FROM THE EDITOR

Business-to-Business Marketing Education
in the 21st Century

THE IMPETUS FOR THIS TOPIC

I am pleased to present this double issue of the Journal dedicated to
business-to-business marketing education. Several forces prompt the
desirability of using this forum for fostering ongoing international
discussion on this very important subject.

The social and economic forces impacting higher education are
affecting the nature of the institutions themselves and the content of
the curriculum more than ever. The value of business education and its
contribution to society is coming under greater scrutiny with more

frequency. We must contin-
ually reaffirm the enduring
uniqueness and importance
of business marketing edu-
cation. Philosophically, one
must view student training
as the creation of an “indus-
trial product,” in much of its
historical connotation. All
of our research and teaching
activities are antecedent ac-
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tivities, ultimately leading to providing a service input into business
and consumer product firms alike. This recognition requires our active
mediation and moderation of the confluence of forces that make up
corporate and academic interests in healthy tension. For academicians,
there must be a constant interplay on the circle linking research,
teaching and interaction with business world phenomena. Research
keeps our skills and knowledge levels fresh. This in turn means that
teaching allows our doctrines and dogmas to be disseminated to the
unindoctrinated while being progressively challenged by questions,
insights and query stemming from naive inquiry. In like manner, busi-
ness phenomena inform our thinking, writing and speaking as we in
turn provide tools, perspectives and insights to enhance corporate
performance and societal well-being. The resulting exchange of ideas
provides for evolutionary or sometimes dynamic changes and interac-
tion in articulating business marketing theory, methods and practice.

PURPOSE AND CONTENT

The purpose of this dedicated issue is to provide thoughtful substan-
tive papers that address the real concerns of consequence that face
most university level business marketing educators. This issue pro-
vides a discussion of topics for formulating policy and developing
curriculum.

Contained herein are five papers. Four address each major level of
instruction: doctoral studies, executive education, graduate and under-
graduate studies. In addition, there is a paper on the impact of alterna-
tive technologies in delivering business-to-business marketing educa-
tion. Finally, for each paper, there is a commentary by a noted scholar
and a rejoinder by the authors.

We start with doctoral study. By its very nature, the graduates of this
educational process can become the major emissaries to the discipline
in toto. Danneels and Lilien start the debate by examining doctoral
programs. There are very few programs worldwide that have the facul-
ty qualified and interested in grooming BTB doctoral students. These
authors also note the continuing need for bringing relevance and rigor
to this high level training process. In his commentary, Dowling notes
the early use of what we now call participant-observer discovery
modes for identifying often fuzzy real world business problems. In
suggesting a basis for doctoral training, he reaffirms the need for
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contemporary use tied to interdisciplinary multi-method approaches
for business marketing problem formulation and resolution. Danneels
and Lilien respond by pointing out that tenure and promotion systems
reward rigor over relevance and we need not diametrically oppose the
two.

Narayandas, Rangan and Zaltman look at the substance and process
of Executive Education for business-to-business markets. They note
that rapid change in technology, time to market and global competition
created demand for business marketing training to gain unique struc-
ture and content. Furthermore, three broad program formats have
emerged: action learning, custom education and general education.
They note that academic institutions have delivered high quality con-
ceptual and contextual knowledge. Innovative developments must
now augment this and couple delivery methods to ways of orchestrat-
ing the cultural climate for effecting change. Wilson in her commen-
tary supplements Narayandas et al., stating that the relationship para-
digm is paramount for all supplier-customer relations no matter where
in the value chain. Pedagogically, she calls for action learning where
students get to apply various conceptual and methodological tools to
their company’s situation. Key is experiential learning and change
effecting exercises. Narayandas et al., in their reply, agree while sug-
gesting that relationship marketing is not everything. It is a pervading
aspect across the value chain at the customer, distributor and vendor
interfaces. An implication is the need for managers to develop cross-
functional and inter-firm coordination skills and perspectives.

Narus and Anderson conduct an exploratory study among the top
fifty programs characterizing the state of masters level education in
business marketing. Approximately seventeen hundred students took
masters level courses during the 1996-97 academic year with thirty-
eight universities offering forty-eight sections. The authors note there
is a shortage of masters level teaching material, especially cases. Fur-
thermore, those academics actively involved in business marketing
education were difficult to identify despite the relatively small number
of industrial marketing scholars. There remains a need for increased
BTB networking opportunities. Honeycutt, in his commentary, ex-
pands upon the need for making business-to-business marketing
education more mainstream in M.B.A. programs and in introductory
courses as well. Also, highlighted is the need for better BTB career
counseling and corporate liaison work. Anderson and Narus reply,



4 JOURNAL OF BUSINESS-TO-BUSINESS MARKETING

noting that demand for BTB graduates is on the rise especially con-
cerning consulting. They also note the need for more graduate level
texts and reading material. Now, many faculty have to rely on gather-
ing all resources, which may inhibit the frequency of BTB course
offerings.

Hutt and Speh note the unique contribution of BTB in the under-
graduate curriculum concerning organizational buying, cross-func-
tional processes and leading edge marketing practice. They suggest
critical course content, design and implementation strategies. Butaney,
in his commentary, supplements curriculum recommendations by not-
ing trends in topics such as the strategic importance of purchasing,
supply chain management and global sourcing. The philosophical im-
portance of taking a relational marketing approach is noted. In addi-
tion, there is need for faster, better, more friendly product develop-
ment processes. Hutt and Speh agree with Butaney’s supplementation
of topics. They make specific pedagogical recommendations for im-
plementation.

Vlosky and Wilson assess the impact of changing technology for
classroom teaching. The development and use of interactive multime-
dia education is on the rise given the growing investment by many
universities in the hardware and software necessary to support this
form of instruction. Still ahead, helping the faculty and students to
foster a deeper comfort level and understanding of the role these
mediums can play in enhancing learning about business marketing.
Rodriguez, in his commentary, makes several important observations.
He notes the need for congruence between student learning styles and
technological educational strategy. Instructional technology should
blend with a process that starts from concrete experience that induces
reflective observation and thinking. Alternative technologies should
build on traditional instructional objectives and activities used in the
classroom. Vlosky and Wilson reply, agreeing that learning styles are
pivotal. The burden of learning still rests with the students, for it is
their individual choice. The newer technologies may yet play an im-
portant role by fostering autonomous discovery learning.

CLOSING REMARKS

Robust relations are required with relevant market segments served.
This should continue to come about if we are to develop philosophies,
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curricula and appropriate goals. Otherwise, the courses, their orienta-
tions, domains of study, pedagogy and skill development will continue
to come up for the career development of those we ultimately serve.

A stronger University-Business profession relationship is more im-
portant today than any other time in the prior fifty years. Higher
education in business must do so to help ensure viable programs, at
least in part, by obtaining and sustaining university interest and re-
sources to support programs and their execution. By addressing legiti-
mate demands from corporations (without succumbing to excessive
corporatization) is, perhaps, the only way to ensure that values and
norms of academic training remain viable.

AN INVITATION

I look forward, as I know we all do, to the exciting challenges
ahead. Your comments on any of the issues presented herein are wel-
come.

Dr. J. David Lichtenthal, Editor
Zicklin School of Business-Baruch College
City University of New York



