a sub-

stantial impact upon the content of the behaviorally related 

section of this book. One chapter is entitled "The Psychol-

ogy of Consumer Decisions," and provides an excellent 
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discussion of major psychological factors which frequently 

v"» -t- o 4 v* -r- /•> -r\-» t m « ^ n n n i « 
i .) . v v - i . i J—.x, p u . i , 

irk 
#W* * V*S# W*' ^ 136). Briefly, the 

major concepts selected by the authors for inclusion in this 

chapter are human learning processes, motivation, con-

sumer personality characteristics, perception, attitudes; 

and attitude change, and intentions. Specific behavioral-, 

science topics included under these major headings are 

stimulus-response and cognitive learning, classifications 

of buying motives, image and risk perception, marketing 

segmentation based upon psychographics, and cognitive disso-

nance. All of these topics are thoroughly explained and 

supplemented by examples which demonstrate their relevance 

and application to the field of marketing. 

The chapter entitled "'Social Influences on Consumer 

Decisions," much like the psychologically based chapter, is 

designed to supply information to help students gain a 

better understanding of why people behave in various ways. 

The intent of this chapter is to examine ways other people 

influence the behavior of an individual. Sociological con-

tributions to marketing knowledge center around the concept 

of the reference group and its influence upon consumers. 

This chapter discusses the influence of such reference groups 

as friends and associates, the family, social class, and 

culture (3, p. 157)• The authors have interwoven numerous 

examples which demonstrate the value of sociological find-

ings to contemporary marketing managers. The chapter 
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concludes with a discussion of diffusion theory. This theory, 

which has evolved from Sociology, has been instruaienLal in 

helping marketers understand the process by which people 

learn about new product offerings, try them, and eventually 

accept or reject them (3, p. 172). 

In conclusion, this book, perhaps more than any other-

currently available introductory marketing text, provides 

students with a comprehensive view of the important contri-

butions certain behavioral sciences have made to the field 

of marketing. The buyer behavior section of this textbook 

is a worthy standard against which other writers could model 

their new editions. 

Cundiff, Edward W. and Richard R. Still, Basic Marketing; 
Concepts. Decisions and Strategies. Bnglewood Cliffs, 
New Jersey, Prentice-Hall, Inc., 1971. 

Previous Edition: 196*+ 

Basic Marketing: Concepts, Decisions and Strategies 

utilizes a managerial approach to present introductory 

marketing substance. The book concentrates upon basic 

marketing concepts which include controllable and uncontrol-

lable factors influencing marketing decisions. 

Two chapters of the second major section of the text are 

devoted to a discussion of buyer behavior. The areas re-

ceiving emphasis in these chapters include economic, psycho-

logical, and sociocultural aspects of buyer behavior (*+, 

P. 13D. 
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The authors, while reminding the reader that a single 

psychological theory of consumer behavior does not exist, 

present several behaviorally oriented concepts "which provide 

helpful explanations for certain consumer actions. Special 

attention is given to such concepts as learning theory, 

buyer behavior directed toward the satisfaction of basic 

human needs, the possible effects of images upon buyer be-

havior, and cognitive dissonance theory (*+, p. 1^3) • 

Cundiff and Still have placed emphasis upon the socio-

cultural aspects of buyer behavior by devoting an entire 

chapter to their discussion (*+, p. 162). Attention is fo-

cused upon social influences which affect the behavior of 

consumers. Some of the influences specifically affecting 

consumer behavior included in the discussion are various 

reference groups, the actions of opinion leaders, and the 

activities of product adoption innovators (*+, p. 163). 

Considerable attention is given to a discussion of 

social stratification and classes. The authors provide 

criteria for the establishment of different social classes 

and look at the social class structure in the United States 

C1*, p. I69). Other influences upon buyer behavior included 

in the chapter are the effects of increasing leisure time, 

the role of fashion in American marketing, and the effects 

that changes in the composition of the American population 

will have upon marketing (*+, p . 177). 
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The behavioral-science related chapters in this book 

tend tc follow a format similar to that in other leading 

introductory marketing textbooks. These chapters are set 

apart and specifically labeled as behaviorally related. 

While this is a customary practice, such a treatment pos-

sibly fails to be as relevant to the students as one which-

makes a greater effort to integrate behavioral science 

concepts throughout the text. This textbook has not incor-

porated some of the more current behavioral models and 

ideas that are presently appearing in other managerially 

oriented marketing texts. In sum, although the behavioral 

science related chapters in this book need strengthening, 

overall, the book is thorough in its coverage of marketing 

concepts and one which is capable of providing beginning 

marketing students with a sound understanding of the market-

ing system. 

Gist, Ronald R., Marketing and Society: A Conceptual Intro-
duction, New York, Holt, Rinehart and Winston, Inc., 

1971. 

While the most popular introductory marketing text-

books of today are placing emphasis upon the managerial ap-

proach, there is evidence that this approach is- not ade-

quately serving the needs of all introductory marketing 

students. As can alternative to the current best selling, 

managerially oriented textbooks, Gist has produced a volume 

which emphasizes a societal approach to marketing. Viewing 
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the study of marketing with a societal or environmental per-

spective, Gist1s hook may be influential in leading to the 

next predominant approach to the study of marketing, 

Gist has not abandoned the managerial approach entirely. 

He has viewed managerial activities primarily from an indi-

vidual's perspective, rather than from the firm's viewpoint. 

Emphasis is upon the role that marketing plays in the 

society. 

In implementing this societal approach, Gist has em-

ployed conceptual and analytical materials which not only 

enhance the readability of the text, but also add to the 

relevancy of the content for marketing students. The 

author has organized the contents around four major parts 

and presents sequences of chapters which center upon basic 

marketing concepts. This style is successfully used to 

reduce the amount of listing and description of marketing 

activities and functions, while providing the reader with 

the basic understandings necessary to solve marketing prob-

lems . 

Part III of Marketing and Society: A Conceptual Intro-

duction is devoted to developing concepts relevant to under-

standing marketing behavior. A series of five chapters re-

late to consumption patterns, consumer behavior determinants, 

and the means presently available for estimating marketing 

opportunities. 
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In chapter seven.. Gist emphasizes the importance of the 

consumer and suggests, 

A business community that is ignorant of the 
nuances of consumer preferences cannot possibly ful-
fill its obligations in a meaningful and responsive 
manner, A business community that is careful attuned 
to the subtleties of consumer preferences and acts 
responsibly to meet those preferences cannot fail to 
fulfill its social obligations" (5, p. 1**6). 

In discussing three types of consumption patterns (income 

allocation, brand loyalty, and time-of-adoption), Gist pro-

vides the reader with an explanation of how consumers act 

(5? p. 1^5)• This chapter logically leads to the more com-

plicated task of explaining why different people consume in 

diverse ways. 

Chapters eight and nine are devoted to a discussion of 

consumer behavior theories, These theories are then used to 

suggest explanations for the consumption patterns introduced 

in chapter seven. In chapter eight, Gist discusses some 

consumer-behavior determinants and shows where various be-

havioral concepts originated. Specifically, he explores 

income or purchasing power (economics), demographic traits 

and reference groups (sociology), learning process and self-

concept (psychology), and influential personages (social 
1 

psychology), as important causes of particular consumer-

behavior patterns (5, pp. 161+-166). In chapter nine, Gist 

presents various concepts which have originated in the 

behavioral-science disciplines and have been instrumental in 

helping marketers predict variations in consumer behavior 
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patterns, Included is a discussion of the relationship of 

learning theory, perception of risk ana self-concept, and 

brand loyalty* ( 5 , pp. 201-212). Additionally, Gist has 

explored some aspects of consumer time-of-adoption behavior 

patterns to complete an explanation of consumer actions (5» 

pp. 212-220). 

The last two chapters in this marketing behavior series 

are concerned with the appraisal of marketing opportunities 

and the marketing research techniques which are useful in 

such an assessment. Although not as dependent upon 

behavioral science knowledge as in the previous two chapters, 

these chapters are concerned with consumer behavior on a 

collective rather than an individual basis. 

In conclusion, Marketing and Society; A Conceptual. 

Introduc tion is a book which has made and will continue to 

make an important contribution to modern marketing thought. 

The book has given greater emphasis to specific behavioral-

science concepts than some of the other leading texts. The 

behaviorally oriented chapters are well written, thoughtfully 

sequenced, and carefully related to marketing concepts. 

While various revised editions of other marketing textbooks 

are including new chapters emphasizing social responsibili-

ties of marketers, Gist has become one of the first to use 

the societal or environmental approach entirely. The true 

impact of this book upon the field of marketing has yet to 

be realized fully. 
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Ilolloway, Robert J. and Robert S. Hancock, Marketing In A 
Changing; gnTil̂ onrre.rtj, New York, Jo bp. W. Wiley and 
Sons, Inc., 1973• 

Previous Edition: 1968 

The first edition of Marketing In A Changing Environ-

ment „ which utilized a societal approach, perhaps appeared 

before its time. The managerial approach was the predomin-

ant instructional method being used and it still is. At 

this point, it is difficult to predict the next approach 

which will gain popularity, but there appears to be a move-

ment toward a societal or environmental approach. Both of 

these approaches typically place a rather heavy emphasis on 

consumer behavior and thus draw upon the substances of some 

of the behavioral-science disciplines. 

The current edition of this textbook now includes four 

chapters devoted to buyer behavior. Three of these chapters 

are concerned with the behavior of household buyers and in-

clude rather complete discussions about the effects of demo-

graphic variables, life-cycle and life-style influences, and 

some of the sociological and psychological forces which are 

instrumental in determining buyer behavior and consumption 

patterns. The discussion primarily centers around what the 

authors call internal and external forces which operate in 

different ways to influence purchasing decisions. "Buyers 

are influenced by many forces as they purchase goods. Some 

of these forces are internal--learning, perception, personal-

ity, attitudes, and motivation--and some are external--
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cultural forces, mobility, social forces and personal influ-

ence^1' (7, p, 208). £3 v.bot-Jgb the d "< s cuss ion is well support-

ed by interesting examples to illustrate relevant points, 

the authors have included several listings of buyer needs, 

buying motive, and consumer and product classifications 

which resemble the treatment afforded consumer behavior 

sections of descriptive-oriented books of the past. In the 

last part of chapter twelve, the authors provide a brief 

but important discussion of five models of buying behavior 

(7, pp. 2^8-255). These models are easily compared and add • 

meaning to the three chapter discussions of buyer behavior. 

In conclusion, Marketing In A Changing Environment has 

been substantially improved by the addition of behaviorally 

oriented chapters, Although the discussion does not draw as 

heavily upon some of the behavioral-science disciplines as 

other current introductory marketing textbooks, the book 

still provides valuable information about consumer behavior. 

The authors have included a number of economic concepts in 

this book which should please some marketing instructors. 

In short, this book, while not particularly strong in its 

behavioral orientation, may find increased acceptance because 

of the environmental approach it has adopted. 
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Kotler, Philip, Marketing Management: Analysis, Planning 
and Control,. Englewood Cliffs, Hew Jersey, Prentice-
r i a . L i . , JL11C • , y / £ . 

Previous Edition; 1967 

In the second edition of this textbook, Kotler has 

added and revised numerous chapters which tend to make this 

book more relevant to modern-day marketing topics and prob^ 

lems than the previous edition. 

Kotler has approached the study of marketing primarily 

from a managerial point of view. However, to supplement 

this approach, he has introduced societal and environmental 

concerns which are becoming increasingly important to today's 

marketing students. 

Specific behavioral science contributions appear in 

several chapters of this book, although no particular chapter 

is devoted exclusively to behavioral-science concepts. In 

chapter four, Kotler introduces some behavioral-science 

models and concepts which are useful in aiding students' 

understanding of such things as buyer and organization be-

havior and communication theory. In this chapter, there is 

a particularly good description of the Howard-Sheth model, 

which combines with some behavioral-science concepts to 

focus upon an explanation of buyer brand-choice behavior 

(8, p. 122). Additionally, Kotler presents a discussion of 

four major motivation models and demonstrates how these 

models are relevant to marketing. The models discussed by 

the author are the Marshallian model, stressing economic 
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motivation; the Pavlo^ian model of learning; the Freudian 

model of psychoanaiytic motivation; and the Vebienian model 

of social-psychological factors (8, pp. 101-112). 

In chapter six, "Market Segmentation," Kotler describes 

several bases for segmenting markets. The most important 

method of market segmentation, in terms of a contribution 

from the behavioral-science disciplines, is psychographic 

segmentation. This concept has gained acceptance in recent 

years as an important way to discover buyers' needs based 

upon their individual personalities and upon their life 

styles (8, p. 169). 

This book has been designed to provide students with 

the essentials necessary to deal with marketing problems of 

the future. It brings an analytical approach to marketing 

management and utilizes techniques drawn from the basic 

disciplines of economics, the behavioral sciences, and quan-

titative methods. This book represents a significant con-

tribution to marketing literature. 

Lipson, Harry A. and John R. Darling, Introduction to Market-
ing : An Administrative Approach. New York, John Wiley 
and Sons, Inc., 1971. 

Introduction to Marketing: An Administrative Approach 

provides an integrative approach to the study of marketing at 

the introductory level. Rather than introducing the student 

to a managerial, an environmental, or a systems approach to 

marketing, Lipson and Darling have combined these three 
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methods into one they describe as an administrative approach 

(95 p. viii). The administrative approach has particular 

merit for present-day marketing srudents. The integrative 

technique allows introductory marketing substances to be 

presented from various perspectives. The result is a text-

book ideally suited to the needs of students who will take-

additional marketing courses, as well as those students who 

will not enroll in any advanced courses. 

The authors have incorporated numerous behavioral~ 

science concepts into the contents of the book. However, in 

doing so, they have departed from the format often utilized 

by other marketing authors. Rather than labeling a specific 

chapter or section of their book as "consumer behavior," or 

some such title, Lipson and Darling have integrated specific 

concepts drawn primarily from psychology, social psychology, 

and sociology into the marketing substances. In following 

such a format, the authors have presented the reader with 

useful interdisciplinary information. The concepts and their 

marketing application are interwoven in a manner which adds 

logic and continuity to the text material. Additionally, the 

authors have gone to great lengths to provide specific ex-

amples which are instrumental in demonstrating the relevance 

of the material. Further, the text contains a wealth of 

footnotes and selected bibliographies which provide guidelines 

to students for related marketing and behavioral-science 

readings. 
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In conclusion, Introduction to Marketing: An Adminis-

trative Approach provides a highly desirable- alternative to 

other currently popular introductory marketing textbooks 

which utilize environmental, systems, or managerial ap-

proaches. While the integrative treatment of behavioral-

science substances with marketing concepts is somewhat 

unusual, the method has obvious merit. 

McCarthy, E. Jerome, Basic Marketing; A Managerial Approach. 
Homewood, Illinois, Richard D. Irwin, Inc., 1971. 

Previous Editions: I960, 196*+, 1968 

Basic Marketing: A Managerial Approach has been one of 

the most significant textbooks for introductory marketing 

courses over the last decade. This book pioneered the mana-

gerial approach to the study of marketing. Today, it is one 

of the most popular introductory marketing textbooks and is 

frequently considered the standard against which other texts 

in the field are compared. 

In this most recently revised edition, McCarthy has 

made some improvements which add to the relevancy of the 

content for contemporary marketing students. The changes 

which are important to this study focus upon the attention 

given to a behavioral-science view of consumers. 

In the 1968 edition, McCarthy discussed consumer be-

havior in a manner which was somewhat typical at that time. 

Emphasis was placed upon consumer wants and needs with a 

discussion of acquisitive wants and needs. The ideas of 
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emotional and economic motives were stressed. McCarthy 

shewed Low baying decisions are frequently influenced by-

association with various groups and social classes. In 

addition, attention was focused upon an explanation about 

why and how consumers choose to purchase at selected stores. 

The 1968 edition, while presenting some ideas about con-

sumer behavior, did not draw as extensively from the 

behavioral-science disciplines as the newer edition. The 

content was primarily limited to lists and discussions of 

ideas which have evolved over the years, and tended to be 

largely descriptive in nature. 

In the 1971 edition of Basic Marketing: A Managerial 

Approach, McCarthy has strengthened the behavioral-science 

chapter. While acknowledging certain limitations of 

b e havi o r al~ s c i enc e theories to solve marketing problems, 

McCarthy discusses how various approaches can be integrated 

to improve marketing management activities. In the most 

recent edition, he provides introductory marketing students 

with an insight into some of the newer theories of consumer 

behavior. McCarthy discusses buyer behavior by presenting 

the classic stimulus-response ("black box") model (11, p. 

189). He explains the complexity of understanding consumer 

behavior by suggesting the multidimensional characteristics 

of consumers and the many optional avenues of behavior con-

sumers have available. McCarthy states, "It should be clear 

by now that there is not one simple explanation of how all 
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consumers behave. The marketing man's job is to attempt to 

unaerstand and integrate the various behavioral theories, 

try to apply the most useful model in the particular 

situation he must handle" (11, p. 191). 

McCarthy, like many behavioral scientists, believes 

that consumers are problem solvers. He discusses problem ' 

solving as a learning process. In addition, he explains and 

shows the relationship which exists between the problem-

solving process, the adoption process, and the learning 

process (11, p. 196). Each of the behavioral theories is 

linked to the basic problem-solving process of marketing 

managers. 

A significant part of the behavioral-science-related 

chapter is devoted to a presentation of consumer wants and 

needs. In this section, McCarthy discusses consumer motiva-

tion and behavior by emphasizing Melvin T. Copeland's (192^) 

classical breakdown of motives (11, p, 200). Although this 

classification is not new, it remains an effective way to 

aid in explaining the drives affecting consumers in the 

marketplace. The final part of the behavioral-science 

related chapter is devoted to an explanation of the Howard-

Sheth theory of buyer behavior (11, p. 213). This section 

was not included in McCarthy's previous editions and is a 

useful addition to the consumer-behavior chapter in the 

present textbook. The behavioral-science chapter of the 

current edition is a satisfactory blending of newer 
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behavioral science contributions with the more traditional 

ways of" studying consumer behavior. 

Although numerous introductory marketing textbooks have 

adopted a managerial approach in recent years, this text 

remains the standard in the field. The inclusion of a 

stronger, behavioral-science-oriented, consumer-behavior 

chapter, as well as the integration of behavioral-science 

concepts throughout the text, has been helpful in making 

this book one of the most significant works in the intro-

ductory marketing area in many years. 

Stanton, William J., Fundamentals of Marketing. New York 
McGraw-Hill Book Company, 1971. 

Previous Editions: 196*+, 1967. 

Since the managerial approach has gained prominence. 

Fundamentals of Marketing has become one of the most exten-

sively used introductory textbooks in the field of marketing. 

In this third edition, Stanton significantly improved 

his treatment of consumer-behavior information. He has 

incorporated into chapters five, six, and seven many impor-

tant behavioral-*science concepts. For example, in chapter 

five, Stanton discusses several theories of buyer behavior, 

including Marshall's economic theory; stimulus response 

theories by such psychologists as Pavlov, Skinner, and Hull; 

the behaviorism approach expounded by Watson; cognitive 

theories; Gestalt and field theories; and the psychoanalytic 

theories originated by Freud (12, pp. 101-105). In addition, 
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Stanton discusses psychological determinants of buyer be-

havior. In "Chis conneccion, motivation, including Ma slow1 s 

hierarchy of needs; perception, including learning exper-

iences, attitudes, and beliefs; and personality and self 

concept are all discussed (12, pp. 106-113). 

In chapter six, Stanton presents a detailed discussion 

of cultural and social-group determinants of buyer behavior. 

Drawing from sociology and anthropology, the author details 

cultural and social influences which frequently necessitate 

decisions by marketing managers. These sociocultural in-

fluences include cultural changes, social class, small refer-

ence groups, and the family. 

The first part of chapter seven examines family buying 

behavior and presents a process by which buying decision are 

often made. Although not drawing as specifically from the 

behavioral-science disciplines as in the two previous chap-

ters, Stanton presents a summary of behavioral influences 

and buying patterns of families at the various stages of 

their life cycles (12, p. 13^). A problem-solving process 

by which buying decisions are frequently made is also dis-

cussed in this chapter. In this part, behavioral-science 

concepts, such as motives and cognitive dissonance, are pre-

sented and explained. In addition, Stanton discusses, the 

buyer brand-choice behavior model developed by Howard and 

Sheth (12, p. 1̂ +3). An understanding of theory would be 

facilitated by use of a diagram which is not incorporated 
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into the text, Lastly, Stanton examines motivation research 

and some of the research technique? which neve uteri borrowed 

from psychology and psychiatry in attempts to help explain 

the why of buying behavior. The latter part of chapter 

seven offers a classification of consumer products and 

becomes largely descriptive in nature. 

In this third edition, Stanton has increased the empha-

sis on behaviorally oriented material, consumerism, and 

marketing's social responsibilities. These areas have con-

tributed to the book's relevancy and probably its widespread 

acceptance. The book is definitely one of the better intro-

ductory marketing textbooks available today. 

Summary 

In this chapter, the summaries of the behavioral-

science-related portions of the ten most frequently adopted 

textbooks are presented. This part of the study was under-

taken in an effort to discover the impact which selected 

behavioral-science disciplines have had upon the content of 

introductory marketing courses. As each book was reviewed, 

attention centered upon such factors as date of publication, 

number of the current edition, the basic approach utilized 

by the authors, the manner in which the behavioral-science 

material was incorporated into the text material, the use of 

examples, models, and illustrations tc supplement behavioral-

science substances, the general nature of the behavioral— 
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science concepts and theories .included in each book, and 

the general attitude of the different authors toward 

behavioral-science substances. Since the different writers 

have elected to present the principles of marketing in such 

diverse ways, it has not been feasible to establish a more 

comprehensive set of review questions to use as a guideline 

to evaluate these books. Rather, the reviews tend to re-

flect an overall impression of the behavioral-science 

involvement in the content of each textbook. 

The books selected for review were chosen on the basis 

of replies to a questionnaire which was mailed to schools 

of business with undergraduate programs accredited by the 

AACSB. Altogether, a total of seventeen different text-

books have been adopted by the responding member schools. ' 

From this list of seventeen, the ten most frequently adopted 

books were examined. Two additional books were also reviewed. 

These books were previous editions which had been revised 

within the past five years (McCarthy, and Holloway and Han-

cock) . In these books comparisons were made in an effort 

to determine any changes which were indicative of increased 

behavioral-science contributions to marketing. 

Some of the findings of this review of the textbooks 

are shown in Table VI. Many of the findings are not illus-

trative in table form and consequently have been included 

in the summary of each textbook. Further, an overall impres-

sion of the behavioral-science content of each book is given 
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in Table VI. This impression is not intended to reflect 

upon che complete text as a vehicle primarily designed to 

present basic marketing material, but rather is intended as 

a statement indicative of the nature of the presentation of 

behavioral-science content. 

With the notable exception of the book by Beckman, 

Davidson, and Talarzyk, all of the books which the respon-

dents indicated most popular were first published since 

I960. It was about this time that the dissatisfaction with 

the books using one of the three traditional approaches 

began to appear. The managerial approach, with an increased 

emphasis upon behavioral aspects of marketing, came into 

use. Two of the books which were most frequently adopted 

by the respondents were first editions (Gist, and Lipson and 

Darling). The appearance of these first editions indicates 

the field is not stagnating and that new books, presenting 

fresh ideas, have opportunities for adoption, much as the 

rnanagerially oriented books of the early 1960's gained 

acceptance. 

Although all the authors have as their primary objec-

tive the presentation of the principles of marketing, they 

have utilized various approaches to accomplish that goal. 

As might be anticipated, in a time when the managerial ap-

proach to the introductory marketing course is so dominant, 

the rnanagerially oriented approach in textbook content is 

also dominant. While this method has influenced the writings 
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of all authors whose books were reviewed, it is the princi-

pal approach utilized in six of trie ten texts, i'he other 

books have not abandoned the managerial approach entirely, 

but have primarily concentrated upon approaches which are 

described as societal, environmental, administrative, or 

some combination of these with the managerial approach. The 

basic approaches utilized to study marketing today place 

greater emphasis upon techniques and situations which pro-

vide students with opportunities to make problem solving 

decisions rather than upon description of the functions of 

marketing which was typical of the traditional approaches 

to marketing. 

The particular format chosen by the authors to present 

behaviorally related material varies. While some writers 

set aside several chapters or have established special sec-

tions, others have elected to integrate behavioral-science 

concepts throughout their texts, where appropriate, and 

have no special part devoted to a specific behavioral dis-

cussion. Each format has merit. The separate chapter or 

section format generally allows the authors to arrange the 

behavioral-science material in some logical sequence and 

therefore provides a guiding focus for the students' atten-

tion. The integrated format appears to provide considerable 

relevance to the students, since applicability of behavioral 

theories and concepts are often demonstrated more readily 
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than when separated into special sections which are some-

times not as well supported by specific examples. 

Based upon the review of the ten selected textbooks, 

it is evident that certain behavioral-science disciplines 

have had considerable impact upon introductory marketing 

textbook content. The intensity of this impact varies with 

different writers. Although, as indicated in Table VI, the 

number of chapters and the method used to present behavioral-

science-related materials varies considerably, all the 

authors whose books were reviewed did include behavioral-

science-related material. This is one indication of the 

importance currently being given to behavioral-science con-

tributions to marketing. 

Much as the space and methods devoted to the treatment 

of behavioral-science-related material varies, so does the 

quality of the treatment. Some authors have done little in 

revised editions to update their behavioral-science-related 

contributions. In contrast, several writers have done out-

standing jobs of updating the behavioral aspects of their 

texts. For example, the books by Buzzell, Nourse, Matthews, 

and Levitt,and by Gist provide students with excellent 

treatments of behavioral-science contributions to marketing. 

In their behaviorally related sections, these authors have 

interwoven behavioral-science substance with marketing 

knowledge in a thoughtful, carefully sequenced manner. 

Where necessary, these writers fully explain concepts which 
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might be foreign so introductory marketing students and 
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insure a thorough understanding of the relationship between 

behavioral concepts and marketing material. 

Although the book by Lipson and Darling does not have 

a specific section or chapters devoted to behavioral-

science contributions to marketing, this book interlaces 

numerous behavioral concepts with marketing substances. 

This technique of integrating behavioral and marketing con-

cepts, supplemented by carefully selected examples, provides 

excellent opportunities for marketing students to perceive 

the important relationship which exists between certain 

behavioral-science disciplines and the field of marketing. 

In addition, some authors have included illustrations 

and discussions of different behavioral models and various 

psychological and sociological theories and concepts rela-

tive to marketing. Such inclusions have strengthened some 

of the texts which were revised and probably have had a 

definite affect upon the adoption rate of these books. 

In conclusion, it is evident that the behavioral-

science disciplines have made significant contributions to 

the leading introductory marketing textbooks. It is becom-

ing increasingly clear that textbook authors believe that 

contemporary marketing students need to have better behav-

ioral backgrounds. The increased emphasis currently being 

given to the humanistic aspects of marketing will demand 
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even greater behavioral™science input in the future study of 

iuSiA8u.Liig, 11 s are 3-s"o~c..l. toictDcoiis avaxia^JLe 

which offer excellent behavioral-science-related presenta-

tions. It can be anticipated that future revised textbooks 

will also reflect the growing emphasis being given 

behavioral-science substances. 
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CHAPTER IV 

QUESTIONNAIRE ANALYSIS 

To collect additional information about the impact that 

selected behavioral—science disciplines have had upon intro-

ductory marketing courses, a questionnaire was constructed 

and sent to colleges and universities presently having 

undergraduate programs accredited by the AACSB. The primary 

intent underlying the development of the questionnaire was 

to gather data which would reflect the present status of the 

marketing/behavioral-science relationship in the introductory 

marketing course. 

To accomplish this basic purpose, the questionnaire 

(Appendix A) was designed to have two major parts. In the 

first part, the majority of the questions were designed to 

solicit factual information. Respondents were asked to 

fill in blanks, to check appropriate answers, and to supple-

ment their responses with brief clarifying statements where 

necessary. The second part of the questionnaire was designed 

to elicit opinions from selected marketing educators. These 

educators were asked to respond to a series of statements 

about the present marketing/behavioral-science relationship. 

Following each statement, the respondents were asked to indi-

cate their opinions on the basis of a five-choice, 

111 
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Likert-type scale. The five possible choices included 

strongly agree, agree, undecided, disagree, and strongly 

disagree. The questions and statements in each major part 

of the questionnaire were arranged under three subheadings: 

general information, textbook information, and instructional 

information. 

Upon completion of the revisions which were suggested 

by the four members of the doctoral committee and a five-

member jury of marketing faculty at North Texas State Uni-

versity, the final copy of the questionnaire was printed. 

On March 12, 1973? letters were mailed to 1^1 marketing de-

partment chairmen or deans of schools of business which cur-

rently have undergraduate programs accredited by the AACSB 

(Appendix B). Each letter contained a cover letter (Appen-

dix C) which explained the purposes of the inquiry and re-

quested assistance from the recipient, a copy of the 

questionnaire, and a stamped, addressed envelope. 

Of the 1*4-1 questionnaires which were mailed, a total 

of 79) or 56 percent, was returned. In two instances, the 

questionnaires were returned but were not completed. In 

other cases, the respondents failed to answer all sections 

completely. Therefore, the tabulation of data shows a 

varying number of respondents. 

To facilitate the understanding of the data gathered 

in the questionnaire, the discussion in this chapter will 
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follow the same design as the questionnaire^ and will consist 

of two major parts?witb each having three sub-areas. 

Quesionnaire Analysis, Part I 

General Information 

The first five questions in this section were designed-

to solicit general .information about the introductory mar-

keting courses at responding schools and did not ask 

questions specifically related to the behavioral-science 

impact upon introductory marketing courses. The first two 

questions asked the respondents' identities and the col-

leges and universities they represent. The third and fourth 

questions requested the respondents to provide the exact 

title of the introductory marketing course and to specify 

the credit hours given for the course. The fifth question 

was designed to secure information about the teachers of 

introductory marketing courses at the schools represented. 

The data from these last three questions are provided in 

Appendices D, E, and F. 

Question 6 was drafted in an effort to help determine 

the behavioral-science backgrounds of marketing instructors 

at the responding schools. The question and the responses 

are as follows; 



in 

ll*f 

Number of marketing faculty members with advanced work 

Anthropology Psychology Sociology 

Master's Degree: 

Major Area 0 5 0 

Minor Area 1 22 13 

Doctoral Degree: 

Major Area 0 1*+ 2 

Minor Area 1 6̂f 35 

According to the responses, at both the master and doctoral 

degree levels, psychology is represented most often as the 

behavioral-science preparation of marketing professor. In-

dicative of the growing acceptance of the behavioral sciences 

in the study of marketing is the number of professors who 

have had graduate education in the fields of psychology and 

sociology. 

Question 7 sought to determine how marketing professors 

with no formal behavioral-science education updated their 

knowledge in these areas. Almost unanimously (72), the re-

spondents indicated that reading current publications was 

the updating method most frequently utilized. Some of the 

other ways noted by the respondents included return to 

school (13)} attendance at seminars and conferences (7), 

through the conduct of personal research (5)? through con-

sulting work (1), as participants in faculty-renewal pro-

grams (1), and by interdepartmental teaching (1). In most 
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instances, very little has been done en an organized market-

ing-department basis to assist marketing instructors to 

strengthen their behavioral-science backgrounds. Most of 

what has been accomplished by the professors without speci-

fic behavioral education has been the result of individual 

initiative. 

Questions 8, 9? and 10 were designed to solicit infor-

mation about the behavioral-science backgrounds of students 

enrolling in introductory marketing courses. First, the 

respondents were asked if students were required to take 

courses in anthropology, psychology, and/or sociology. The 

results show that only seven schools require anthropology, 

thirty-four require psychology, and twenty-eight require 

sociology. Many of the schools require enrollment in six-

semester hours (one year) in any two of these three fields 

as part of the core requirement for all business administra-

tion majors. From the number of schools responding to this 

question, it can be concluded that marketing educators 

believe psychology is the most important area of study, 

followed by sociology, and then by anthropology. 

Question 9 asked the respondents if students could 

elect to take courses in anthropology, psychology, and/or 

sociology, if they were not required to do so. The response 

to this question was nearly unanimous; only one school gave 

a negative response. Accordingly, the students are given 

freedom to choose from either of these three study areas, 
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Question 10 asked the respondents if students are offi-

cially advised to take behavioral-science courses beyond the 

general education requirements of the school. In response, 

66.2 percent of the 77 answering the question replied posi-

tively. Further, these respondents indicated the behavioral-

science discipline which received advisory emphasis. Ten 

schools emphasize anthropology, forty-seven psychology, and 

forty sociology. The results show that psychology and soci-

ology are considered to be the most beneficial areas of study 

for marketing students, while anthropology is accorded con-

siderably less regard. 

In the eleventh question in this subsection, the mar-

keting professors were asked to give their opinion of the 

extent the behavioral sciences have contributed to marketing 

thought. Seventy-six of the respondents replied in the 

following manner: 

Greatly (*+6) 60.5% Moderately HO) ^9.5% 

Little (0) 0.0 None (0) 0.0 

Every professor acknowledged the contribution of the behav-

ioral sciences to marketing thought. 

The remaining questions in this subsection concentrate 

primarily upon behavioral-science influences upon the opera-

tions of the marketing departments at the responding schools. 

The questions will be stated as they appear in the question-

naire, the response data indicated, and a discussion of the 

results will follow. 
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12. Are special sections of anthropology, psychology, and/ 

or sociology open ouly to students of business admin-

istration? 

Ye s (2) 2.6% No (76) 97 M o 

If yes, please specify: Anthropology 0 Psychology 2 

Sociology 0 

If yes, do behavioral scientists normally teach these 

special sections? Yes 1 No 1 . 

If no, who normally teaches these special sections? 

Members of the Management Faculty 

Special behavioral-science sections for students major-

ing in business administration are not popular in schools re-

presented by persons answering the questionnaire. Business 

educators in these schools indicate that business administra-

tion majors are receiving adequate behavioral-*science 

backgrounds by enrolling in sections taught by behavioral 

scientists which are open to students of all areas of study. 

Of the two schools stating they have special sections, both 

indicated the sections were in psychology only. At one of 

these schools, the special section was taught by the regular 

faculty in the college of arts and sciences, while at the 
I 

other, the management faculty within the school of business 

handled the special section. 

13. Have behavioral scientists been invited to teach ••• 

behavioral-science-oriented sections of the introductory 

marketing course? 
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Yes _ 

In ouly a few ease» did the respondents state that such 

a program had been tried. In three instances, guest lectur-

ers conducted these special classes. Two respondents 

indicated that such programs had been tried and reported 

the results to be poor. Special sections of the introductory 

marketing course oriented toward the behavioral sciences and 

taught by behavioral scientists have been offered rarely in 

the responding schools. 

1̂ +. Are any significant changes taking place in the content 

or instructional approaches in the introductory market-

ing course at your school? 

Yes Cf6) 59.7% Ho HI) bO.M 

Of those responding, 59*7 percent indicated that changes 

were noticeable at their school. Although not all responding 

indicated the nature of the changes, Table VII summarizes the 

types of changes and the number of schools where changes are 

being noted. 

The data gathered in response to this question clearly 

indicate that changes are occurring in the introductory 

marketing courses. Although a few of the changes relate 

specifically to the course content, most of the changes 

noted relate to instructional approaches. 

One of the most important changes which relates directly 

to the introductory marketing course content is the indica-

tion of increased emphasis being placed upon behavioral-
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TABLE VII 

CHANGES IN INSTRUCTIONAL APPROACHES AND CONTENT 
IN INTRODUCTORY MARKETING COURSES 

Nature of Change Number of 

Schools 

Increased Behavioral-Science Emphasis. . 9 

Societal Approach 9 

Greater Use of Cases *+ 

Systems Approach b 

Environmental Approach , 3 

Games 3 

Computer 2 

Large Lecture, Small Discussion ections 2 

Interdepartmental Lectures 1 

Team Teaching 1 

science substances. This emphasis corresponds to the inclu-

sion of additional behavioral-science concepts and theories in 

most of the introductory marketing textbooks which were 

analyzed in connection with Chapter III of this study. The 

inclusion of more behavioral-science material in the text-

books may have contributed to the growing importance of 

behavioral substances in the introductory marketing courses. 

One of the most notable trends emerging today is the 

societal approach to the study of marketing. The societal 

approach concentrates upon the social requirements and re-

sponsibilities facing the contemporary marketer. This 
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approach is particularly meaningful for the majority of 

students enrolling in introductory marketing courses who do 

not intend to take additional marketing courses. 

Other changes which were indicated by the respondents 

and which are less important to this study are listed in 

Table VII. Some of these changes, such as increased use 

of cases and games, are extensions of the managerial approach 

and will probably gain or lose acceptance based upon the 

future popularity of that approach at the introductory 

marketing course level. 

15. To what extent have the behavioral sciences influenced 

the instruction of the introductory marketing course? 

Greatly (20) 26. ̂  Moderately (H-9) 6^.5 % 

Little (7) 9.2% None (0) 0.0% 

If so, in what ways? 

The responses to this question show marketing educators 

believe the behavioral sciences have had a definite impact 

upon introductory marketing courses. In comparing the re-

sponses to this question with those of question 12, on page 

117? 60.5 percent of the respondents indicated the behavior-

al sciences contributed greatly to marketing thought, while 

26.3 percent believed that introductory instruction was 

greatly influenced by the behavioral sciences. Based upon 

the comparison of these results, marketing educators believe 

the behavioral sciences have had a substantial impact upon 
* 

contemporary marketing concepts, while having significantly 
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less influence upon instruction of the introductory market-

ing courses. Of those indicating ways in which the 

behavioral sciences have influenced introductory course 

instruction, most believed that gains had been registered 

in expanding knowledge about consumer motivation and be-

havior . 

Since both questions 16 and 17 relate to library acqui-

sitions at the responding institutions, they are discussed 

jointly. 

16. How does the marketing department decide upon library 

acquisitions? 

17. In selecting library acquisitions, has there been any 

noticeable trend toward selection of behavioral-

science oriented materials in recent years? 

Yes_^tiL_Zii8i_ No (16) 26.2^ 

If yes, please specify. 

Of those responding to question 16, 91.1 percent indi-

cated that individual faculty members were free to recommend 

any library acquisitions they desired, while the remaining 

8.9 percent stated they used a committee system. 

According to the responses gathered from question 17, 

there is a trend toward more behaviorally oriented library 

selections in recent years. The respondents most frequently 

indicated their policy was to acquire behavioral-science 

materials, especially in psychology. Others stated their 

primary interest focused upon publications relating to 
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consumer behavior. Based upon these responses, it is appar-

ent that individual mar listing instructors are tailing the 

initiative to ensure that library holdings are reflecting 

the current increased emphasis being given to the behavioral 

science/marketing relationship, 

In question 18, the respondents were asked to rank six 

disciplines (accounting, anthropology, economics, mathema-

tics, psychology, and sociology) according to their opinion 

of each discipline's contribution to introductory marketing 

course content over the next ten years. The data gathered 

in response to this question are shown in Table VIII. 

TABLE VIII 

RAM OF DISCIPLINES ACCORDING TO CONTRIBUTIONS 
TO INTRODUCTORY MARKETING COURSE CONTENT 

Discipline Mean Ranked 

Position 

Psychology 2.1 

Sociology 2.7 

Economics 3*2 

Mathematics 3*6 

Accounting . . . 4.7 

Anthropology *+.8 

Other areas of study which received rankings included, 

communications, ethics, consumer behavior, finance, law, 

management, political science, statistics, systems, and 



technology. None of these areas received more than two votes 

from the seventy respondents who answered this question. 

Those responding clearly believe the contributions from 

the fields of psychology and sociology will be most important 

over the next decade. These educators apparently consider 

the marketing/behavioral science relationship to be in a 

formative stage, with significant gains in knowledge of the 

behavioral aspects of marketing to be realized in the future. 

Supporting this belief is the present emphasis on advising 

and requiring marketing students to take sociology and 

psychology, and the number of faculty members who have 

graduate coursework in these areas. 

According to the respondents, the field of anthropology 

will contribute less than all other disciplines listed over 

the next ten years. As evidenced in Tables II and III in 

Chapter II of this study, anthropology has made and will 

continue to make some contributions to marketing knowledge; 

however, these contributions will be fewer than those coming 

from psychology and sociology. 

Although the data in Table VIII indicate the expected 

future prominence of psychology and sociology, it should not 

be construed to mean that such disciplines as economics, 

mathematics, and accounting are considered unimportant back-

ground areas for marketing students. Certainly, these 

instructive areas provide valuable supportive knowledge 
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which contributes greatly toward the acquisition of solid 

marketing understurnings, 

Textbook Information 

In this subsection, the respondents were asked to pro-

vide information about the textbook currently in use, about 

the frequency of textbook change, the nature of textbook 

selection, and the adoption of supplementary-readings books. 

The information concerning which textbooks have been adopted 

has already been covered in Chapter II and will not be 

discussed further at this point. 

Of the sixty-five educators responding to the question 

concerning frequency of textbook change, 56-9 percent indi-

cated they change every two or three years. Some 26.2 per-

cent stated they change every one or two years. Adaption of 

textbooks occurs often enough to keep abreast of marketing 

and behavioral-science developments as they are published. 

The question concerning the way textbooks are selected 

produced an even split among the respondents. Fifty percent 

indicated that selection of textbooks was left to individual 

faculty choice while the other half stated that book selec-

tion was the result of joint faculty action. The method of 

selection does not seem to influence frequency of textbook 

change. 

The last qxiestion in this subsection asked the respon-

dents if supplemental^readings books from the behavioral 
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sciences were used in correction with the introductory mar-

keting course. Some 68.a percent of u>e seventy-seven 

responding to this question indicated such books were not 

utilized in their departments. The majority of those offer-

ing reasons for the nonuse of behavioral science supplemental 

readings books stated that time was too short and/or the 

adopted textbook adequately covered the area. Appendix G 

provides a list of the supplemental readings books used 

most often in the 31.2 percent of the schools. In the view 

of the responding instructors, current textbooks allocate 

sufficient time for and provide suitable treatments of 

behaviorally oriented material. 

Instructional Information 

In the third subsection of the first major part of the 

questionnaire, the responding marketing educators were asked 

questions about the nature of the instruction in the intro-

ductory marketing courses. 

The first question asked the respondents to indicate the 

instructional approach usually employed in the introductory 

marketing course in the department. The responses to this 

question are shown in Table IX. 

The data presented in Table IX illustrate the dominance 

of the managerial approach over all other instructional 

approaches used by the responding schools, suggesting that 

a large majority of marketing educators in this survey 



TABLE IX 

IKSTRIJCTI•" •?» AL APPROACHES T.TSKD IN 
INTRODUCTORY MARKETING COURSES 

.1 do 

Approach 
Number of Percent of 

Approach Schools Schools 

Managerial 58 75.3 

Societal n 
( 9.2 

Combination h 5.2 

Environmental 2 2.6 

Functional 2 2.6 

Conceptual 1 1.3 

Functional-Managerial 1 1.3 

Process 1 1.3 

Systems 1 !.3 

Commodity 0 0.0 

Institutional 0 0.0 

believe the managerial approach is presently the superior one 

for teaching the introductory marketing course. 

The societal approach has some measure of acceptance 

among the responding educators. The emergence of the societal 

approach was discussed in question Ik, on page 118, and also 

in connection with textbook adoptions in Chapter III. This 

approach is receiving increased attention from, marketing 

educators. 
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Of the other approaches mentioned by the respondents, 

too iew iictve oeen K t n w . L C i i 3uiliej.en0 xi'squ.diicy Lo 

suggest the development of any trends, From the data re-

ported, the three traditional approaches to marketing are 

now of little consequence; the functional approach is 

utilized by one reporting school and the institutional and 

commodity approaches by none. 

The second question asked the respondents to indicate 

the trend in instructional methods in the introductory mar-

keting course. The results are shown in Table X. 

TABLE X 

TREND IN INTRODUCTORY MARKETING COURSE 
INSTRUCTIONAL METHODS 

Method Number of 
Schools 

Percent of 
Schools 

Managerial 12 35-3 

Societal 8 23.5 

Case Method 6 17.7 

Systems 3 3.9 

Modular 2 5.9 

Behavioral 1 2.9 

Marketing Strategy 1 2.9 

Problems 1 2.9 
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The respondents manifested some reluctance in predict-

ing the trend in instructional methods in the introductory 

marketing course. The managerial approach was singled out 

as the trend by 35*3 percent of responding educators and 

the societal approach was ranked second with a 23.5 per-

centage. It is significant that two and one-half times as • 

many respondents see the societal approach as the trend in 

instructional methods as those who use it now. This re-

sponse credits the future ascendence of the societal approach. 

The case method was cited by 17.7 percent of the educators 

surveyed as an instructional trend. This tendency was 

discussed in question l*f, on page 118. Apparently a growing 

number of marketing educators regard the case method as a 

logical extension of the managerial approach, providing a 

valuable supplement to current textbook content and in-class 

instructional techniques. 

The respondents were asked if all marketing instructors 

at their schools teach the introductory marketing course 

periodically. In 61+.5 percent of the schools, all instruc-

tors periodically teach the introductory course. In most 

instances where the instructors do not teach the introductory 

course, the personal preference of the instructors was the 

determining factor, followed by faculty seniority. 

A total of 9*+.7 percent of the respondents indicated that 

individual instructors prepared their own examinations. Of 

the seventy-six schools represented by responses to this 



question, only one used standardized examinations and two 

indicated the examinations vera preparer! by comrc.ifcf.fie. 

From this response, it is evident that individual marketing 

faculty members are generally free to emphasize their per-

sonal preferences in examination materials. 

Fully 93.V percent of the instructors at the schools . 

surveyed make specific attempts to relate the behavioral 

sciences to the field of marketing. The two most prevalent 

ways of establishing this relationship were the use of the 

behavioral-science sections in the adopted textbook and 

class lectures. Outside readings books, cases, and student 

presentations were also mentioned as ways to show students 

the importance of the behavioral science/marketing relation-

ships. 

In response to the sixth question in this subsection, 

the marketing educators indicated that in 90.7 percent of 

the schools, the instructors were given freedom to emphasize 

the areas covered in the introductory course. Such instruc-

tional latitude allows the inclusion of behavioral-science 

substances at the discretion of the individual teacher. In 

the remaining instances, the areas covered were determined 

by committee decision, by the senior faculty member, or by 

a course coordinator. 

Further information solicited concerning the introduc-

tory marketing courses included enrollment figures and the 

number of sections offered during the spring term, 1973• 
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Of the sevent/-three schools represented by replies to this 

question, Hi.1 percent (thirty) have sections which enroll 

fifty or more students. There are thirteen schools (17.8 

percent) conducting only one or two sections, enrolling from 

100 to 375 students. In some of the latter cases, the de-

partments utilize the large-lecture, small-discussion 

section format. About 59 percent of the marketing educa-

tors currently believe that the introductory course can be 

conducted using the mass lecture system. 

In the final question of this subsection, the respon-

dents were asked to indicate the type of examination used in 

the introductory marketing course. In response, 72.0 percent 

utilize a combination essay and objective examination, while 

16.0 percent use objective examinations only, and 12.0 per-

cent use essay examinations exclusively. From the data, 

instructors believe that a student's accomplishment in the 

introductory marketing course can best be determined by the 

combined essay and objective type of examination. 

Questionnaire Analysis, Part II 

The opinion statements contained in the second part of 

the questionnaire will be analyzed according to'the follow-

ing format: 

1. Each opinion statement will be given in the same 

order as it was presented in the questionnaire. 
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2. The total number cf" people who responded to teach 

opinion statem""t 'Will be indicated. 

3. The number (shown in parenthesis) and the per-

centage of people who indicated a particular 

opinion about each statement will be given. 

b. Lastly, a discussion of the cumulative opinions 

of the respondents will be presented. 

General Information 

1. The behavioral sciences are helpful to all marketing 

students. 

Respondents z 76 

Strongly Agree (*f9) 6h,H% Strongly Disagree (0) 0.0% 

Agree (26) 2% Disagree (0) 0.0$ 

Undecided (1) 1^% 

From the nearly unanimous positive response to this 

statement, marketing educators firmly believe the behavioral-

science disciplines are beneficial to all students enrolled 

in marketing. According to findings discussed earlier in 

this chapter, the respondents believe that psychology and 

sociology will make greater contributions for future market-

ing students than any other discipline. 

2. Marketing teachers need a strong behavioral-science 

background. 

Respondents: 77 
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Strongly Agree (9) 12,0% Strongly Disagree (2) 2.' 

"o-s" disagree (lU) 18.1 ji) 18. Iff 

Undecided (H) 16,8# 

At a rate of three to one, the respondents indicated 

marketing teachers need strong behavioral-science backgrounds, 

With increased attention being given to behavioral science -as 

a related area of marketing, current marketing educators are 

reflecting a need for preparation in that area. Future mar-

keting teachers likely will have behavioral-science emphasis 

in their educational programs. 

3. Behavioral scientists are best qualified to teach the 

behavioral-science portion of an introductory marketing 

course. 

Respondents: 75 

Strongly Agree (1) l.̂ ff Strongly Disagree (.10) l̂ .̂ ff 

Agree (8) 10.7ff Disagree (^9) 52.Off 

Undecided (17) 22.7# 

The respondents did not believe the behavioral-science 

portions of introductory marketing courses should be taught 

by behavioral scientists. The response may be predicated 

upon two possible points of view: that behavioral scient-

ists may not relate behaviorally oriented material to the 

marketing area meaningfully and may lack the business back-

ground necessary to integrate the two disciplines. 
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!+. The behavioral sciences should be incorporated into mar-

keting content in such a maimer as to be corapiê eljr inte-

grated through the course and not be treated as a special 

section or unit. 

Respondents: 76 

Strongly Agree (19) 25,0*$ Strongly Disagree (2) 2.6% 

Agree (¥Q 17.9% Disagree (5) 6.6$ 

Undecided (6) 7.9% 

Nearly three-fourths of the respondents indicated they 

prefer to have behavioral-science material integrated 

throughout the course. Instructors' wishes apparently are 

not being transmitted to the authors of the best-selling 

introductory marketing textbooks, since only two of the ten 

most frequently adopted textbooks have used the integrated 

approach. If the adopted textbook presented such an approach, 

marketing teachers could integrate behavioral substances 

throughout the course. 

5. Special sections of the introductory anthropology, psy-

chology, and sociology courses should be established 

for business administration majors. 

.Respondents: 77 
I 

Strongly Agree (_2) 2.6# Strongly Disagree (21) 27.1# 

AS r e e ill lOi Disagree H7) *+8.1̂  

Undecided (10) H.0# 

The cumulative opinion of those responding to this 

statement indicates special sections of behavioral-science 
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courses are not favored. In the view of the respondents, 

spec:*al introductory behavioral-science sections for busi-

ness administration students would be more beneficial than 

sections open to students of all major areas of study; the 

inference is that business majors are receiving adequate 

behavioral-science preparation under the instructorship of 

behavioral scientists. 

6. Behavioral scientists should teach special business 

majors' sections of behavioral-science courses. 

Respondents: 77 

Strongly Agree (1) 1.^% Strongly Disagree (1^0 18.2# 

Agree (8) 10.ht Disagree (M-l) 5^.2# 

Undecided ( m 16.9# 

In response to opinion statement 5> the professors in-

dicated their disapproval of behavioral scientists teaching 

special behavioral-science sections for students majoring 

in business. The respondents apparently believe that mar-

keting professors are adequately prepared to teach market-

ing students the introductory behavioral—science concepts 

relevant to the field of marketing. 

7. The relationship between the behavioral-science fields 

and marketing is limited by lack of communication 

between those fields. 

Respondents: 75 
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Strongly Agree (5) 6.7%' Strongly Disagree (*f) 5.3$ 

Agree (i2) V2.7I Disagree (25) 33.3$ 

Undecided (9) 12.0$ 

While 38.6 percent of the respondents believed that the 

marketing/behavioral science relationship has not been 

limited by communication difficulties, nearly half believe-

the reverse. Although opinion on this question is divided, 

it is likely that behavioral scientists and marketing educa-

tors and practitioners would all benefit from increased 

articulation in areas of mutual interest and need. 

8. Behavioral science departments do an excellent job in 

teaching business majors the basics of their respective 

fields. 

Respondents; 76 

Strongly Agree (3) 3.9$ Strongly Disagree (3) 3.9$ 

Agree (21) 27.7$ Disagree (16) 21.1# 

Undecided (33) *+3 .htfo 

The opinions of marketing educators responding to this 

statement are divided. Nearly one-third of the respondents 

indicated their belief in the excellence of the instruction 

with behavioral-science departments. Twenty-five percent of 

the respondents rated the instructional job being done by 

behavioral-science departments as less than excellent, while 

43percent were unable to offer a decisive opinion. The 

majority of the marketing educators surveyed were not willing 
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to state that behavioral-science departments are providing 

excellent i.nstruo11.on for* biisiiness niajors, 

9. Psychology has contributed more to marketing thought 

than anthropology or sociology has contributed. 

Respondents: 76 

Strongly Agree (8) 1.0.8% Strongly Disagree (0) O.Ot 

Agree (27) ̂ 6.5% Disagree (21) 28 

Undecided (18) 

Although nearly half of the respondents agreed with this 

statement, a rather large group (28.b percent) held negative 

opinions. On the basis of these differing ideas, it should 

not be concluded that anthropology and sociology have not 

contributed to marketing thought. In relative importance, 

however, the responding marketing educators rank psychologi-

cal contributions first among the three behavioral sciences. 

10. A behavioral-sc.ience background is as important to mar-

keting instructors as is a quantitative background. 

Respondents: 76 

Strongly Agree (22) 28.9$ Strongly Disagree (2) 2.6$ 

Agree (1+5) 59.2$ Disagree _ 1,11 k.0% 

Undecided (̂ f) 5.̂ ,$ 

The impact of the behavioral-science disciplines was re-

affirmed by the respondents as 88.1 percent agreed that a 

behavioral background is as important as a quantitative back-

ground. The responses to this statement should not be 

interpreted to mean that behavioral-science backgrounds are 
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considered more important for marketing teachers than quanti-

tative backgrounds; but it is reasonable to assume that these 

areas are presently afforded at least equal importance by the 

responding marketing professor. 

11. Current introductory marketing course content needs more 

emphasis in the behavioral sciences. 

Respondents: 76 

Strongly Agree (5) 6.6% Strongly Disagree (1) l.V/o 

Agree (2*0 ^1.6% Disagree (26) lb.2% 

Undecided (20) 26.̂ ,$ 

The respondents were nearly evenly divided in their 

opinions concerning the need for more behavioral-science 

emphasis in the introductory marketing course. Judgingfrom . 

these opinions, some professors believe students can gain 

greater marketing understanding by increased study of be-

haviorally oriented materials. Other marketing professors 

hold that the present attention given to behavioral-science 

substances is adequate. 

12. Marketing students need more than one year of behavioral-

science coursework. 

Respondents: 76 

Strongly Agree (2) 2.6$ Strongly Disagree (2) 2.6$ 

Agree (22) 29.0$ Disagree (26) Vf.2% 

Undecided (2!Q "M.6% 

In response to statement 1, on page 130, the marketing 

professors overwhelmingly indicated that the behavioral 
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sciences were helpful, to marketing students. On the basis of 

their mixed response to Ihe present statement, there is sharp 

disagreement about the amount of behavioral-science course-

work which is beneficial for marketing students. About 30 

percent regarded behavioral-science coursework beyond the 

first-year level as desirable, while slightly more indicated 

their satisfaction with the single-year requirement. 

13. Marketing students lack the necessary background in the 

behavioral sciences. 

Respondents: 76 

Strongly Agree (1) 1.3^ Strongly Disagree (2) 2.7fo 

Agree (27).35.5% Disagree (25) 32t9$ 

Undecided (21) 27.6% 

Opinions on this statement are nearly evenly divided. 

Since only 1.2 percent more agreed with the statement than 

disagreed, no significant conclusion can be drawn about the 

students' behavioral-science background. 

1*+, Greater emphasis will be placed on the behavioral sci-

ences in future introductory marketing courses. 

Respondents: 77 

Strongly Agree (Lh) 5.2$ Strongly Disagree (0) 0.0$ 

Agree (38) Disagree (16) 20.7'% 

Undecided (19) 2b.7% 

Although the opinions of the respondents to statement 

11, on page 137? were nearly evenly divided concerning the 

need for greater emphasis of behavioral-science substances in 
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"the current introductory marketing course? auch was not the 

caso about future behavioral--science emphasis. Nearly 

percent reported that they believed greater emphasis would 

be placed upon the behavioral sciences in future introductory 

marketing courses. This consensus of opinion supports the 

present widespread acceptance of the managerial approach 

and the trend toward the societal approach which was re-

ported earlier in this chapter. 

15. Until the behavioral scientists attempt to make their 

work more functional, marketing will receive only 

limited benefits. 

Respondents: 76 

Strongly Agree (k) Strongly Disagree H ) b.0% 

Agree (22) 28.9$ Disagree (21) 27*6# 

Undecided (26) ^b.2% 

Slightly more than one-third of the respondents agreed 

with this statement. Almost as many respondents believed the 

present behavioral-science contributions are adequately bene-

fiting the field of marketing, while more than a third are 

undecided in their opinions about this statement. From the 

cumulative opinion of the marketing professors who responded 

to the questionnaire, it cannot be determined if marketing 

educators believe behavioral scientists need to present 

their findings in more functional terms. 
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16. The behavioral-science courses offered by "business 

schools should be "night by persons primarily oriented 

toward business rather than behavioral sciences. 

Respondents: 75 

Strongly Agree (7) 9.3$ Strongly Disagree (3) _k.OnA 

Agree (35) k6.Q% Disagree (20) 26.6$ 

Undecided (10) 13.3$ 

A majority of the marketing professors answering the 

questionnaire agreed with this statement. This concurrence 

indicates courses relating to consumer behavior should be 

taught by marketing educators rather than by behavioral 

scientists in their respective departments, 

17. Marketing will be more dependent upon the behavioral 

sciences in the future. 

Respondents: 76 

Strongly Agree (11) lIf,.5$ Strongly Disagree (0) 0.0# 

Agree (̂ +2) 55.2$ Disagree (7) 9.2$ 

Undecided (.16) 21.1$ 

In the opinion of the responding marketing educators, 

the behavioral-science disciplines will play an increasingly 

important role in the future of marketing. This heavily pos-

itive opinion about the future role of behavioral-science 

contributions is presently being echoed in some of the newest 

textbooks. Writers such as McCarthy and Kotler have included 

behavioral models in their most recent editions. Other 

writers such as Buzzell, Nourse, Matthews, and Levitt; 



Buskirk; and Lipsori and Darling have provided excellant 

behavJ oral-science tres.*..'Keats in. 'heir textbooks. The strong 

behavioral influence in the managerial and societal ap-

proaches used in 8̂ -.*+ percent of the responding college and 

universities5 points to the continued emphasis on the behav-

ioral sciences. 

18. More trained behavioral scientists will be entering the 

marketing teaching field in the future. 

Respondents: 75 

Strongly agree (5) 6.8$ Strongly Disagree (1) 1.^$ 

Agree QO) Disagree (7) 9.^# 

Undecided (22) 29. 

Supporting the previous statement of belief that behav-

ioral sciences will become increasingly important in the 

future, 60.1 percent of the respondents opine that more be-

havioral scientists will 

future. Earlier in this 

enter marketing education in the 

chapter the trend toward marketing 

faculty having graduate coursework in behavioral science 

areas was discussed. Clearly, there is a tendency for per-

sons with behavioral-science backgrounds to gravitate toward 

the field of marketing. 

19. Marketing people have been more hesitant to bridge the 

gap between marketing and the behavioral-science disci-

plines than have the behavioral scientists. 

Respondents: 75 
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Strongly Agree (0) 0,0% Strongly Disagree_QjJ,_jK2l 

A g r e e _ . 3% Disagree (^7) 62.7% 

Undecided (7) 93% 

Since marketing educators and practitioners have incor-

porated behavioral substances into their respective areas, 

they have likewise become receptive to behavioral-science • 

developments. 

20. The Gordon and Howell and Pierson reports were instru-

mental in increasing interest in the behavioral sciences 

by marketing, academicians. 

Respondents: 76 

Strongly Agree (6) 7.9% Strongly Disagree (0) 0.0^ 

A g r e e (25) -]2.qfo Disagree (13) 17.1^ 

Undecided (32) ̂ -2.1̂  

The largest percent of the respondents were unable to 

decide if these study reports caused marketing educators to 

increase their interest in the behavioral sciences. Although 

more than twice as many responses indicated agreement than 

disagreement with the statement, it cannot be concluded that 

these reports were more influential than any other factor 

such as increased knowledge of consumer buying behavior. 

These reports recommended behavioral-science education for 

business students, asserting the value of such study may 

have increased behavioral-science interest among some market-

ing educators. 
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21. Students should have a minimum of six-semester hours 

(or one year) ox uo'xav xorctl- saicuiue coux'oes by Tore enrol." 

ling in the introductory marketing course. 

Respondents: 75 

Strongly Agree_ (.1) k.Qfo Strongly Disagree^ (2) 2.6% 

Agree (12) h2.7i Disagree (15) 20.Qt 

Undecided (21) 10.7% 

Of the professors responding to this statement, '+6.7 per-

cent indicated that students enrolling in introductory 

marketing courses need at least a year of behavioral-science 

instruction. This is .15 percent more than indicated that 

students should have study beyond one year of behavioral-

science instruction in response to statement 12, on page 137. 

Apparently, the educators believe that one year of behavioral-

science background is adequate behavioral preparation for 

introductory marketing students. 

22. Business schools, because of their knowledge of the 

business world, are in a better position to offer rele-

vant behavioral-science courses for business students 

than are behavioral-science departments. 

Respondents: 7k 

Strongly Agree. (2) 2.7% Strongly Disagree m k.li 

Agree (29) 19.2^ Disagree (18) 2k.M 

Undecided (22) 29.7t 

This statement is similar to statement 16, which was dis-

cussed on page 1^0. In each case, the respondents indicated 



their belief in having behavioral-science-related courses 

taught in schools of business. Business-oriented instruc-

tors possess an adequate behavioral background to teach rele-

vant behavioral-science courses, according to *+1.9 percent of 

the respondents. 

23. Generally speaking, behavioral scientists have been re-

luctant to adapt their disciplines to the needs of 

business students. 

Respondents: 75 

Strongly Agree (3) *+.0% Strongly Disagree (2) 2.6$ 

Agree (^1) 5*+.7% Disagree (11) lb.7% 

Undecided (16) 2^.0^ 

A majority of the respondents believe the behavioral 

scientists generally have been disinclined to adapt their 

disciplines to business students. In Chapter II, it was 

noted that as early as 1931? business educators called for a 

practical psychology which was functional in its approach. 

Perhaps this point of view still prevails among some business 

educators, thus affecting the nature of the responses. 

2b. The behavioral sciences have not been as helpful to 

marketing as was originally hoped. 

Respondents: 76 

Strongly Agree QJ LJil Strongly Disagree 9-2$ 

Agree (19) 25.0% Disagree (32) b2..li 

Undecided (17) 2:2.bi 
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Over half of the respondents believe that the behavioral 

sciences have fulfilled Iheir expectations. The majority 

opinion is supportive of the importance of the behavioral 

sciences to the field of marketing. 

25. The use of a managerial approach in teaching the intro-

ductory marketing course has been aided by the 

behavioral sciences. 

Respondents: 7*+-

Strongly Agree (9) 12.2$ Strongly Disagree (2) 2.6$ 

Agree (b5) 60.8$ Disagree (9) 12.2$ 

Undecided (9) 12.2$ 

That the behavioral-science disciplines have aided in-

struction of the introductory marketing course is affirmed 

by the positive response to this statement. In the analysis 

of the first section of the questionnaire, it was noted that 

the managerial approach was the dominant approach employed 

by the respondents. This dominance, coupled with the strong 

endorsement of the above statement, provides strong evidence 

that the behavioral sciences have had substantial impact 

upon the instruction of introduction marketing education. 

Textbook Information 

1. Introductory marketing students should be required to 

read supplementary readings from the behavioral 

sciences. 

Respondents: 75 
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Strongly Agree CLL) 5Strongly Disagree (1) l.Wo 

A ~ ~ ~ ,/ '*> cl' s '» s »O/ r-x-s ( 1 »'/ \ ' V I » >/// 

Undecided (28) ̂ ,7."̂  

Of the teachers responding to the questionnaire, 38.6 

percent believe behavioral-science readings should be re-

quired of introductory marketing students. Earlier in this 

chapter, it was noted that 31.2 percent of the respondents 

use supplemental-readings books from the behavioral sciences., 

Some of the educators regard the supplemental readings in 

behavioral-science substances as beneficial, but for various 

reasons, such as time limitations or costs, the majority do 

not require such readings of their students. 

2. Current introductory marketing textbooks are reflecting 

the impact of the behavioral sciences. 

Respondents: 76 

Strongly Agree (8) 10.6'l Strongly Disagree (0) 0.0% 

Agree (6^) 8̂ -.2̂  Disagree (2) 2.6% 

Undecided (2) 2.6j 

A total of 9*+.8 percent of the questionnaire respondents 

agreed with the above statement. The number of positive re-

actions to this statement reaffirms one of the conclusions 

drawn in Chapter III of this study: that the behavioral 

sciences have had a substantial impact upon introductory 

marketing textbooks. 
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3. There is a need for a textbook which incorporates the 

behavioral sciences into the iali-oduetory wai'keting 

substance. 

Respondents: 75 

Strongly Agree. (2) 2.7% Strongly Disagree (2) 2.7% 

Agree (2.5) ^3.Y/o Disagree (28) 37.3% 

Undecided (18) 2h.0i 

The marketing professors were rather evenly divided in 

their response to this statement. In the opinion voiced in 

statement *+, on page 133} 82,9 percent of the educators 

desired complete integration of behavioral sciences through-

out the introductory marketing course. Only two of the ten 

most frequently adopted textbooks use the integrated approach, 

From the comparison of the two responses, it appears the edu-

cators are calling for a change in treatment of the behavior-

al sciences rather than the degree of incorporation. 

4-. Behavioral scientists should be encouraged to write in-

troductory marketing textbooks. 

Respondents: 75 

Strongly Agree (0) 0.0% Strongly Disagree (.14-) 18.7% 

Agree ihl 

Undecided (19) 

5.Y/o Disagree (38) 50.7% 

21*32 

The marketing educators responded in strong disagree-

ment to the idea of encouraging behavioral scientists to 

write introductory marketing textbooks. While acknowledging 

behavioral-science contributions as being extremely valuable, 
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marketing teachers likely presume that most behavioral sci-

entists lack sufficient marketing background to producc an 

adequate introductory textbook. 

5. There is a tendency among introductory marketing teach-

ers to be reluctant to change to textbooks which are 

behaviorally oriented. 

Respondents: 7^ 

Strongly Agree (0) 0.0i Strongly Disagree„J^6J___8.1^ 

Agree (6) 8,1% Disagree (*+7) 6i.5$ 

Undecided (15) 20.^% 

Again, the respondents clearly disagreed with the ques-

tionnaire statement. The conclusiveness of the opinion 

voiced, coupled with the information that the majority of 

the responding schools change textbooks every one to three 

years (page 12*0,'is evidence that these educators are not 

reluctant to change textbooks. Presumably other factors, 

such as currentness of the text material, the basic approach 

utilized, and the objectives of the introductory course, 

are also considered in selecting new textbooks. It is appar-

ent marketing teachers do not accept or reject textbooks 

solely upon the basis of behavioral orientation. 

Instructional Information 

1. The introductory marketing course should be taught from 

a managerial approach. 

Respondents: 75 
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Strongly Agree (IV; 18.7% Strongly Disagree (1) 1«H; 

Agree (hV, 11M Disagree CIO) 13.: 

Undecided (7) 9 

Based upon the strong positive opinion registered by 

the respondents, the managerial approach ranks number one as 

the instructional design in the introductory marketing course. 

Marketing professors undoubtedly hold that the managerial 

approach is successful in providing students with sound mar-

keting backgrounds. Judging from the respondents' rather 

solid agreement that the behavioral sciences have aided the 

managerial approach (statement 25, on page 1^5), it would 

appear that the behavioral sciences have been instrumental in 

contributing to the widespread acceptance of the managerial 

approach at the introductory course level, 

2. The managerial approach to instruction in the introduc-

tory marketing course will become even more widespread 

in the future. 

Respondents: 75 

Strongly Agree (10) 13.7^ Strongly Disagree (2) 2,6% 

Agree (29) 38.7K> Disagree (11) lh.7i 

Undecided (2Vj 30.7^ 

In responding to this statement, slightly over half of 

the professors indicated they believe that the managerial 

approach has not yet reached its peak of popularity. The 

predicted popularity of the managerial approach and the 

emergence of the societal approach promise to perpetuate the 
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significance of the behavioral-science disciplines since 

those disciplines are incorporated in both approaches,! 

3. While acknowledging the contributions of the behavioral 

sciences to the field of marketing, many instructors 

fail to incorporate this information into the intro-

ductory marketing course. 

Respondents: 76 

Strongly Agree (1) 1.Va> Strongly Disagree (3) b.O'fo 

Agree (26) 3U-.2# Disagree (19) 25.01 

Undecided (27) 35.5% 

A considerable portion of the respondents were undecided 

and an equal number opined that marketing educators fail to 

incorporate behavioral substances into introductory market-

ing. An overwhelming 98.7 percent of those surveyed agreed 

in statement 1, on page 131, that behavioral sciences are 

helpful to all marketing students; the responses to the above 

statement suggest that incorporation of the behavioral sci-

ences has not kept pace with their acknowledged importance, 

*f. Behavioral scientists should be consulted in determining 

the content of introductory marketing courses. 

Respondents: 76 

Strongly Agree (0) Q.0% Strongly Disagree (^) 5.3$ 

Agree (20) 26.^ Disagree 0+1) 53.9% 

Undecided (11) lh.5% 

More than twice as many responding marketing professors 

disagreed than agreed that behavioral scientists should be 
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consulted in determining introductory marketing course con-

tent. The emphasis on Liuavioral backgrounds for marketing 

teachers which was noted on page 11*+, and the lack of busi-

ness background of behavioral scientists may be the prompt-

ings for the 59.2 percent disagreement with the previous 

statement. 

5. Younger teachers (under tend to implement 

behavioral-science substance into their introductory 

marketing courses to a greater extent than do older 

teachers. 

Respondents: 76 

Strongly Agree (6) 7.9% Strongly Disagree (1) 1.^% 

Agree (*+1) 5H.9% Disagree (12) 15.8% 

Undecided (16) 21.1% 

A large majority of the responding professors indicated 

their agreement with this statement. Teachers over age 

forty-five to fifty may have had little or no formal behav-

ioral-science education and may be less inclined to include 

behavioral-science substances in their courses. Since the 

incorporation of the behavioral sciences into marketing 

thought is recent, younger professors have had greater oppor-

tunity for formal education in the behavioral sciences. 

6. In the future, marketing academicians will increasingly 

emphasize behavioral aspects of marketing rather than 

quantitative aspects. 

Respondents; 76 



J - J 

Strongly Agree (1) l.*î  Strongly Disagree (0) Q-O^ 

Agree (19? 25,0". Disagree (28) 16.8% 

Undecided (28) ̂ 6.8% 

From the data gathered in response to this statement, 

it appears that the marketing professors hold differing 

opinions. More disagree!with the statement than agreed and 

a considerable portion were undecided. The responses seem 

to contradict those given in statement 1*+, which were dis-

cussed on page 138. In the previous statement, 5k.6 percent 

indicated that greater emphasis would be placed upon behav-

ioral sciences in future courses. A possible reason for this 

apparent contradiction is that the professors believe nearly 

equal attention should be devoted to behavioral science and 

quantitative substances, resulting in a productive balance 

between the two, rather than an emphasis upon one or the 

other. 

7. In the introductory marketing course, too much emphasis 

is placed upon knowing about different marketing prac-

tices and institutions at the expense of behavioral 

aspects of the market. 

Respondents: 76 

Strongly Agree (2) 2.6% Strongly Disagree (k) 5.1% 

Agree (7) 9.2% Disagree (M-l) K.9$ 

Undecided (22) 29.0^ 

From the responses, the degree of emphasis on either 

marketing practices and institutions or the behavioral 
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sciences cannot fcs determined, It is clear from the five-to-

ono response that behavioral aspects arc nox being slighted 

in favor of marketing practices and institutions, in the 

opinion of those surveyed. 

8. Instructors have been slow to Incorporate behavioral-

science substances into their introductory marketing • 

courses. 

Respondents: 76 

Strongly Agree (0) 0.0# Strongly Disagree (*+) 5,1# 

Agree (lb) 18.^# Disagree (h2) 55.2$ 

Undecided (16) 21.1# 

Over 60 percent of the respondents opine that marketing 

teachers have not been dilatory in their incorporation of 

behavioral-science substances with introductory marketing 

course content. The incorporation likely has been facilitated 

by the inclusion of behavioral-science materials in the most 

frequently adopted marketing textbooks. 

9. The introductory marketing course should be taught from 

a managerial approach with emphasis upon behavioral 

aspects. 

Respondents: 76 
3 

Strongly Agree (9) 11.8) Strongly Disagree (1) 1.1# 

Agree (18) 50.0# Disagree (12) 15.8# 

Undecided (16) 21.1$ 

In a previous statement (page 1̂ -8) that the introductory 

marketing course should be taught from a managerial approach, 



there was 76.1 percent agreement. With the addition of the 

phrase "with emphasis upon behavioral aspects" in the above 

statement, agreement was less marked. With the previous solid 

endorsement of the managerial approach, the differing re-

sponses suggest that professors think behavioral sciences 

should be incorporated into marketing content without re-

ceiving special emphasis. 

Summary 

The primary findings from this chapter are summarized 

according to the two major parts of the questionnaire. 

Part 1 

1. Teachers with graduate coursework and terminal degrees 

in the behavioral-science disciplines teaching marketing 

courses were represented by the responding institutions. 

2. Considerably more emphasis is being placed upon psychol-

ogy and sociology than upon anthropology as background 

coursework for students enrolling in introductory market-

ing courses. 

3. Over 90 percent of the respondents believe the behavioral -

science disciplines have had either great or moderate 

influence upon marketing thought and introductory market-

ing course instruction. 

*+. In the view of the respondents, the two most significant 

changes presently occurring at their schools are, (1) 
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more behavioral emphasis in marketing course content, and 

(2) the emergence of the societal approach. 

5. According to the responding professors, psychology and 

sociology are the two disciplines which will make the 

greatest contributions to introductory marketing course 

content over the next decade. 

6. The managerial approach is presently utilized in over 

three-fourths of the responding schools. Further, the 

respondents indicated that the trend in instructional 

methods is•toward the managerial approach, followed by 

the societal approach. 

7. Over 93 percent of the respondents stated that specific-

attempts were made to relate behavioral sciences to the 

field of marketing. In most instances, the special 

behavioral sections in the textbooks or specially pre-

pared lectures were utilized to introduce the behavioral 

substances. 

Part II 

1. The respondents indicated that introductory marketing 

teachers need equally strong behavioral and quantitative 

backgrounds. 

2. According to the responses, the professors concur that 

behavioral-science substances should be integrated 

throughout the introductory marketing course rather than 

included as special sections or units. 
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3. The responding marketing professors do not favor special 

behavioral-sc2.wi.1ee oi*.-?/ lor s uuu.e.u,cs 12&.3oi'Ing in 

business administration areas,, These educators appar-

ently hold that the behavioral-science instruction 

presently offered in behavioral-science departments 

provides business majors with adequate backgrounds. 

Further, the respondents generally agree one year of 

behavioral-science education gives the students suffi-

cient behavioral background. 

*+. In the view of the responding marketing educators, great-' 

er emphasis will be placed upon behavioral science 

contributions in future introductory marketing course 

content. Additionally, more behavioral scientists will 

be entering the field of marketing education in the 

future. 

5. The majority of the respondents believe behavioral 

scientists generally have been reluctant to adapt their 

disciplines to the needs of business students. 

6. Seventy-three percent of the respondents report that the 

managerial approach has been aided by the behavioral 

sciences. 

7. Nearly 95 percent of the professors indicated the current 

introductory marketing textbooks were reflecting the im-

pact of the behavioral-science contributions to the field 

of marketing. 
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8. The majority of the respondents reflect the opinion that 

the younger (linger age n, Arreting ins true tors tend 

to implement behavioral-science substances into their 

courses to a greater extent than do older teachers. 

In conclusion, the responses to the questionnaire suggest 

that certain behavioral-science disciplines have had a signi-

ficant impact upon contemporary marketing courses and the 

field of marketing. Since the surveyed educators hold that 

the marketing/behavioral-science relationship is still matur-

ing, there is a promise of greater behavioral-science contri-

butions in the future. 



CHAPTER V 

SUMMARY5 CONCLUSIONS? AND RECOMMENDATIONS 

Summary and Conclusions 

The fundamental problem involved in this study has been 

the impact of selected behavioral sciences upon the intro-

ductory marketing courses at collegiate schools of business 

administration, To determine the nature of this behavioral-

science impact upon the introductory marketing courses, 

three principal areas "were investigated. First, a histori-

cal examination of the relationship between the disciplines 

of anthropology, psychology, and sociology and the field of 

marketing, was undertaken. Second, the major introductory 

marketing textbooks presently being used in AACSB member 

schools were analyzed to determine the extent of inclusion of 

behavioral-science materials. Third, chairmen of marketing 

departments or deans of schools of business having AACSB 

accreditation of undergraduate programs were asked to respond 

to a questionnaire concerning the marketing/behavioral-

science relationship in the introductory marketing courses. 

The early study of the distribution of goods, which 

later became known as marketing, was begun by liberal arts 

students and professors whose educational backgrounds were 

frequently rooted in economics, psychology, and sociology. 

158 
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These pioneers were instrumental in calling attention to the 

need Tor greater understz-jsdi.u.g c£tlx2 uisbxibatiuu ox goods. 

Because the educational philosophies of many of these liberal 

arts-oriented scholars dictated that a collegiate education 

should be classical in nature, and not designed for specific 

job application, the study of marketing did not thrive under 

their direction. It was not until business-oriented pro-

fessors became interested in marketing that it began to be 

recognized as a necessary area of study in collegiate schools 

of business. 

During the period from 1915 to 1930, the mainstream of 

marketing thought tended to be functional. Attention focused 

upon what came to be called the three traditional marketing 

approaches and specialized courses appeared in the curricula 

of many business schools. These developments were augmented 

by the publication of the first marketing textbooks which 

appeared during this period. At that time, the functional 

aspects of marketing were thought to prepare students best 

for future job opportunities. 

During the next twenty-five years, marketing departments 

experienced increased enrollments, specialized marketing con-

cepts continued, and marketing-related course proliferation 

was common. Marketing concepts and theories centered around 

the firm and its operations. Consec uen tly, marketing edu-

cators concentrated upon providing students with information 

about marketing channels, institutions, and operations. 
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Generally, only passing interest was shown in the consumer and 

the study of human behavior in the marketplace. 

By the middle 1950's, many marketing practitioners and 

educators recognized that the three traditional approaches to 

the study of marketing were no longer adequately preparing 

students for the demands of marketing positions. As the im-

portance of the consumer in the marketplace became increas-

ingly evident, there was a developing interest in the 

behavioral-science disciplines. In 1959? the study reports 

published by Pierson and by Gordon and Howell reinforced the 

movements which were already 'underway at some of the leading 

schools. These reports were instrumental in calling atten-

tion to the need to reduce course proliferation and to 

increase emphasis upon more liberal educational requirements 

for all business students. 

Perhaps the single most important development which 

occurred in the field of marketing education during the I960's 

was the appearance and subsequent widespread adoption of the 

managerial approach. Since the behavioral substances became 

an important aspect of managerial marketing concepts, market-

ing students and educators devoted increasing attention to 

behavioral-science contributions. The dominance of this 

instructional approach evidences its success in providing 

students with solid marketing foundations. 

Most recently the societal approach has been presented 

as an alternative to the managerial approach. The 
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incorporation of t-havioral-science substances, with thoss of 

market Id ̂ into emerging approach attests to the signi-

ficant impact which behavioral-science disciplines have had 

upon the study of marketing. 

In the second main part of this study, the analysis of 

the major introductory marketing textbooks has further shown < 

the impact behavioral-science disciplines have had upon course 

content. Although the most frequently used textbooks utilize 

different techniques to present behavioral-science materials, 

each book reviewed included behavioral-science substances. 

While some writers elected to separate the behavioral-science*, 

material into special chapters, others have integrated these 

findings into the introductory marketing content. Both ways 

of treating the behavioral-science contributions have advan-

tages ; however, the integrated approach seems to provide 

students with better examples of the applicability of 

behavioral-science substances to the field of marketing. Of 

greater importance to this study is the fact that all text-

books which were analyzed have included varying amounts of 

behavioral-science materials. The fact that the major writ-

ers in the field, of marketing have devoted space in their 

textbooks to behavioral-science contributions, exemplifies 

the strength of the behavioral science impact upon current 

introductory marketing course content. 

The third major part of this study centered around the 

questionnaire, which was designed to solicit information about 
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the present status of the liiarke t lug /behavioral- s cienc e rela-

tionship. The responses to the questionnaire are discussed 

in Chapter IV. 

The following conclusions are dram from responses to 

the questionnaire: 

1. The managerial approach is the dominant approach 

being utilized to study marketing. This approach, 

strengthened by behavioral-science substances, is 

expected to continue to be a major marketing con-

cept. 

2. Psychology and sociology contribute more informa-

tion to the study of marketing than anthropology, 

although marketing students are usually advised or 

required to take one year's coursework in any com-

bination of these three areas of study. 

3. A behavioral-science background is considered as 

important for marketing faculty members as a quanti-

tative background. Many professors surveyed now 

have taken behavioral-science coursework, especially 

in the fields of psychology and sociology. 

. Most introductory marketing instructors make speci-

fic attempts to relate behavioral science and 

marketing materials. Most frequently the instructors 

utilize the special behavioral-science sections in 

the adopted textbook, supplemental-readings books, 

and specially prepared lecture materials. Instructors 
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are also atle"to draw "upon a wealth of information 

currently available in perit;t»±ca3:s'; 

5. Many marketing professors believe behavioral-

science teachers are generally providing business 

students with adequate backgrounds for study of 

introductory marketing., The questionnaire respon-

dents showed no desire to have special behavioral-

science sections for business students. 

6. The behavioral-science disciplines will receive 

greater emphasis in future introductory marketing 

courses. The increased behavioral emphasis is 

already seen as a trend and is predicted to continue 

over the next decade. The disciplines of psychology 

and sociology are expected to make the greatest con-

tributions to the study of marketing during the next 

ten years. 

In summation, from the evidence presented in the previous 

chapters, it can be concluded that certain behavioral-science 

disciplines have had a significant impact upon introductory 

marketing courses at collegiate schools of business. The 

field of psychology has made the most important contributions 

to the field of marketing, followed by sociology, and to a 

much lesser extent by anthropology. The behavioral-science 

contributions have been reflected in the instructional ap-

proaches used to teach the introductory marketing courses, 

in the content of the adopted textbooks, in the educational 
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backgrounds of students and marketing faculty members, and in 

con/temporary Tnarkeilng C.-.MC and theories, The develop-

ment of marketing as a discipline has been aided by contri-

butions from certain behavioral sciences and will receive 

even greater assistance in the future. The true impact of 

behavioral-science substances upon the study of marketing is •• 

yet to be fully realized. 

Recommendations 

A number of conclusions have been drawn from the inves-

tigation of the historical development of the marketing/ 

behavioral-science relationship, from the analysis of the 

major introductory marketing textbooks, and from the survey 

of marketing courses at AACSB schools. These conclusions 

are the basis for the recommendations which follow in this 

section of Chapter V. 

Material from certain behavioral-science disciplines 

should receive greater emphasis in future introductory mar-

keting courses. Special attention should focus upon 

contributions from the fields of psychology and sociology and 

in a few instances from anthropology. These behavioral — 

science substances should be blended with marketing concepts 

in a manner which will facilitate the marketing decision-

making processes. 

Most of the AACSB schools that responded to the question-

naire already require marketing students to take one year of 
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behavioral-science eoursework* Schools of business should 

require students tc -t sfer-•fcsha.vic-ral-̂ ienca coursework suf-

ficient to provide background knowledge. The degree programs 

of students should be designed with adequate flexibility to 

permit elective behavioral-science coursework at the stu-

dents' discretion. 

Ail introductory marketing textbooks reviewed in connec-

tion with this study have devoted space to behavioral-

science treatments. In most instances, the writers have 

constructed special sections or chapters of behavioral-

science materials. The respondents to the questionnaire pre-

fer to have behavioral-science materials interwoven with 

those of marketing. Only two textbooks reviewed in connec-

tion with this study use an integrated behavioral-science 

approach. It is recommended that future textbook authors 

adopt an integrative approach to the treatment of behavioral-

science content. By treating behavioral-science materials 

in this manner, students will be presented opportunities to 

understand more fully the close relationship of marketing 

and the behavioral sciences. 

The managerial approach is utilized in teaching the 

introductory marketing course at the majority of the AACSE 

schools represented by responses to the questionnaire. The 

second most widely accepted instructional approach is the 

societal. The trend in introductory marketing course in-

structional methods is seen by 35-3 percent of the respondents 
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as the managerial .5 while 23»5 percent regard the "emerging . 

.•>ocj.6wal approach the pr-bJic-ted Instructional design. 

oince uhe composition of most contemporary introductory 

marketing courses consists primarily of students who will 

not take additional marketing coursework, the societal • 

approach is recommended as the one best suited to the needs 

0± introductory marketing students. The majority of these 

students do not intend to pursue careers in marketing. Con-

sequently, they stand to benefit more from an understanding 

of the services the marketing system provides to society and 

the responsibilities that the marketing system has to the 

society, than from a knowledge of marketing managerial 

decision-making and problem-solving. This recommendation 

does not call for the abolishment of the managerial approach, 

but ratner its strengthening. The managerial approach could 

be more appropriately employed in advanced marketing courses 

designed for students planning careers in marketing. As a 

logical extension of the societal approach, the managerial 

can build upon the basic understanding of the importance of 

the marketing system in the society. With a solid knowledge 

of societal aspects of marketing, advanced students would be 

in a better position to benefit from the problem-solving, 

decision-making managerial marketing approach. 

The major recommendations stemming from this study are 

summarized as follows: 
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1. In future introductory marketing courses, greater 

eaphasis shoul'.' t-e plae^o upon behavioral-science 

substances. These materials should be blended with 

marketing ccncepfcs. 

2» Behavioral-science coursework sufficient to provide 

background knowledge should be required of market-, 

ing students. Degree programs should be designed 

, with sufficient flexibility to permit elective 

behavioral-science study at the students' discre-

tion. 

3. Behavioral-science materials should be completely 

integrated with, marketing substances in introductory 

marketing textbooks. 

*+. The societal approach should be adopted for intro-

ductory marketing courses, with the managerial 

approach being employed in advanced marketing 

courses. 
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The following questions are cesiomv! to Inquire about tre *.*pact or selected behavior?,! sciences 
upon introductory marketing courses i?.- collcolste schools cf business admlnl s t ra t i on. The tern 
behsvloral sciences in this study Is Vitutted thf. disciplines of anthropology, psychology a*id 
sociology. Please feel free, to mzk? any addition'*! ccrxents you desire. 

GENERAL INFORMATION 

]. Name of college or university 

"2. Nauua of respondent 

Title 

3. Exact t i t l e of the Introductory marketing course 

4. How many credit hours are granted for the Introductory marketing course? 

(Semester or Quarter, please specify) 

5. Number of persons teaching the Introductory marketing course during the present term: 

Full-time faculty _ Part-time faculty Graduate students 

6. Number of marketing faculty ofmbers with advanced work In: 

Anthropology Psychology Sociology 

Master's Degree: 

Major Area . . _ _ _ _ _ _ . . _ 

Minor Area _ _ _ _ _ _ _ ' 

Doctoral Degree: 

Major Area _ _ j 

Minor Area 

7. In what ways have faculty members with no formal training In the behavioral sciences up-dated 
their knowledge In the various areas? 

Read current publications 

Returned to school _ 

Other (Please specify) 

8. Are students enrolling 1n the Introductory marketing course required to take courses in: 

Anthropology Credit hours _ _ _ _ _ _ (Semester or Quarter) 

Psychology _ _ _ _ _ _ Credit hours _ _ _ _ _ (Semester or Quarter) 

Sociology Credit hours (Semester or Quarter) 

9. If students are not required to take courses In anthropology, psychology and/or sociology, my 
they elect such courses? Yes Ho _ 

If yesy which course(s)? Anthropology Psychology _ Sociology 
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H\ 2"Vic i"y ^ ; c u->* ioral sdunce courses beyond the general education 
• of Ibi* vhc-"* ? Yss *& . 

If /?;s, er?has*s 1r.- pVscci-1 ^orn j ^ l h r c ^ o ^ y Psychology Sociology 

11. To what extent have the behafiora'! sciences contributed to marketing thought? 

Greatly _ Moderately t Lit t le Hone 

12. Are special sections of anthropology* psychology and/or sociology open only to students of 
business administration? Yes Ho 

If yes* please specify: Anthropology Psychology _ _ _ _ Sociology 

If yes, do behavioral scientists normally teach these special sections? 

'1m _ _ _ No 

If no, who normally teaches these spacial sections? 

13. Have behavioral scientists been invited to teach behavioral science oriented sections of the 
introductory marketing course? 

Yes No If yes* briefly indicate how such a program was carried out and 
the nature of the results . 

14. Are any significant changes taking place in the contact or instructional approaches in the 
introductory marketing course at your school? 

Yes _ _ _ Ho Please specify. 

15. To what extent have the behavioral sciences influenced the instruction of the introductory 
marketing course? 

Greatly Hoderetely * Lit t le None If so, in what ways? 

1S» Hôf does the marketing department decide upon library acquisitions? 

17. In selecting library acquisitions, has there been any noticeable trend toward selection of 
behavioral science oriented materials 1n recent years? 

Yes No . If yes, please specify. 

18. Please rank the following disciplines according to your opinion of their contribution to 
introductory marketing course content over the next 10 years. 

Accounting Anthropology _ _ _ _ _ _ _ Economics _ _ _ _ _ 

Mathematics Psychology Sociology 
Other (Please specify) _ _ _ _ „ 

TEXTBOOK INFORMATION 

1. Name of the textbook presently being used in the introductory marketing course: 

Author(s) 

Publication Date 



2, Appfc^mately hoa often zrt firx-MCitz 

3. How arc textbooks selected? 

4. 60 Instructors use supplement .al «eadi/%9s Looks from she Dehavioral sc5crices in connection tfita 
the Introductory marketing course? 

Yes No _ If yes* please 11st the t i t l e s and authors: . 

INSTRUCTIONAL INFORMATION 

1. Which Instructional approach is normally used in the introductory marketing course? 

Functional Inst i tut ional _ _ _ Conmodity ' Managerial 

Other (please specify) _ _ _ _ _ _ _ _ 

2„ What 1s the trend 1n instructional methods in the introductory marketing course? 

3. Do al l marketing instructors periodically teach the introductory marketing course? 

Yes Ho If no, what c r i t e r ia are used to determine who teaches 
™ "" the introductory course? 

4. Do individual instructors make-up the i r own examinations? 

Yes No If no, how are examinations developed? 

5, In the introductory marketing course are specif ic attempts made to re la te the behavioral 
sciences to the f ie ld of marketing? 

Yes No If yes, please specify in what manner. 

8. Are individual instructors f ree to emphasize the areas covered in the introductory marketing 
course? 

Yes Ho If yes, to what degree is this freedom granted? 

If no, how is the course substance determined? 

?, What is the total enrolIrr^nt in the introductory marketing course th is term? _ _ _ _ _ _ _ 
Ho* many sections are offered this tern? 

8. Host Introductory marketing course Instructors use which type o* exardnation: 

Essay Objective Combination, essay and objective 

Other (Please specify) ^ -
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1. The behavioral sciences are helpful to al l marketing 
students. 

2. Marketing teachers need a strong behavioral science back-
ground* 

3. Behavioral scientists are best qualified to teach the behav-
ioral sciencej portion of an. introductory marketing course. 

4. The behavioral sciences should be incorporated Into marketing 
content 1n such a manner as to be completely Integrated 
throughout the course and not as a special section or unit. 

5« Special sections of the introductory anthropology, psychology 
and sociology courses should be established for business 
administration majors. 

6. Behavioral scient is ts should teach special business majors1 

sections of behavioral science courses. 

7. The relationship between the behavioral science f ie lds and 
marketing are limited by lack of conwnunlcation between 
these f i e lds . 

8. Behavioral science departments do an excellent job 1r? teach-
ing business majors the basics of their respective f i e lds . 

9. Psychology has contributed more to marketing thought than 
anthropology or sociology has contributed, 

10. A behavioral science background is as Important to market-
ing instructors as 1s a quantitative background, 

11. Current Introductory marketing course content neeJs more 
emphasis In the behavioral sciences. 

12. Marketing students need more than one year of behavioral 
science ccurs^work. 

13. Marketing students lack the necessary background in the 
behavioral sciences. 

14. Greater emphasis, will be placed on the behavioral sciences 
In future 'introductory marketing courses, 

15. Until the behavioral scient is ts attempt to make their work 
more functional, marketing will receive only limited 
benefi ts . 

16. The behavioral science courses offered by business schools 
should be taught by persons primarily oriented toward 
business rather than behavioral sciences. 

17. Marketing will be more dependent upon the behavioral sciences 
in the future . 



IS. Mora trained behavioral sc ient i s t s >r!11 be entering ths 
,marketing teaching fie'hi in the future , 

19. Mp.rk?ti?j<j p-or *e havs Hen mere -sit ant fco » v-3 gap 
between marketing and t u c b:^£":c-:1 rc^nrE d lsc ' r l lncs 
than have the behavioral s c i en t i s t s . 

20. The Gordon and Howell and Pierson imports were Instrumental 
in increasing interest in the behavioral sciences by market-
ing academicians. 

21. Students should have a minimum of six semester hours (or one 
year) of behavioral science courses bc-fore enrol 1 ing in the 

0 introductory marketing course. 

"22, Business schools, because of their knowledge of the business 
world, are in a bet ter position to of fe r relevant behavioral 
science courses' for business students than are behavioral 
science departments„ 

23. Generally speaking, behavioral sc ient i s t s have been reluc-
tant to adapt their disciplines to the needs of business 
students, 

24. The behavioral sciences have not been as helpful to market-
ing as was originally hoped. 

25. The use of a managerial approach in teaching the intro-
ductory marketing course has been aided by the behavioral 
sciences. 

TEXTBOOK I N F O R M A T I O N 

U" 

1. Introductory marketing students shculd be required to read 
supplementary readings from the behavioral sciences. 

2. Current Introductory marketing textbooks are ref lect ing the 
impact of the behavioral sciences. 

3. There is a need for a textbook which incorporates the 
behavioral sciences into the introductory marketing sub-
stance. 

4. Behavioral sc ient is ts should be encouraged to write intro-
ductory marketing textbooks. 

5. There 1s a tendency among introductory marketing teachers 
to be reluctant to change to textbooks which are behav-
iorally oriented. 

I N S T R U C T I O N A L INFORMATION 

1. The introductory marketing course should be taught from a 
managerial approach* 

2* The managerial approach to instruction in the Introductory 
marketing course will become even more widespread In the 
future. 

3. While acknowledging the contributions of the behavioral 
sciences to the f ie ld of marketing, many instructors f a i l 
to incorporate this information Into the Introductory 
marketing course. " 
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4. Behavioral scientists should d& e c ^ ^ t c d »n detcrmirnr^ 
the content of Introductory marketing courses. 

5. Yc-incar teachers (und^r 45*50) to i;spUn;ent beftavfcrtf 
science substaivccs Jnto t'^ir 1-?t; vJuCwivy i«k'i*?;i*iiiQ courses 
to a greater extent than older teachers do. 

6». In the future marketing academicians will Increasingly 
emphasize behavioral aspects of marketing rathsr than 
quantitative aspects. 

7. In the introductory marketing course, too much emphasis is 
placed upon knowing about different marketing practices and 
institutions at the expense of behavioral aspects of the 
market, 

8. Instructors have been slow to incorporate behavioral science 
substances into their introductory marketing courses, 

9. The introductory marketing course should be taught from a 
managerial approach with emphasis placed upon the behavioral 
aspects. 

Please use this space for any additional consents you wish to smke. 

Thank you for your assistance. In the event the enclosed addressed * 

stamped envelope Is misplaced, please return the completed questionnaire to: 

ROBERT M. HOPKINS 

2008 REDWOOD PLACE 

DENTON, TEXAS 76201 



APPENDIX B 

AMERICAN ASSOCIATION OF COLLEGIATE SCHOOLS OF BUSINESS 

OFFERING UNDERGRADUATE PROGRAMS 

*Colleges and Universities Responding to the Questionnaire 

Akron 
Alabama 
Alberta 
Arizona 
University 
Arkansas 
Baruch Co] lege, 

University of 
•University of 
University of 
University of 
Arizona State 
University of 
*The Bernard M. 

York 
Baylor University 
*Boston College 
•Boston University 
Bowling Green State University 
* Bring hain Young University 
University of Bridgeport 
The University of British Columbia 
University of California 

State College, 
State 
State 
State 
State 

The City University of New 

*California 
*California 
*California 
•California 
California 
•California 
California 
•California 
University 
•University 

College, 
University, 
University, 
University,, 

State University, 
State University, 
State University, 
of Cincinnati 
of Colorado 

•Colorado State University 
•University of Connecticut 
•Creighton University 
•University of Delaware 
University of Denver 
De Paul University 
•University of Detroit 
•Drake University 
•Drexel Institute of Technology 
•Duquesne University 
East Carolina University 
Emory University 
•Florida State University 
•University of Florida 

Chieo 
Fresno 

Fullerton 
Long Beach 
Los Angeles 
Sacremento 
San Francisco 
San Jose 

17^ 
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Fordhatn University 
•University of Georgia 
•Georgia Institute of- Technology 
Georgia State University 
University of Hawaii 
•Hofstra University 
•University of Houston 
University of Illinois 
•University of Illinois, Chicago Circle 
Indiana University 
•University of Iowa 
John Carroll University 
University of Kansas 
•Kent State University 
University of Kentucky 
•Lehigh University . 
Louisiana Polytechnic Institute 
Louisiana State University 
Louisiana State University, New Orleans 
Loyola University, Chicago 
•Loyola University, New Orleans 
•Marquette University 
University of Maryland' 
•University of Massachusetts 
Massachusetts Institute of Technology 
•Memphis State University 
•University of Miami 
•Miami University 
•The University of Michigan 
Michigan State University 
•University of Minnesota 
University of Mississippi 
Mississippi State University 
•University of Missouri at Columbia 
University of Missouri at Kansas City 
•University of Missouri at St, Louis 
•University of Montana 
•University of Nebraska 
•University of Nebraska at Omaha 
University of Nevada 
•State University of New York at Buffalo 
•New York University (School of Commerce) 
University of North Carolina at Chapel Hill 
North Texas State University 
Northeast Louisiana University 
Northeastern University 
•Northern Arizona University 
Northern Illinois, University 
•University of Notre Dame 
•Ohio State University 
Ohio University 
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•University of Oklahoma. 
Oklahoma State Univer.1" iy 
•University of Dragon-• 
Oregon State University 
*Pacific Lutheran University 
•University of Pennsylvania 
•Pennsylvania State University 
•Portland State University 
•Purdue University 
•University of Rhode Island 
•University of Richmond 
•Roosevelt University 
•St. John's University 
•Saint Louis University 
•University of San Francisco 
University of Santa Clara 
•Seattle University 
•University of South Carolina 
•University of South Dakota 
University of South Florida 
University of Southern California 
Southern Illinois University at Carbondale 
Southern Methodist University 
•Syracuse University 
•Temple University 
•University of Tennessee 
University of Texas at Arlington 
University of Texas at Austin-
Texas A and M University 
Texas Christian University 
Texas Southern University 
Texas Tech University 
•University of Toledo 
•University of Tulsa 
University of Utah 
•Utah State University 
*University of Virginia 
•Virginia Polytechnic Institute 
Wake Forest University 
University of Washington 
Washington and Lee University 
•Washington State University 
Washington University (St. Louis) 

West Virginia University 
Western Michigan University 
•Wichita State University 
•College of William and Mary 
University of Wisconsin, Madison 
University of Wisconsin, Milwaukee 
•University of Wisconsin, Oshkosh 
•University of Wyoming 
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Robert H. Hopkii'/g " 
2008 Redwood Place 
Denton, Texas 76201 

March 12, 1973 

This letter is written to request your assistance in a study of the 
impact of selected behavioral sciences upon introductory marketing 
courses in collegiate schools of business administration. The study 
is being done as part of a doctoral dissertation at North Texas State 
University. 

The enclosed questionnaire is being sent to the chairmen of marketing 
departments or deans of schools having undergraduate programs accredited 
by the Miericasi Association of Collegiate Schools of Business. As you 
know, the AACSB does not endorse studies done by persons other than the 
Central Office staff, however, the Association is aware that this study-
is being completed and a copy of the results will be furnished to the 
Managing Director. 

The identification requested on the questionnaire will enable rae to 
study geographic factors. In addition, the identification will make it 
possible to contact you at a later date should the need arise. No in* 
dividual or school identification will be revealed by .fact or implication. 
All information will be confidential. 

The significance of this study will be enhanced by a response from each 
and every school having undergraduate programs accredited by the AACSB. 
The completion of the questionnaire should require only a short time with-
out significant reference to records. Your consideration in returning the 
questionnaire by trie last week in March will be greatly appreciated. 

Sincerely yours, 

Robert M. Hopkins 

Enclosure 
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APPENDIX D 

INTRODUCTORY MARKETING COURSE TITLE 

Course Title 

Principles of Marketing . . . . . . . 

Marketing . . . . . . . . . 

Marketing Management . 

Introduction to Marketing . . . . . . 

Fundamentals of Marketing . 

Basic Marketing 

Marketing Systems . . 

Marketing Concepts . . . 

Essentials of Marketing . . . . . . . 

Elements of Marketing Administration, 

Marketing and Society . . 

Number of 
Schools 

25 

lb 

11 

9 

5 

3 

3 

1 

1 

1 

1 
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APPENDIX E 

INTRODUCTORY MARKETING COURSE 
CREDIT HOURS 

Credit Hours Number of 

Schools 

Three Semester . . . . . . . . . . . . 5^ 

Four Semester. 5 

Three Quarter . „ . 3 

Four Quarter 8 

Five Quarter . 5 

Six Quarter. 2 
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APPENDIX F 

DISTRIBUTION OF TEACHING POSITIONS.FOR 
INTRODUCTORY MARKETING COURSE 

Number of 
Schools with 
Full-Time 
Positions 

Number of 
Schools with 
Part-Time 
Positions 

Number of 
Schools 

Utilizing 
Graduate 
Students 

Number of 
Introductory 
Marketing 
Positions 

18 10 5 1 

26 5 8 2 

10 3 b 3 

9 0 2 b 

0 0 2 5 

0 0 1 6, 

0 0 0 7 

2 0 0 8 

2 0 1 9 

1 0 0 10 

*Source: The 79 AACSB schools that responded to the 
study Questionnaire. 
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Buskirk, Richard H., Cases and Readings in Marketing. New 
York, Holtj Rinehart and Winston, Inc. 
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