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Abstract  

  
The theory of the marketing firm proposes that the rationale of the modern business enterprise 

in customer-oriented economies lies in its being an organization that responds profitably to the 

imperatives of marketing-orientation. Economic theories of the firm, neoclassical and Austrian, 

consistently avoid marketing considerations and in particular do not recognize the imperatives 

of marketing-orientation which inhere in consumer choice, over-capacity in production, and 

growing consumer sophistication, all of which demand a form of business in which marketing-

orientation as an overarching philosophy of management, provides the rationale of the firm, in 

which the boundaries of the firm recognize the role of consumers as innovators rather than 

passive acceptors of firms’ production outputs, and in which the organization of the firm 

follows the rationale of consumer-orientation. The paper explores the nature of the firm as a 

metacontingency, an agent whose output, in the form of the marketing mix, determines its 

fortunes in the arena of consumer acceptance or rejection. In arguing this, it examines the 

bilateral contingencies by which firms are linked to their consumerates and finds, in the 

symmetry/asymmetry of these relationships important indicators of the extent to which firms 

can be customer-oriented. Although the economic theories reviewed fail to acknowledge 

marketing considerations, they provide insights which permit a clearer definition of the nature 

of the marketing firm as a framework for the exercise of entrepreneurship, a means of 

economizing on both marketing and non-marketing costs, and the management of 

specialization, especially in in the realm of marketing-strategic tasks.                  
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Abstract 

 
For affluent consumers, convenience has emerged as important consumer value in the 21st 

century and as such increased the importance of time and effort as scarce resources. For food 

retailers, the trend shows a movement towards smaller and more frequent shopping trips and 

this has implications for retail management as most food stores traditionally have followed store 

design principles which accommodates consumers on larger, stock-up trips. We contribute to 

the development of the marketing theory of the firm (Foxall, 1999) by analyzing transaction 

cost as shopper efficiency and demonstrate how it can be measured with behavioral tracking. 

Furthermore, to develop the understanding of why retailers behave as they do, and to assess 

how they might act in the future, there is also a need to consider contingencies from other 

stakeholders, such as suppliers, and their effects on retail profitability. 
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Abstract 

 
Reports indicate that e-commerce or digital marketing is growing in a number of countries 

around the world. This is also true for the food sector as several food companies are operating 

online. However, evidence indicates that the majority of foods sold online are unhealthy leading 

to serious health problems. Promoting healthy foods including fish online using aggressive 

marketing strategies could increase access to fish given that consumers spend a great deal of 

their time online. The fish industry is lagging behind other food industries such as beef, chicken 

and pork as manifested by the high level of per capita consumption of these foods globally. 

This suggests that the industry needs marketing strategies to win over consumers and boost 

demand. Firms can exploit this in terms of devising new marketing strategies and increasing 

their marketing efforts. This lends itself to the question: what business are we really in? We 

intend to answer this question based on the theory of the marketing firm (Foxall, 1999). We 

focus on behavioral perspective and bilateral contingency models (Foxall, 2018) to examine 

potential interactions between firms and their consumers. The unique feature of our study is 

that it utilizes both qualitative and quantitative data collected from managers and consumers to 

investigate the relevance of the theory of the marketing firm in the context of the online fish 

industry.  

 


