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Stellingen 

1. We are in the business of societing, rather than marketing. 
2. A Latin view on society is one according to which informal, spontaneous, often 

ephemeral networks are more important for a society that formal predefined ones. In 
post- postmodern times these kinds of networks acquire importance, also because they 
give individuals the illusion of individual choice and freedom. 

3. The problem with the concept of bias is that it assumes the possibility of an unbiased 
interpretation. 

4. Maybe the best way out of the economic crisis is by ways of small interventions, 
unfortunately though that is not very politically correct, as politicians keep on 
proposing  the solution. 

5. It is widely acknowledged that life is a product of chaos. That implies that a lively 
business cannot be created from an orderly (marketing) organisation.  

6. Nowadays fashion seems to be very much in fashion. 
7. Fashion is mostly interesting because a new collection is always better than the old 

one, even if one cannot tell the difference. 
8. Market-orientation is not necessarily the best objective to achieve. It is most often 

better if the market (consumers) is brand-oriented.  
9. Mening consument zit waarschijnlijk niet echt te wachten op een bedrijf dat intiem wil 

zijn (een ‘customer intimacy’ strategie wil toepassen) door het gebruik van mond-tot-
mond reclame.  

10. Postmodern marketing is often more modern than modern marketing. 

 

 

 




