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Note from the editor

Dear reader,

When | analyzed the content of the Newsletter over all
years | noticed not only a remarkable deficit of papers
devoted to the substantive links with the contemporary
economic theory but also an absence of papers on rela-
tions between economic sociology and marketing research
although markets have been acknowledged as a main
sociological object so many years ago.

When doing research on market relationships | started to
come across these papers increasingly often and saw a lot
of substantive overlap. Use of categories of ‘relational
exchange’ and/or ‘embedded exchange’ may serve as a
good example. | realized that there were a large number of
relevant marketing research papers which were unknown
to economic sociologists despite an important paradigm
shift in marketing research from promotional to relation-
ship aspects.

It is remarkable that the term “relationship marketing”
was formally introduced in the beginning of the 1980s
(Berry, 1983). Distinction between transactional and rela-
tional exchanges was also drawn into the core of market-
ing research at that time which coincided with the years
when new economic sociology developed its major re-
search programme based on the concept of social embed-
dedness for the next decades.

It was not accidental given two disciplines had some com-
mon sources of inspiration in the contractual theory of lan
Macneil (1980) and critical evaluation of the transaction
cost approach of Oliver Williamson (1994). But having
some common roots, economic sociology and marketing
research took different paths. And even dealing with simi-
lar subjects, today they rarely trespass disciplinary bounda-
ries in an explicit way. Instead, they do many things in
parallel. It is true that marketing scholars have borrowed
some categories from sociology, including the notion of
embeddedness from Mark Granovetter, but mutual ex-
change of ideas is very limited.

Sociologists claim to study relationships. It has been an-
nounced that sociology of markets comes first and fore-
most in the form of a relational sociology (Fourcade 2007).
However, we should admit that marketing scholars have
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been more active so far in studying many relational aspects
of the market exchange.

| believe that marketing research with its traditional 'dis-
tributive bias’ and focus upon exchange and marketing
channels could be complementary in some important ele-
ments to the economic sociology that still has a certain
‘production bias’. Keeping it in mind, | would like to use
this issue for presenting at least some relevant ideas of
relationship marketing and to build some bridges between
this perspective and economic sociology.

For this reason, we publish a review of relationship market-
ing studies presented by Jagdish Sheth, Atul Parvatiyar,
and Mona Sinha and aimed at introducing the main in-
sights of relationship marketing for economic sociologists.
They provide basic definitions and explain a fundamental
shift in the dominant paradigm and orientation of market-
ing from manipulation the customers to long-lasting col-
laborative relationships. The authors trace the origins of
the relationship marketing school of thought and relevant
practice. A process model of relationship marketing is
described and major research directions of relationship
marketing are pointed out. You might be a bit disappoint-
ed when in this very comprehensive and highly profession-
al review of studies in relationships marketing you will find
virtually no reference to sociological research although
many topics would be familiar to sociologists and relevant
for sociology of markets.

This relevance is demonstrated in the following review of
Zoya Kotelnikova. She points to some common theoretical
roots of the new economic sociology and relationships
marketing. The author describes many common research
interests they have including their focus on relational as-
pects of the market exchange viewed as ongoing process
accompanied by formation of long-lasting ties between
exchange partners; active use of the network approach;
studying motivation of the market participants; stressing
the importance of communication and information ex-
change. Thus, in spite of many substantive differences, the
proponents of economic sociology and relationship mar-
keting might have many reasons to pay closer attention to
what is being done by their neighbors.
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There is one more related issue which is largely neglected
by economic sociologists focusing more on production and
since recently on financial markets. That is the organization
of retail market. It is remarkable that there was only one
paper on the sociology of retailing in the Newsletter during
all these years despite the fact that retail trade is one of
the largest and most dynamic industries that transforms
the global economy nowadays. To fill this gap we took an
interview with Professor Gary Hamilton who recently pub-
lished, with his colleagues, a very stimulating volume The
Market Makers (Hamilton, Petrovich, Senauer, 2011).

In his interview, Hamilton provides an alternative explana-
tion of the Asian miracle of the end of the 20th century.
He argues that export-led industrialization in South-East
Asia was not so much a product of the “developmental
state” but a result of global retailers’ impact on Asian
contract manufacturing. He describes the main develop-
ments of the retail revolution(s) and effect of introduction
of lean retailing on transformation of the global economy.
Hamilton claims a necessity for sociology to avoid a pro-
duction bias and see through the lens of exchange how
the real markets work. He emphasizes the importance of
research on the social factors relating to consumption and

economic sociology_the european electronic newsletter

on the link between final consumption and the organiza-
tion of intermediate demand generated by the big buyers.
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