Where Is Marketing Heading In
France? A Review of the Literature
Introduction

We in marketing often lack information about what
our peers in other countries are doing and are
planning to do This paucity of cross-border ferti-
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lization 1s well illustrated by the almost insignificant
number of international references that are made
in research articles appearing in professional jour-
nals. Our objective 1n this paper 1s to review some
of what we think are interesting developments that
have occurred in France and, as requested. have
not been published abroad. Marketing 1~ sometimes



called ‘‘Mercatique’ or “*Marchéage™ in our
country. So. don’t be surprised if these words cross
your sight while reading the French literature.

Our review should not be considered as exhaus-
tive. We may indeed have overlooked some work.,
whether published or not. in our SCreening process.
The muluplicity of sources of information. both
professional and academic, led us to limit our ficld
of investigation to the major French journals and
conference proceedings. As many researchers in
France are publishing extensively in foreign jour-
nals. the picture we give here of research interests
and activities in marketing is undoubtedly narrow.
The paper is organized in three sections. First we
review - the existing literature about each of the four
marketing mix clements: Advertising. Distribution,
Product, and Price. Then, we review what appears
to be new developmentsin the field of consumerism,
public marketing. and business logistics and discuss
methodology. Finally, we conjecture where market-
ng is heading in France in the years to come.

Advertising

Adverusing investments in France reached $3 billion
in 1980 (IREP 1980), corresponding 1o approximate-
ly 17 of the GNP. The advertising research tradition
orginated some 20 vears ago. The creation of the
Insutut d'Etudes et de Recherches Publicitaires
(IREP) increased recognition of the field and fos-
tered its further development.

If we set uside descriptions of the French adver-
using system (L.educ 1978) and international reviews
of the literature (Kapferer 1978), recent develop-
ments in adverusing research mainly focused on
life-styles, media effectiveness, and communica-
tton. The life-style concept was introduced in France
some 10 years ago as a result of the poor value
of classical sociodemographic studies to explain
conisumer behavior. The i1dea was to characterize
individuals not only from a sociodemographic
standpoint but also in terms of their opinions,
interests, attitudes towards society. politics, etc.
Since then there has been a continuous flow of
iesearch to improve the quality of life-style mea-
sures. Such empirical studies have been conducted
by the Centre de Communication Avancé (Cathelat
et Matricon 1976, Cathelat 1977), COFREMCA (de
Vulpian 1976), and CESA (Douglas and I.e Maire
1976, Douglas and Macquin 1977).

With respect to media effectiveness, most
models have focused on the evaluation of audience
duplicaton (Agostini et al. 1962, Chandon 1974)
The originality of Morgensztern's work (1970, 1973,
1476, 1978) 1s to base his evaluations on recall rather
than exposure. He started from the empirical ob-

servation that recall. as a function of advertising
exposure, followed a geometric progression. The
model he proposes enables him to identify saturation
levels in message exposures. There is little doubt
that this work has had some effect on the advertising
profession here. It rests, however, on the assump-
tion that recall is a good measure of advertising
effectiveness.

Analytical work on advertising messages de-
serves mentioning too. Peninou (1972) uses the
concepts of linguistics and semiotics to analyze the
verbal and nonverbal significance of advertising
messages. Although this approach is not widely used
by agencies, it provides a challenging framework
to develop our understanding of communication
determinants. By and large. however, research in
the field of advertising in France is more charac-
terized by a multiplicity of situation or product
specific studies than by methodological innovations.

Distribution

Up to the early sixties. distribution seemed to raise -
very hmited interest among French marketing re-
searchers. The modernization of the French retailing
system. which took place in the late 60's. however.
fostered research in the field. Several descripuve
studics are now available that analyze the evolution
of the distribution structure in France {Ministere
du Commerce et de |'Artisanat 1979) and compare
it to that encountered in major European countries
(Waldman 1978a). Although these studies attempt
to identify new trends in the distribution system,
they do little to assess how environmental changes
affected this evolution. Work by Billon (1979),
Langeard (1977), Marchand (1979), and Waldman
(1978b) deserves special mentioning, however. They
explicitly .address the impact of such’ changes as
the French restrictive law on large scale retailing
on the structure of distribution.

Empirically based research is now becoming
available in the field. Justeau (1978) performs a
factor analysis of consumers’ perceptions of various
retailing systems. Guignard (1979) investigates dif-
ferences in consumer behavior according to their
choice of distribution outlet. Tocquer (1978) per-
forms a psychographic analysis of consumer profiles
in food distribution. Work has also been conducted
in the field of intrachannel relationships. Boudon
(1979) analyzes price formation in a single product
distribution channel. Angelmar and Waldnian (1975)
study the nature.of distribution conflicts and their
mode of resolution.

Some analytical work aimed at optimizing retail
outlet management deserves mentioning too. Vé-
drine (197%) proposes and illustrates the use of a
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method for optinuzing the store mix. Quin (1976)
investigates shelf space  allocation problems in
supermarkets. However, most work in the distribu-
tion area remains conceptual and descripuve. A
more. competitive distribution environment asso-
ciated with changing consumer attitudes is expected
to foster research in this field in the future.

Product

Product line management has recently received
increasing attention in France, as shown by the
January 1980 issue of the Revwe Frangaise de
Gestion, dev. vd enurely to the management of
innovative products. Of special interest is the article
by Daudé (1980), which provides an excellent analy-
sis of the risks involved in new product development
and commercialization activities. He proposes an
operational defimtion of these nsks as well as a
typology of innovative products. He contends that
certain categories of innovations are so risky in
the current economic environment that one cannot
hope to see them carried on without substantial
financial support from the state. Firms should then
concentrate on micro innovations after their market
has been carefully assessed. Insufficient market
analysis and a lack of understanding of the new
product diffusion process have indeed been isolated
as most significant factors in new product failures
in France (C.N.M.E. 1980).

Mahieux (1980) develops a methodology to select
new product opportunities He suggests using a
conjunctive model in a first step (o eliminate unac-
ceptable product concepts. Then he proposes the
use of a compensatory scheme that integrates judg-
mental estimates of the likelihood of success as
well as the likely costs.

An innovation in France with respect to the
management of new products has been the role
;aken by ANVAR (Agence Nationale pour la Va-
lorisation de la Recherche) since 1979, This public
agency manages funds that are used to finance
products research. development. and commerciali-
zation -activities of private firms. An excellent
overview ol the various ways it intervenes to reduce
the risks of innovation is provided by ANVAR
{1980).

Price .

Price has not been a marketing decision variable
for very long in France. Only recently has the
povernment restored a competition based on the
pricing system. Since World War 1l French firms
have been under price controls. However, the
liberalization of industrial prices started in August
197% .and has been extended since then to most
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sectors of the economy . Paralleling this move, the
acuon of public agencies has been considerably
reoriented to ensure a reasonable level of comnpeu-
tion. The Administration des Prix (Price Adnun-
istration) has been transformed into the Direction
de la Concurrence et de la Consommation (Direction
of Competition and Consumpuon). The role of the
Comnussion de la Concurrence (Commission of
Competition) has been progressively enlarged. One
of its major responsibilities is to investigate if firms’
practices are preventing fair competition.

Anexcellent overview of the new French pricing
system is provided by Servant-Chamoret (1979).
Althou-h it is still too early to assess its impact
on firms’ marketing practices, some information
is already available (Boyer 1979, Serbat 1978). There
is little doubt that pricing will become an intensive
area of research in France.

Frontiers in Marketing

Consumer Protection and Consumerism

The *70s will remain as a decade of movement in -
the ficld of consumer protection in France. Follow-
ing the rapid rate of growth of the economy, the
quasi-zero level of unemployment, the accelerated
pace of urbanization of the ‘60s. and the big stu-
dent-instigated turmoil of May 1968, basic attitudes
toward consumption have changed considerably.
The recent energy crisis favored questioning not
only the value of massive consumption for individu-
als and society. but also its economic feasibility.

This maturation of consumers in recenl years
is very important both for marketers and students
in sociology (F.N.E.G.E. 1979). The changing atti-
tude is only one aspect of a trilogy in the consumer
field. The other two sectors that saw major actions
recently are public policy and marketers’ responses
(Tixier and Baker 1980).

The first major sign of a positive public policy
backing consumers was the establishment of the
Institut National de la Consommation (INC) at the
very end of the *60s. It is not a consumer association
but a public institute in charge of technical or legal
studies to help improve the level of information
and protection of consumers. It tovk some tme
for INC to emerge as a strong power in consumer-
ism. but by the mid “70s it had become an obvious
consumer activist in France.

The second major sign of strengthening of public
policy in the field has been the establishment in
1974 of a junior ministerial Department for Con-
sumer Affairs (Secrétariat d'Etat a la Consomma-
tion) within the Department of Economy. Its action
was essentially centered in two directions: education



and legislation. Its major work 1n this respect was
the: Llaw. “'Scrivener.” which improves consumer
protectton against frauds and falsifications, allows
the government to stop distribution of dangerous
prodticisvvand regulates consumer credit procedures.
~ The. third major step in the upgrading of pubhic
policy towards consumer protection was the later
inclusion of antitrust and competition policy within
the Secretariat & la Consommation. A major law
was.passed in July 1977 dealing with the public
controi of ecconomic concentrations and with illegal
fixings and abuses of size power. It provides for
the establishment of a Competiton Commission
with strongly increased powers over its predeces-
sor’s. One of the unportant recent decisions was
the 1986 bait and switch case in which major French
producers of appliances ‘were refusing to deliver
products to distributors inducing consumers (o
switch to little known imports with higher margins,
while the quality of the distributor was established
by the.major domestic producers (Jenny and Weber
1980).

Regarding consumer associations, the policy of
the French government is to help them gain enough
power to balance that of producers and distributors.
They are subsidized at a rapidly increasing rate.
for-a total of some 15 million Francs in 1980, In
1973 they received the right 10 sue in the name
of consumers and to receive compensatory dam-
ages. There are now over a dozen major national
consumer assoctations. plus local unions. One of
them. Unton Fedérale des Consommateurs. pub-
hshes aimay  comparative testing magazine Que
Chuoisin?

Nonprefit Organizations

Sume interesting research has been done in France
on the.marketing of nonprofit organizations. such
as pohiical parties (Faivre 1975, Lindon 1976, Lin-
don and Weill 1974, Quintnic and Schroeder 1978)
and associations promoting social causes (Labidoire
1976, Lindon 1976). But it is in the area of public
marketing that research is most original. probably
becauseof the importance of this sector in France.

In the date sixties, officials started considering
the possibility of introducing marketing concepts
and methods to improve the management of public
agencies and services (Nora 1969). Growing pres-
sure from potential competition and users was al
the origin-of the move in such sectors as telephone
(Bon etal. 1976), railways (Rapello and Chauvineau
1976. Ravel 1979), and electricity and postal service.

Insofar as public agencies whose activities are
mainly .commercial are concerned, the usefulness
of marketing 1» obvious. It does not appear to be

so for noncommercial public activities, however,
and a considerable flow of research has emerged
on the poteniia! problems raised by the use and
implemcentation of marketing precepts in such a
different and constrained environment (Saias and
Leonardi 1977).

Some rescarch studies concern the implications
for marketung resulting from a lack of market
regulations for public agencies. the necessity to
satisty people’s general interest, and government!
mvolvement (Bon et al. 1977, Laufer and Burlaud
1980), while other researchers have investigated the
rnisks associated with the fact that public agencies
may find tools in marketing to make their own
survival and position legitimate (Laufer 1977). Fi-
nally. considerable work has been undertaken re-
cently to develop indicators of the effectiveness
of social decisions (Antoine 1972). The role of
surveys as a means to affect choices and policies
has also been investigated (Antoine 1976, Bon and
Louppe 1950, Lindon 1976).

Business Logistics

In France. business logistics is not yet looked upon
4s 4 major management funcuon, although it is
currently gaining considerable prestige (Kolb 1972).
Professional associations such as ASLOG (Associa-
ton des Logisticiens d'Entreprise) and AFT (Asso-
ciation pour le Développement de la Formation
Professionnelle dans les Transports) are slowly
moving their interest from transportation to more
general physical distnibution management.
Inresearch there are signs that the field is getting
more r:ature (Tixier 1979a). Industry’s increasing
concern about reducing transportation cost and
opumizing physical plant location and products
distribution has fostered interest in more theoretical
work. The reeent move by the French Foundation
for Management (FNEGE) to push both theoretical
and empirical rescarch in the field illustrates what
it might become in the future. Tixier (1979b) dis-

cusses these new perspectives for marketing re-
search.

Marketing Research Methodology

Research methodology in marketing has received
considerable attention in our country during the
last few years (IPA Lille 1980). Several books have
appeared that are sufficiently different from what
we are accustomed to, to deserve mentioning here.
Bertier and Bouroche (1975) provide an interesting
blend of methods used both in the United States
and in France to analyze multidimensional data.
Bouroche (1977) reviews recent developments in
the field of nonmetnc multidimensional scaling and
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conjoint analysis. Deroo and Dussaix (1980) provide
an excellent overview of survey methods with
emphasis on sampling designs. Interestingly enough.
research methodology appears (o have evolved 1n
some way independently in France. leading to a
spe.ific school of thought. Methods arc investigated
and used here that have received little or no attention
abroad. This secuon briefly describes a sample of
these.

In the field of cluster analysis. work has been
continuing for years on the comparative merits of
available methods and algorithms, as evidenced by
Chandon and Pmnson’s (1981) work. Some of this
research provides additional evidence of the relative
robustness and stability of clustering results. In-
teresting work in this field has been done by

Trémolieres (1978,1980) with his generalization of

clustering algorithms. His method. called PER-
COLATION, is based on an iterative algorithm to
identify unimodal zones in the empirical multidi-
mensional distribution of characteristics analyzed.
In a generalized version of this method.nhe provides
a rigorous definition of what is a2 mode in muludi-
mensional space as wellhas an operational critena
1o specify unimodal zones (Trémolieres 1980). The
subjective parameter he introduces o define
empinical classes allows a sensitivity analysis on
the robustness of the clustering solution retained.
In the field of factor analysis. considerable work
has been done in France, both at the theorctical
and the empirical level. on a method called Analysc
Factorielle des Correspondances (AFC). Work by
Berzecn (1973} and others deserves mentioning
here. Pages et al. (1979) positon the method with
respect to principal component. The aim of the AFC
method is to portray points (both individuals and
variables) in a2 common multidimensional space of
reduced dimensionality by decomposition of a con-
tingency table. The method allows treatment of
multidimensional nominal and ordinal data. It
should, therefore. appear more robust than tradi-
uonal factor analysis methods. Unfortunately.
empirical comparisons of the relative performance
of this method apainst common factor analysis

N
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models have not been conducted so tar. The exact
ctatistical properues ot AFC results have yet to
be developed

Finally, interesting work is also going on in the
ficld of preference modeling and multi-attribute
utility models (Chandon 1981, Jacquet-Lagreze
1978. 1979. Roy 1978). The research done in this
area tends to differenuate itself by its emphasis
on the modeling and decomposition of ordinal pref-
erence structures.

Concluding Comments

In this paper. we have reviewed what we think
are some of the most interesting developments in
the field of marketing in France. We have. as
requested, limited ourselves to exclusively French
sources. This. undoubtedly. leads to an incomplete
picture of research interests and activities 1n our
country. Pricing and product management should
become areas of intensive research in France in
the future. mainly as a result of the orientation
taken by the French economy. Also. what we called -
Frontiers in Marketing should no longer appear as
such in the future.

Some interesting work is currently being done
in the ficld of consumer behavior, where researchers
are investigating how individuals act as nonpaying
consumers. and in the field of industrial marketing,
where the composition and dynamics of buying
centers is receiving increasing attention. The mar-
keting behavior of small firms is also coming under
closer scrutiny. Most of this rescarch, however,
has not been published.

It should appear to the reader that marketing
research in France is not only alive but has its
own identity. Much may be expected from a better
sharing of information between France and the uU.S.
This paper is a first step in this direction.
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D. Tixier, and C. Waldman,
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