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ABSTRACT 

Marketing is the field of business studies that relates the firm to its wider environment, while its 

raison d’être is shifting to have wider societal implications beyond the limited dimension of the pure 

markets wherein it was originated. The dimension of thought within mainstream marketing is not 

adequate for the contemporary evolution of the design-based cyber-physical new economic order. 

The current Zeitgeist of sustainability delivers many aspects that go beyond a rational economics 

Weltanschauung, which has occupied marketing thought by focusing on short time horizons and the 

spectrum of the field’s applicability based on transactional and mercantile market relations.  

The dissertation addresses these trends and develops a unified logical framework for marketing in the 

contemporary era, coined as the “Design Weltanschauung” (DWA), wherein it paves a path to 

conceptualize the necessary rapprochement between the fields of design and marketing designed as a 

course-correcting pivot within the field, also coined as the “Design Dominant Logic” (DDL) for an 

integrative marketing scholarship and practice. DDL evolves marketing beyond its transactionary 

modus operandi towards a meaning-laden unconcealment of artefacts, which goes beyond the 

dimension of a “Unique Sales and Value proposition” transcending towards the notion of the 

“Unique Meaning and Design Propositions”, which are based on the co-evolutionary foundations of 

the contemporary interconnected and globalized cyber-physical realities customers and firms face 

today. While marketing originated in a “market(ing)-to” and “to-market(ing)” foundation and the 

latest developments were founded on the modus of “market(ing)-with” premise, the author has 

introduced a new foundation of the “marketin(ing)-within” dimension of a firm and market relations 

for the field, which reflects the contemporary intertwinedness of marketing with the advancements of 

technology and good corporate citizenship for the globally operating firms. The dissertation has paved 

a solid path for marketing’s shifting raison d’être, wherein marketing is dominated by artificial 

intelligence (AI). Furthermore, it has designed a marketing interpretation for AI integration and also 

shifted the perceptions of the role of the organizational structural embodiment and ethos for the state 

of theory and practice for marketers to navigate towards creating meaning-laden artefacts and 

innovations, wherein customers can self-actualize based on the “requisite-varieties” the firms 

produce in terms of designing better artefacts for a better world. The dissertation establishes a more 

embracive logic for marketing by replacing the purely economic view that seems to be out of touch 

with the contemporary challenges firms and societies face.   
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PART I: RESEARCH BACKGROUND AND STRUCTURE OF THE THESIS  

“The Dutch and Germans didn’t really have words for design, and they invented them, and I love the 

Dutch vormgeving, giving form to things. The Germans use the word Gestalt, Gestaltung and I love 

that, too. It’s about wholes, it’s about making complete, this sort of thing, it’s wonderful” (Glanville, 

2009). 

1. Introduction 

Marketing has evolved towards becoming a foundational science and field of academic discipline that 

has played a major role in the way modern societies have evolved so far and will evolve further, thus 

marketing has pivoted towards an architecture of and a context-giving science of a complex global 

design of the future. The emergence of this fundamental shift within the raison d’être of marketing 

from being a field within business administration (BA) to become a field under its own right by 

pivoting towards humanity sciences (digital humanities) requires an adequate capacity of observation 

and contemplation of designing appropriate responses that bears sufficient requisite variety from 

traditional marketers (Ashby, 1958b; Beer, 1959a, 1966, 1972, 1975, 1984, 1993; Schwaninger, 1986, 

1994, 2000b, 2001, 2006, 2008; Kotler, 2012). Thus, in terms of steering societies into a sustainability 

paradigm from a holistic Weltanschauung guided by the ubiquity of the legitimacy principle of 

marketing to serve as a moral compass of value-laden meaningfulness of artefacts produced and by 

connecting the firms as social actors contributing towards the societies’ well-being wherein they serve 

instead of being merely a medium for the advertisement of products is an essential evolution for the 

field which time has come.  

The essence of marketing can be interpreted towards the emergence of a “how can” unconcealment 

of designing favourable future realities fostering the human condition. Observed from the complexity 

realm, emergence is understood as the notion of the parts of a complex system to have mutual, 

recursive and holistic relations that do not exist for the parts in isolation  (Simon, 1969; Guerreiro and 

Henseler, 2017; Henseler, 2017; Schuberth et al., 2018; Baumgarth and Schmidt, 2017; Henseler and 

Guerreiro, 2020 (forthcoming)). The term 'holistic' used here is within the logic of the sciences of the 

artificial (Simon, 1969) which is essentially considered to be a synonym for holism as a viable totality 

(Ganzheitlichkeit) defined within general systems theory and cybernetics (Simon, 1969; Wiener, 

1948; Ashby, 1956, 1958b, 1960, 1968, 1991; Beer, 1959a, 1959b, 1960, 1966, 1971, 1972, 1975, 

1973, 1979, 1981a, 1984, 1981b, 1993, 1994, 1995, 2000, 2002; Schwaninger, 2009, 2000a; Malik, 

1984, 2007, 2015; Bertalanffy, 1969). By postulating a holistic approach in dealing with complex 
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phenomena of coping with the globally and hyper-connected societies, a counterpart to the 

fragmentation of perspectives in terms of the “reductio ad absurdum” lens that a growing scientific 

specialization so far has in managerial sciences have partaken and embraced, needs to be proposed 

(Beer, 1994; Simon, 1969; Baumgarth and Schmidt, 2017; Guerreiro and Henseler, 2017; Henseler, 

2017; Schuberth et al., 2018; Henseler and Guerreiro, 2020 (forthcoming)). 

According to Heidegger (1954) in (Heidegger, 2002): “The reason for this fact is that science, for its 

part, does not think and cannot think, and it is fortunate for it, and that means here to secure its fixed 

course. Science does not think”. Thus, for marketing to be free of the reductionist’s sash mainly 

guided by a pure economics’ thought by observing all the constitution of this science merely as the 

ubiquity of a mercantile exchange as the sole form of all relationships (Bourdieu, 1986b) and to 

become fit for a holistic transcendence, marketing needs to integrate holistic sciences that have the 

attenuating powers in coping with the rising complexity of the contemporary era (Boulding, 1956; 

Beer, 1966; Schwaninger and Rios, 2010; Henseler, 2017; Schuberth et al., 2018). Based on the nature 

of the contemporary societal challenges and trends affecting successful marketing management, a 

need has been felt for a systematic body of inquiry and knowledge construct that studies the 

relationships between the (social) fields and does not see a scientific inquiry in terms of a disciplinary 

lock-down of intellectual freedoms of justified intrusions, especially by leaving the spaces between 

sciences to pure luck and chance. A social science which chooses the lens of looking at things based 

on the reductionist lens by not reflecting on the working principles that embody that raison d’être of 

that science and its historic inheritance, the consequences of the isolationism and the responsibility 

of competence given but ignored to execute appropriately may carry diverse “identity crises” for the 

field which would not only threaten the relevance of the field but moreover its rigour. For marketing 

as a professional field, the dimension of relevance could be prescribed by the relevance to practice as 

the major criteria for rigour (Gutiérrez and Penuel, 2014). Hence, as relevance is embedded within 

the context of a field’s impact and as the roam, scope and milieu of application of a field changes, the 

Weltanschauung of the field whereupon it looks at reality needs to be updated accordingly and 

adjusted to the new realities.  

In my published book (Kamran, 2020) I chose to coin the nature of our contemporary era based on 

the term “globalization of totality”, hence the tradition of linearity within intellectual pursuits, 

especially in social sciences, has left us for good and thus I call for embracing the global and 

interconnected world of marketing based on the new dimensions.  

There are five essential foundations of the globalization of totality, which positions the author’s 

research addressing this complexity in the following manner (Kamran, 2020): 
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1. The globalization of capital e.g. capital movement has shifted from being purely from the 

West to the East. In 2015 China invested more FDI in Germany than vice versa.    

2. The globalization of connectivity The world has become one. While geographical 

boundaries may exist, the world of digital connectivity and ubiquitous computing is a 

contemporary transformation of the world in concert.  

3. The globalization of pandemics the Coronavirus is a prime example that has changed the 

world, we are able to see the visible hands of countries’ helmsmen with a functioning socio-

economic system, in comparison to those countries, who choose to hide between reductionist 

walls of economic nationalism applied towards a global high-stake problem. The results are 

evident.  

4. The globalization of fundamentalism  e.g. it was populism in the UK that resulted in Brexit 

and also the rise of Trumpocracy in the US and including the rise of radical Islamism in terms 

of non-state-actor terrorism as ISIS. The ubiquitous transmission of information does not filter 

between a good or a bad idea or truths and falsehoods. 

5. The globalization of migration  e.g. the refugee-crises in the European Union (EU) has 

challenged the very fabric of the EU and its tradition of values. This trend has also challenged 

even the raison d’être of the American constitution and melting-pot society, which once 

welcomed and was built by emigrants.   

While another dimension of complexity could be added here in terms of defining what is the essence 

of marketing? The answer to this question depends on the reflection of questioning the foresight 

horizon, thus how far ahead and how embracive, does the marketer think to be able to foresee? When 

the very structure of our field is undergoing cascades of a rapid shift and the contemplation regarding 

the nature of social systems and artefacts are characterized by ambiguity and a need for a breath of 

an intellectual fresh air to come is evident (Lane and Maxfield, 1997). The dissertation argues that 

the foresight horizon of marketing is holistic, it is emergent and thus, complex. This research 

furthermore underpins, that marketing, in the face of these challenges needs to proclaim an 

embodiment of the relational and interactional intelligence by setting models of reality and practices 

that are a design of the Weltanschauung and interpretation of the nature of our field’s shifting raison 

d’être, wherein the firms could successfully navigate and maintain their homeostasis.  

Marketing is thus, a design that comprises the relationships and interconnections, wherein the firm 

postulates business model hypotheses.  

The focus of the dissertation is founded based on two intertwined dimensions: 
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1. The first foundation is cognitive the firm interacts with the world by observing the social 

actors and the interpretation of the meaningfulness in their conduct.  

2. The second is based on the structural intelligence of the firm and the relationship within the 

eco-system the firm fosters. This means how to embrace relationships across the boundaries 

of intellectual, cultural, and geographical limitations, thus by designing new relationships that 

produce a systemic whole as a new source of value generation that functions based on the co-

evolutionary phenomenon of artefacts unconcealment and which cannot be observed avant la 

lettre. 

The author proposes a designerly laid path and beaten track (Simon, 1969; Archer, 1979; Cross, 2006; 

Henseler, 2017) to pave towards a holistic model by aligning the emerging Eigenvalues of marketing. 

These Eigenvalues are based on the major trends affecting marketing, which could be distinguished 

in the field in the following manner:  

1. The current Zeitgeist of sustainability delivers many aspects that go beyond the notion of the 

rational of economics Weltanschauung, which has occupied marketing-thought from foci on 

the time-horizon and the spectrum of its applicability towards a shared value paradigm. 

2. The rise of exponential technology e.g. artificial intelligence has had major implications for 

the field as the contemporary job-design within the vocation of marketing could be observed 

as marketing-technologist. Hence, a new type of marketer has emerged at the frontier of this 

transformation, who is part strategist, part creative director, part technology leader, and part 

teacher (Brinker and McLellan, 2014), above all part designer (Henseler, 2015). 

3. The complexity and diversity of challenges from a multitude of streams hitting every fibre of 

the globally operating enterprises result in shaping a milieu for marketing, wherein adequate 

solutions and responses need to be designed within the shortest amount of time. 

4. This resulted complexity has changed the nature of contemporary marketing, which has to 

relate the firm to its adequate environment, and which is not covered by the purely economic 

rationale and within the spectrums of the study and practice of traditional marketing, thus 

there are insufficiencies within the traditional field of marketing. Hence the field has failed to 

make an impact on other disciplines, as the intellectual leadership has been passed on to other 

disciplines (Piercy, 2002);  the field has become hyper-analytical and heroically rigorous on 

trivialities (Sheth et al., 2006); marketing journals embrace the applications of complex 

analyses but decrease on the essentiality and impact of the topics endorsed (Lehmann et al., 

2011); a bibliographic study of leading journals within the major disciplines of BA (e.g. 

Accounting, finance, management, and marketing) demonstrates that the intellectual output 
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of marketing is lower than the rest and that high intellectual import vs. low export is the major 

trend within the field (Clark and Creswell, 2014). This results in “traditional marketing” 

becoming less influential in comparison to the other fields within a managerial frontier. While 

AI-driven marketing has exponentially grown and is detached from its original roots.  

These dimensions require as stated above the alignment of cognitive and structural conditions of the 

field into a coherent whole, which is well defined within McCullough’s analogy: “it is ready to 

officiate at the expiration of philosophical Dualism and Reductionism, . . . the “’Nothing-buttery' of 

Mentalism and Materialism. Our world is one again, and so are we” (1969, quoted in Beer (1988)). 

Hence, … “Instead of the animistic, or the mechanistic, or the mathematical universe, we see the 

genetic, organic, holistic universe” (Smuts, 1929).  

To make this unity for marketing more precise Figure 1 describes how the field has been so far 

founded within the triad logic of a traditional embodiment (Pfeifer et al., 2007)  to the marketing 

embodiment: 1) Brain  Analytics; 2) Body Marketing Organization; and 3) Environment 

Market (s). Furthermore, based on the logic of design we observe the unity of: 

1. Brain Cognition as a reflective practice of the marketing scholar/practitioner to 

contribute to extending the state of theory and practice of marketing 

2. Body Cybernetics   as the science of effective and functioning organizations 

3. Environment Cyber-physical reality  as a holistic unity of the digital and the physical 

worlds 
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Figure 1: Extending the Dimensions of Embodiment from Traditional to Marketing to the Holistic 

Foundation of a Design Embodiment 

Figure 1 displays this unity as illustrated into a converged embodiment of a coherent whole, which 

embraces the realm of designing a new raison d’être for marketing. Thus, design embodiment is based 

on the interactional intelligence and not purely computational intelligence of an embodied whole. 

This can be regarded as the measure of proactive stability of a marketing organization‒ based on an 

integrative design of the structural dynamics of an embodiment of organizational cognition, 

management cybernetics, and the cyber-physical reality of the contemporary environment in concert. 

The embodied view suggests that the teleological behaviour emerges from the interactional dynamics 

of an agent perceiving the environment via a ubiquitous and dynamic interplay of the physical and 

informational processes in a recursive manner (Pfeifer et al., 2007). I refer to the notions of “Design 

Embodiment” as the nature of the same phenomenon in terms of the designerly human knowing and 

navigating towards a preferred state within a complex environment (Simon, 1996; Popper, 1987; 

Heidegger, 1927). This analogy could also be explained via Heidegger’s notion of the ability to be 

anticipated in understanding, thus, “Da-sein” (being-in-the-world) designs itself based on its 

possibilities (Heidegger, 1927). This dimension has been highlighted in Figure 1, where a unified 
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whole as the embodiment of phenomenologically constructed and cybernetically functioning 

marketing and design realities are unified.  

Design as a field is founded within the synergy of functioning truths and which is a result of 

organizational cybernetics based on the intellectual capacity (Eigen-values) of the organization 

permeating the cyber-physical environment for purposive and value-laden un-concealment of the co-

evolved possible worlds. 

Cybernetics is the science of effective organization” (Beer, 1972, 1979, 1985) and is the art of 

managing requisite variety the organization creates and controls in terms of operand and operant 

resources (e.g. martial, infrastructure, financial capabilities, and experience, financial capability, 

intellectual know-how), and that it employs to achieve objectives founded recursively in the 

yardsticks of worthy ideals. To control the inner economy of a system (organism/organization) an 

adequate interaction with the outer environment is the necessary condition (Simon, 1969; Beer, 1972, 

1981a), as the interplay between the internal household and the need for external functioning activity 

displays the function of the brain and thus intelligence (van Dijk, 2008; Haselager et al., 2008). 

Furthermore, the materialist view of cognition is expedient hence, as there is more to cognition than 

the processes inside a brain (Haselager et al., 2008). Cognition is, therefore, embodied as the brain, 

the organism’s body, and the world form part of the physical substrate that underlies behaviour and 

cognition evolving artefacts that work and are not abstractions per se. 

A logical construction of design is conceived by “design” as a verb in the broader sense of 

professional apperception (Archer, 1979). Archer (1968) in his doctoral thesis observes “... to design 

is ... defined as to conceive the idea for and prepare a description of a proposed system, artefact, or 

aggregation of artefacts”. Design, thus may serve much on solid grounds if systems and cybernetics 

sciences are considered as its scientific pillars (Wiener, 1948; Boulding, 1956; Bertalanffy, 1969; 

Wiener, 1994), which unites design with human cognition, hence the dimension of design as reflective 

practice is already apparent within the designers’ community and design literature (Schön, 1983). 

Cognition in cybernetic terms has also a rich tradition and is established under the notion of second-

order cybernetics (Foerster, 2003c). Cybernetics in the larger sense embraces the embodiment of a 

synergetic whole, whereupon the true nature of interdisciplinary unification of divers’ scientific fields 

under the umbrella of design as the third way of human knowing (Beer, 1988; Archer, 1979; Cross, 

2006; Schwaninger, 2006) would bear many fruits, but moreover, the unity of the designer as an 

observer entering the domain of what is unveiled and unconcealed, can be established. Cybernetics 

and cognition in terms of the observer entering the roam of what is observed, converts to the 
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cybernetics of the second-order (Foerster and Macy Jr, 1979), which embraces the observer into the 

domain of what is observed within the “design and meaning search spaces” of products’ semantics. 

Thus, the epistemological difficulty which the marketer will encounter, especially when trying to 

apply design (e.g. artefact design, product design, industrial and organizational design) 

(Krippendorff, 1993), requires the mobilization of the collective organizational cognition in terms of 

organizational Eigen-behaviours, delivering the systemic dictum of the sum is more than the parts 

(Henseler, 2015).  

Henseler (2015) delivered a framework for design research detailing a systemic and cybernetics 

Weltanschauung of transforming resources into benefits based on an output of the pragmatic 

paradigm. This purposive illustration of a designerly embodiment via the deployment of resources 

has been consequential for the author and thus for bridging the research and study of marketing and 

design. This beaten-track is essential, hence within Simon’s definition of “design” the notion of a 

changing the status quo into a “preferred state” is a “value-laden statement”, which is decided by the 

designer entering the roam of the design-search-space and declaring, what value is attached to the 

preferred state in a teleological sense of the designerly inquiry. This corresponds also to the inherited 

logic of design, namely abduction, hence an abduction-truth resembles a value-laden and workable 

truth (Peirce, 1878) and not a metaphysical one (Dorst, 2011).  

While, the late systems-scientists and cyberneticians have made solid contributions by paving stable 

grounds towards the dimension of design (Glanville, 2007a, 1994, 1999, 2004, 2007b; Glanville et 

al., 2007; Pangaro, 2016), the rapprochement from scholars from the design side of the bargain has 

not been mutually reciprocal. The author regards this lack of insight as a gap within the design 

thought, the designerly ways of human knowing (Cross, 2007), and design as the third pillar of human 

knowing and in education (Archer, 1979).  

Effective marketing organizations generate varieties in terms of suitable Eigen-behaviours that 

distinguish them from the competition, which is maintaining the homeostasis of the organization as 

the organization navigates towards its teleological ethos and embodiment of a better world by 

unconcealing the hidden freedom to act towards a better state. This phenomenological notion of 

unconcealment originally drawing back to Heidegger (1927), is described by Popper in the following 

manner: “Every organism is constantly preoccupied with the task of solving problems. These 

problems arise from its own assessments of its condition and of its environment; conditions which 

the organism seeks to improve” (Popper, 2012).  
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The notion of cognition is the apperception of designing freedom (Beer, 1993) to act and achieve a 

state of homeostasis (Simon, 1969) in terms of modelling environmental perturbations and 

uncertainties (Conant and Ashby, 1970; Schwaninger and Rios, 2010). This state is a major challenge 

of marketing in terms of variety attenuating activity is that they must cope with it. Variety is the 

number of possible states of a system or the number of attempts within a hermeneutical “trial and 

error loop”, which the designer must undertake to deliver a response to solving a problem. This 

dimension has been also observed by Henseler (2017), in terms of “reflective practicum”. Design is 

to construct a workable reality in which possible worlds manifest themselves. Hermeneutically 

observed organizational design is the embodiment of organizational ethos teleologically manifested 

in a circular causality by postulating functioning artefacts in an agent-based thrownness of their 

facticity. 

What connects design and cybernetics is their mutual grounds of raison d’être of inquiries into the 

possible worlds by solving complex problems (Beer, 2000) and wicked problems (Rittel and Webber, 

1973; Popper, 2012). Designers are thrown into the realm of search-space by coping with 

environmental complexity, where they via the “Zuhandenheit” of “un-concealment” connect the dots 

phenomenologically and pragmatically by delivering functioning solutions be it new or in a better 

way (Heidegger, 1954; Simon, 1969; Henseler, 2017; Schuberth et al., 2018; Guerreiro and Henseler, 

2017; Henseler and Guerreiro, 2020 (forthcoming)).  

While science investigates an observer-independent reality, design and cybernetics are investigating 

possible realities of what could be (sein-können) (Foerster, 2003b; Heidegger, 1954, 1927), which 

cannot be unveiled without the observer entering the domain of inquiry (Foerster, 2003a). Design and 

cybernetics are observer-dependent possible modes of un-concealment of “what could be”, thus 

according to von Foerster: “Objectivity is the delusion that observations could be made without an 

observer” (Glasersfeld, 1996). Wiener in his 1936 paper: “The role of the observer”, states: “The 

distinction between logic, psychology, and epistemology cannot be made absolute” (Wiener, 1936). 

Simon’s scientific and consultancy development was due to the fact that his own cultivation of 

managerial mindset to solve problems was based on his training in the interdisciplinary Chicago 

School of Politics, where he was a protégé́ of Charles Merriam between 1920s and 1939’s (Huppatz, 

2015), who applied design as a method towards getting strategic advantages during the Cold War. 

Thus, design learning occurs in the form of a reflective practitioner (Schön, 1983), and practical 

design knowledge is enhanced in a master-apprentice co-creation (Henseler, 2017). 

While Simon’s seminal book has been regarded as the founding literature of the design field, another 

book by the father of cybernetics (Wiener, 1948). Norbert Wiener’s book (Wiener, 1994) called 



 

10 

 

“Invention- The care and feeding of ideas” has been absent from mainstream design literature. The 

book is essential for designers of original capacity. While Wiener did not specifically call his book, 

a book on “design”, because the manuscript was written in 1954, while the book was published in 

1993, and the intellectual climate at that time did not observe design the way the contemporary 

Zeitgeist does. However, Wiener emphasized much on nature intellectual conditions that give 

affordance to designers, unveiling solid novelties through their efforts via the organizations they are 

embedded in as “resources integrators” (Vargo and Lusch, 2004a; Henseler, 2017).  

The challenge of what design is from an academic lens is still a field of much inquiry via intellectual 

pursuits. Although as the field of design has matured, still with justification the question of 

scientification of design has been open to debate. Designers need to regard the field hygienically 

clean from descriptive interventions, hence in most journals published the quantitative-statistical view 

is much favoured over relevant pragmatic and solution-oriented innovative responses to actual 

business problems (Österle et al., 2011; Henseler, 2017; Schuberth et al., 2018). This is a particular 

challenge for a doctoral student in design, as the field has yet to develop solid methods of research 

adequate to methods of empirical inquiry (Henseler, 2017; Schuberth et al., 2018). However, design 

still within the dimension constructed so far based on the model of embodiment delivers a foundation 

for managing complexity in marketing theory and practice from a design weltanschauung and thus, 

paving a direction for a designerly way of knowing in marketing. 

2. Research Questions, Design and Objectives 

Based on the situation illustrated in the previous section, namely the construction of a designerly 

foundation laid for marketing this research asks the four primely questions: 

1. What contemporary trends are affecting the raison d’être of marketing? 

2. How can marketing absorb these trends affecting its raison d’être? 

3. Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing? 

4. How can this model of applying Design into marketing be applied within the practice of 

marketing? 

By answering these essential questions, the notions of consumer satisfaction and market-orientation 

of a designerly path of artefacts’ un-concealment have been integrated (Simon, 1969), thus marketing 

applications as a marketing plan, the brand portfolio, and the media mix are classical examples of a 

rapprochement from the marketing side towards applying design principles (Henseler, 2017). The 

foundational model of marketing application as the marketing mix (McCarthy, 1960) is nothing else 
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but a pursuit of a design paradigm, wherein marketers have un-concealed artefacts by enriching the 

marketing theory and its practice. Thus, the marketing mix is a collection of thousands of micro-

elements designed together to simplify managerial designing pursuits (Kalyanam and McIntyre, 

2002). McCarthy (1960) has coined his foundational book, wherein he introduced the framework of 

marketing-mix as “Basic Marketing: A Managerial Approach”, thus welcoming the visible hand 

(Chandler, 1977) of a manager-marketer into the roam of marketing. This evidence per se is a prime 

example of that pure economic foundation of a market interpretation for marketing has been an 

insufficiently and ill-defined path. Thus, marketing history can be divided in two different phases of 

evolution within the American enterprise, thus marketing is a phenomenon rooted within the large 

American market and an evolved practice exported globally. The two evolutionary dimensions are 

the pre-1850 and post-1850 eras. The first phase illustrates the market economy—embedded by what 

economists call perfect competition in terms of the invisible hand (Smith, 1937) and the second phase, 

holding to the present, represents the managerial capitalism phase, which is also referred to as the 

visible hand (Chandler, 1977). The transition resulting between these two timeframes represents the 

revolution in American-led design of the global enterprise from a marketing Weltanschauung.  

A breath of fresh-intellectual air came into marketing (Vargo and Lusch, 2004a) by proclaiming an 

enhancement of marketing theory from the two eras of marketing’s evolutionary dimensions, by 

introducing the service logic into the marketing design. Hence the service-dominant logic (SDL) 

transition has shifted the established marketing paradigm:1) from entity performance to be optimized 

and maximized to optimized and improved; 2) from the uncontrollability of external environment and 

the forces to be anticipated to external environments are controllable and thus a source of vital 

resources once the challenges are overcome; 3) from consumers are objects to whom we market-to; 

to consumers are operand resources to be marketed with, and 4) value is transferred embedded within 

the product to “value in use” is superordinate (Lusch and Vargo, 2006). Within this laid path, the 

author substantiates that via the in-depth literature-review conducted here (see Appendix 2) the 

insights infer that taking the design path is essential and thus inevitable for marketing. Thus, the 

evolution of SDL has taken also a shift to paving the way for a general theory formation in marketing 

(Lusch and Vargo, 2006). SDL has taken a series of major theoretical turns and simplifying the five 

foundational premises originally developed (Vargo and Lusch, 2004a) and enhanced to eleven (Vargo 

and Lusch, 2016) and concentrated back into five core axioms (Vargo and Lusch, 2017). The path 

laid to support this theory of the market developments calls for developing more midrange theoretical 

frameworks and concepts of service exchange, resource integration, value co-creation, value 

determination, and institutions/ecosystems’ design (Vargo and Lusch, 2017). Here, an 
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interdisciplinary approach is required to address the call stated by Vargo and Lusch (2017), where 

theories outside of marketing, as evolutionary, complexity, ecological, and structuration theories are 

sought. In addition, evidence-based research is also needed for strategy development (Kamran, 2019) 

and implementation and the application of complexity economics (Arthur, 2015), where the 

proposition that the economy is not necessarily guided via an equilibrium but moreover the economic 

social actors constantly adapt their activities and strategies in response to the outcome they co-create, 

is pivotal (Reeves and Deimler, 2011). Furthermore, the study of the service of cognitive mediators 

as the dimension of support via model-based-management (MBM) as a holistic foundation and as 

heuristic tools in designing complex service ecosystems as global value chains are needed (Conant 

and Ashby, 1970; Archer, 1968; Archer, 1965; Schwaninger, 2008, 1986). To approach this 

complexity and the necessary holism in terms of the interdisciplinary research required, a diversity 

of academic disciplines were mobilized by the author (see also appendix 1 for an in-depth 

understanding of the AI literature) to deliver a substantiated theoretical framework for this 

dissertation based on the original foundations of design (Simon, 1969; Archer, 1965; Archer, 1979).  

While metaphysics discusses the nature of the given-ness and natural sciences inquires for describing 

and explaining the phenomenon of the existing world, design research, on the other hand, is about 

moulding the current state into a preferred state (Simon, 1969; Hevner and Chatterjee, 2010; Henseler, 

2017). Therefore, the author has written diverse papers (see list of the author’s publications) of which 

8 are included in this dissertation, thus constructing the core of the dissertation and distinguish them 

into a coherent whole. 

While the nature of the papers written is embedded within many fields of management, cybernetics, 

AI and consumer culture theory and theory of markets, the research conducted, represents the notion 

of the complexity stated within the foundation document of design (Simon, 1969). Hence not only 

the dimensions of complex (adaptive) systems, complexity science (Archer, 1968), cybernetics, and 

general systems theory was addressed but moreover the whole architecture of complexity (Simon, 

1969), concentrating on the claim that there is a designerly anti-reductionist tendency within the realm 

of complexity management, stating that the whole transcends the sum of the parts (Simon, 1969; 

Henseler, 2017).  

In this tradition the dissertation considers the holistic integration and interdisciplinary approach 

applied here not mere as scholarships borrowed from the outside (Krippendorff, 1998) but moreover 

as fulfilling the designerly act of understanding design for designers, while using the possible tools 

of science and practice, and staying the course of design as the science of the artificial (Simon, 1969). 

Furthermore, this work is also written to overcome and not to indulge in seeing design in need of 
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other fields (Archer, 1968), but as a field under its own right (Cross, 2006), where it is capable of 

bringing-for the indigenous frameworks for research.  

The foundation of design is beyond pattern recognition; hence it is pattern synthesis (Cross, 2006) to 

solving challenges not approached yet or approached in a unique way that distinguishes the designer’s 

visible hand. While approaches within design, which call Simon’s foundational book their home 

(Hevner et al., 2004; Hevner, 2007; Papalambros, 2015) have emerged with much success, the path 

that they have embarked upon is based on inappropriate paradigms of logic, thus path-dependency in 

scientific logic is seeking abstract forms, science investigates these reductionist abstractions, while 

design initiatives novel forms (March, 1976; Cross, 2006) and concentrates on how things out to be 

(Simon, 1969). Design is, hence, based on the logic of making, not explaining.  

It is essential to mention that my approaches are not be characterized within the application of design 

for an industry, but moreover, they apply to the whole dimension of the marketing field from a grand-

theoretical intervention and its enhancement for the contemporary era. Hence, I have not used any 

logic of a parental dependency nor co-dependency of design for marketing and vice versa, but 

moreover, I have put design as the third pillar of knowing (Archer, 1965; Archer, 1968, 1979) into 

the context of the discourse of the dissertation and by looking at marketing from a Design 

Weltanschauung discerning that marketing needs an inside-out logic and where design can offer an 

embodiment of viable configurations (Bayazit, 2004) for other fields, illustrated on the example of 

the development of marketing holistically and whereupon the field can contribute to fulfilling its 

transcendence of self-actualization by facing the “hard problems”. Here a debate on distinguishing 

between “soft sciences” versus “hard sciences” comes to mind: “The hard sciences are successful 

because they deal with the soft problems; the soft sciences are struggling as they deal with the hard 

problems” (Foerster, 1972). I would like to meet the distinguished reader in coping with the hard 

problems that marketing faces and where design a “soft science” is applied throughout the 

dissertation.  

3. Methodology of the Dissertation 

Several essential works that contributed to the design consider organizations as black boxes and for 

managers to act as cultivators of social productive systems (Ulrich, 2001; Beer, 1959a; Ashby, 1956; 

Pask, 1961). However, designing organizations as artefacts themselves to function within a complex 

milieu is the a priori foundation of design. Furthermore, designing organizations starts with the 

questions of how the system adapts to changes in terms of how it learns to adopt and how does it 

learn to learn? Hence, by the learning of the members and by ingesting new members, who have 
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knowledge that the organization seeks to acquire (Simon, 1991). Learning per se on an individual and 

collective level is a social phenomenon based on in integrity of information transmission within a 

system and its capacity to store it. Organizations are complex, dynamic entities. To analyze them 

solely from the perspectives of functionally or methodologically structured disciplines is insufficient 

because this negates the systemic nature - diversity, and interdependence - of these entities. The 

fragmentation into sub-disciplines tends to lead to a disintegration of the doctrine of holistic 

management. Thus, the whole is lost. The conception of BA based on a pure economic science 

Weltanschauung, i.e. a splitting off of the economic dimension, is also inadequate because its models 

are only able to provide inadequate approaches to explanation and design for homeostasis. Hence the 

need for a development from conventional BA to a system-oriented management theory, as Ulrich 

postulated, seems to be evident. A holistic concept requires both analysis and synthesis. With 

increasing specialization, analysis gains the upper hand. In principle, analysis generates valuable 

knowledge components. But it requires a synthesis or integration of the parts. This is the only way to 

arrive at models that do justice to a complex, dynamic reality (Ulrich, 1985, 2001). 

The application of the sciences here approached by the author are in essence the reflections that 

originate within the inception of the field by integrating cybernetics (Wiener, 1948) and general 

systems theory (Bertalanffy, 1969; Boulding, 1956) and especially the foundational insights of a 

holistic approach of purposive systems (Rosenblueth et al., 1943) and communication theory 

(Shannon and Weaver, 1949 repr. 1972), systemic adaptability in complex adaptive systems (CAS) 

(Holland, 2012) whereby the field of design as the science of the artificial was originally 

conceptualized (Simon, 1969). While, within the realm of organized inquiry, the approach partaken 

due to its holistic nature was and still is a revolutionary act, as it on the other hand also corresponds 

to the fundamental law of management namely Ashby’s Law (Ashby, 1958b). Hence, in approaching 

complex problems, the nature of the organization that seeks to deal with that complexity must 

integrate the emerging nature of complexity it seeks to destroy, which cannot be predicted avant la 

lettre, but must be absorbed and the logic that needs to be applied upon which the firm is organized 

must incorporate sufficient variety attenuating powers and structural intelligence. Design based on 

this integrative foundation is constructivist reflective and emerging within the situatedness of the 

design search space. Thus, the notion of emergence has been the core concentration of design and 

avoiding bounded rationality (Simon, 1991).  

The author illustrates the following methodology embedded within the design culture, in terms of 

problem representation as defined in Figure 3. The model and approach applied within this 

dissertation answer the numerous calls within the marketing community for a conceptual and 
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theoretical article within marketing (Vargo and Koskela-Huotari, 2020b; MacInnis, 2011; Yadav, 

2010; Jaakkola, 2020). Thus, research indicates that even within empirical contributions, the impact 

of conceptual-theoretical contributions prevails (Vargo and Koskela-Huotari, 2020b). Research 

further indicates that based on the decline of conceptual- theoretical contributions in marketing, 

especially in A-Journals, marketing is facing the dearth situation of becoming a theory-importing-

only field (Vargo and Koskela-Huotari, 2020b; Clark and Creswell, 2014; Piercy, 2002). This 

dissertation is written to contribute to highlighting this new route of conceptual contribution, thus 

paving the way for alternative paths by advancing extant knowledge (Vargo and Koskela-Huotari, 

2020b; Vargo and Lusch, 2004a; Jaakkola, 2020). In the following pages, the notion of Design 

Thinking (DT) as the methodology of the dissertation is introduced and applied. While an introduction 

to the essence of design and DT may be necessary, a foundation is given in part II of the dissertation 

for readers specializing in diverse fields of science to observe DT as a mode of inquiry and especially 

when interdisciplinary intellectual and research pursuits are conducted and to observe and to construct 

theories and frameworks by the heuristics and hermeneutics of its iterative modus operandi. 

Based on the methodology below (see Figure 3 and Table 1), the dissertation has applied a mixed 

view of conceptual contributions substantiated on the major scholarly contributions within the field, 

which define what the valid and acceptable frames and entry-points are to make these contributions 

justify as valid theoretical contributions. Thus, the author’s conceptual contributions in marketing are 

structured, emphasized and validated by the four dimensions integrated from essential and diverse 

streams of publications that have sought and distinguished conceptual contribution within marketing 

based on these four typological pillars, which are stated below: 

1. Theory synthesis by summarizing and integrating the current understanding by outlining a 

conceptual design of the new phenomenon and framework. Structuring the fragmented field by 

analyzing it through a particular lens/Weltanschauung (Vargo and Lusch, 2004a; Becker and 

Jaakkola, 2020; Lemon and Verhoef, 2016; Kozlenkova et al., 2014) 

2. Theory adaptation by revising current understanding in terms of problematizing the 

contemporary theoretical and conceptual debates and states of the theory and by resolving the 

identified dilemmas by introducing a new theoretical lens to look at reality within that field. 

Furthermore, by expanding the application roam of the existing theory or concept by introducing 

a new theoretical Weltanschauung (Brodie et al., 2019; Eckhardt et al., 2019; Hillebrand et al., 

2015; Jaakkola, 2020) 

3. Typology design by explaining differences and highlighting a new typology for a field, thus 

organizing the stream of fragmented research into common distinct type(s) and the identification 
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of critical dimensions of a framework to converge conflicting themes from previous research into 

a coherent whole (Jaakkola, 2020; Dong and Sivakumar, 2017; Edvardsson et al., 2012; Lovelock, 

1983; Mills and Margulies, 1980) 

4. Model-based-management (MBM) by explaining and predicting relationships between 

scientific fields, where the design of a new framework brings the debate further. The 

identifications of novel connections between exiting constructs by designing them in concert into 

a preferred state. Developing theoretical propositions that embark the debate in the field towards 

understanding these new relationships between frameworks. Furthermore, by explaining why a 

sequence of shifting structures of the environment have contributed to an outcome, which would 

be consequential for the field (Huang and Rust, 2018; Brentani and Reid, 2012; MacInnis and 

Mello, 2005) 

Based on the foundations established above, the dissertation has filled the gap described by Yadav 

(2010), thus the contributions of this research based on published and submitted research papers are 

within the tradition of appreciating the distinct knowledge-creating entities, which in essence are 

interlinked to form a viable discipline (Yadav, 2010), in our case the field of marketing seen via a 

design Weltanschauung (DWA).  

As doctoral programs contribute to establishing the microcosm of a discipline, the collective progress 

of a discipline is thus, relying on new scholars with unique managerial mindsets emerging from these 

programs to shape the future viability of marketing as a field (Yadav, 2010). In this tradition, it is 

imperative to put theory-building at the core of our discipline (Vargo and Koskela-Huotari, 2020b; 

Vargo, 2019). Marketing as a field would be better served by an indigenous theory development 

approaches (Hunt, 2020), however, this needs to be aligned with the dimension of creative scholarship 

in terms of solid conceptual contributions (Jaakkola, 2020), which have the highest impact for 

marketing practice, advancements of knowledge and improvement in the quality of the lives of the 

people (Stewart, 2020). The dimension of creativity within marketing scholarship is a solid bridge 

towards design as marketing is founded within the premise of being a creative discipline by aligning 

the dimensions of product design of novel and useful artefacts, creations of advertisements as means 

of communicating the value to a stakeholder, the developments of new business models (Yadav, 

2010) and by nature of a holistic discipline (Vargo and Lusch, 2004). 

In Figure 2 the author constructs a model of rapprochement between design and marketing. The model 

could also be understood as a preview of the essential models and frameworks designed by the author. 

The model, furthermore, illustrates the synergy of alignment between both fields, where the tension 

between design and marketing (Henseler and Guerreiro, 2020 (forthcoming)) is harmonized in terms 
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of addressing the shifting raison d’être of marketing, which is seen by the design as the third way of 

knowing (Archer, 1979) in terms of providing solutions’ criteria for the identified challenges (e.g. 

trends affecting marketing today).  

 

 
Figure 2: Describing a Representational Model of a Rapprochement between Marketing and Design  
Source: Cross (2006) extended  

The model above establishes this rapprochement between both fields by dissolving the tension 

between design and marketing by identifying the challenges the marketing field faces contemporarily 

and by providing a solution criterion. Furthermore, this exploration of understanding and observation 

is put into a designerly context of ideation and thus matched by a model which is put into a concurrent 

application of the problem frame with the solution model proposed. Furthermore, the whole 

dimension of the rapprochement between both fields is founded within the holism of DWA, which 

embodies the frameworks of the design dominant logic (DDL), marketing-within, the unique design 

proposition (UDP), the direct-to-consumer-Strategy/Distribution (DTCS),  and which will be 

discussed and constructed throughout the dissertation.  

While, many mega-firms in the entertainment industry as Disney, Apple, Netflix, Spotify, and 

AmazonPrime or in the high-tech and communications industry as Apple Inc. have led the way, and 
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also within the food marketing industry, firms as BlueApron and HelloFresh have created hybrid-

disruptions within the industry’s transition and pivot towards the cyberspace, this hybrid disruption 

will affect many super-market chains and also restaurants based on the co-evolution of the cyber-

physical capabilities of the innovative firms. The Netflix-effect is a good example to clarify this point, 

as Netflix was not in the business of being a major player in entertainment content production and 

nor it operated cinemas, which the firm does today, and thus it changed, the lifecycle of a product 

called “the movie”. 

Here the DWA is put into context of its sub-systemic integration of diverse concepts that are included 

in the model. They serve as the DWA model’s requisite varieties (Ashby, 1958b) and underpin the 

validity of the necessary rapprochement between both fields.   

The author has applied the design thinking method of the d.school at Stanford as the research 

methodology of the dissertation. However, the model applied here is based on the dashed- double 

diamond diagram, which was originally developed via a research project at the Design Council in 

2005 as an easy to implement illustration of explaining and observing the whole design process in 

terms of finding the right problem and proposing the right solution (Design Council, 2005) and the 

Hasso-Plattner-Institute (HPI) (HPI Academy, 2020).  

Part I is reserved for the introduction to the dissertation’s main themes. In parts II, III (diamond I) 

parts IV, V, and VI (diamond II) the main chapters of the dissertation are integrated, which are 

based on eight individual papers. In part VII the synopsis of the dissertation is finalized, which 

describes the essential conclusions, and furthermore, it is recursively reflecting on the four 

foundational questions the author has postulated. 

The below sections (Figure 3 and Table 1) provide the reader with the “red-thread” of this dissertation. 

These are the visual representations of the individual papers incorporated within two main sections 

of the dissertation (diamond I learn about the problem and diamond II create solutions) and 

diverse papers to construct the core content of the dissertation. Figure 3 therefore, illustrates the 

interlinkages of the streams of papers constructing on each other to deliver a coherent whole body of 

insights derived and contributed to answering the main research questions. It is essential to note here 

that based on the nature of a designerly inquiry, not all sub-parts such as a) understand; b) observe; 

c) define  diamond I and d) ideate; e) prototype and; f) test  diamond II are strictly separated, but 

moreover they are intertwined and the models construct and derive on each other. 

Below in Figure 3 and Table 1 the outline and methodology of the dissertation is illustrated: 
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Figure 3: Illustrating the Thesis Outline and Methodology of the Dissertation 
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Table 1: Displaying the Problem Representation and Application of the Research Methodology 

1) Problem Statement 

1. What contemporary trends are affecting the raison d’être of marketing? 

2. How can marketing absorb these trends affecting its raison d’être? 

3. Based on the design paradigm, how can a model of Design Weltanschauung 

be modelled for marketing? 

4. How can this model of applying Design into marketing be applied within the 

practice of marketing? 

2)  Understand/Observe 

1. The History of Design Thinking – From Pragmatism to Phenomenology 

2. Towards a Unified Theory of the New Market Realities in Cyber-Physical Design 

Search Spaces 

1) Define 

3. Towards Designing a Raison D’être of Marketing in the Age of AI 

4. The Next Frontier of New Global Consumption Space 

2) Ideate 

5. The Evolving New Topology of Marketing from a Design Weltanschauung 

3) Prototype 

6. The Design of an Artificial General Marketing Intelligence (AGMI) 

4) Test 

7. The Design of an Artificial General Marketing Intelligence (AGMI) as a 

Ubiquitous Control System 

8. Towards the Co-evolution of Food-experience-search-spaces based on the Design 

Weltanschauung in Food Marketing 

5) Synopsis 

Four major trends are affecting the raison d’être 1) The rise of AI; 2) Complexity of 

the cyber-physical environment; 3) The global sustainability movement;4) 

Limitations of the theoretical marketing theory. The DWA model has sufficient 

requisite variety to enable marketing to absorb these trends. Based on the design 

paradigm as the third pillar of human knowing the synergies of an interdisciplinary 
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dimension could be aligned. Based on the application of the results derived the model 

is applicable to multiple industries such as food marketing, entertainment, and high-

tech.  

6) Contributions 

Contributions to Marketing Theory 

1. Extending the theoretical dimension of marketing beyond SDL (Paper 5) 

2. Recognizing co-evolutionary foundation in Marketing within (Paper 5) 

The Shift in Nature of Markets and Consumer Behaviour 

3. Identifying the dominant shifts within marketing environment, enhancing 

marketing theory focusing from an atomistic towards a bits-dominated 

Weltanschauung (Paper 2) 

4. Developing a unified conceptual framework for contemporary marketing (Paper 

2) 

5. Enhancing theoretical/applicable models for food marketing (Paper 8) 

6. Conceptualizing a design lens from marketing in comparison to pure economic 

lens (Paper 2, 5) 

7. Conceptualizing a framework for direct-to-consumer distribution (Paper 8) 

8. Enhancing the theory of marketing segmentation by introducing Culture Capital 

Theory (CCT) into Marketing and extending CCT towards the 5th space of global 

consumer convergence (Paper 4, 5) 

Extending the Logic of Design by Bridging Pragmatism to Phenomenology 

9. Enhancing the logic of Design (Thinking) from pragmatism towards 

phenomenology (Paper 1) 

10. Aligning Cybernetics and Design based on a philosophical rapprochement (Paper 

2) 

Models of Rapprochement between Traditional Marketing and AI 

11. Designing a theoretical framework of a Design Weltanschauung designed 

specifically for marketing in the age of AI (Paper 3) 

12. Creating of a platform coined AGMI through a model-based-management 

methodology to form a hybrid and holistic conceptualization of AI (Paper 6) 

13. Designing a ubiquitous control system through the operationalization of AGMI to 

cope with the rise of complexity (Paper 7) 
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5. Content of the Dissertation  

Part II: Understand/Observe   

Understanding Design for the Purpose of this Dissertation 

This part starts with a general introduction to design and DT, their logic, and common history. This 

part is written to accomplish two objectives: 

1. To give all readers the essential input for understanding the dissertation’s methodology 

2. To pave a bridge for the first paper, which is a philosophical/phenomenological treatment of 

design and DT 

The gives a solid introduction to DT and establishes its logical heritage and explains all the necessary 

parts of the DT as a methodology for unconcealment of a possible future (sein-können) of how 

marketing as an essential field of humanities may and could develop. 

Paper 1: The History of Design Thinking - From Pragmatism to Phenomenology 

The paper gives a solid historical account of design and DT, and their developments founded within 

the tradition of the philosophy of pragmatism. The holistic nature of the notion of design as a method 

of inquiry is demonstrated and which unifies the above-mentioned themes in terms of a declarative 

logic and designerly truth of being concerned with what ought to be by postulating artefact 

functioning artefacts. The paper highlights the essence of the design truth, which is different than the 

scientific truth. While science requires a truth of what-is-out-there? Hence, seeking to find and 

explain the relations and causalities of existing phenomenon in an abstract form; design, on the other 

hand, is interested in a “how can” Zuhandenheits-reality, by designerly inquiring the main question 

of human progress, of what can be? Constructing here on Rorty’s notion: “We cannot regard truth as 

a goal of inquiry. The purpose of inquiry is to achieve agreement among human beings about what to 

do… Inquiry that does not achieve co-ordination of behaviour is not inquiry but simply wordplay” 

(Rorty, 1999, p. xxv). This paper embraces the pragmatistic logic of inquiry in research, which is 

considered as a social act, hence design is founded within the management of productive social 

systems.  

Another aspect, which the paper is highlighting is the construction of a bridge for designers based on 

a pivot from pragmatism towards the dimension of phenomenology. Phenomenology explains that 

knowledge is achieved by the interactions between designers (researchers) and objects and can thus 

be seen as a countermovement against the positivists, who believe that there is knowledge 
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independent of the human perception. Therefore, phenomenological research is considered 

subjective, inductive, and dynamic (Reiners, 2012), which is a notion that corresponds with the 

founding principle of design and designing as reflective practise (Schön, 1983). Designers are thus in 

a well-justified sense constructivist of realities of what can be (Simon, 1969), which require a 

recursive apperception of acting and doing based on the dimension of experience and meaning in 

circular causality. To bridge DT towards a phenomenological apperception of an experience and 

meaning epistemology, the paper suggests the description of new pathways for DT by implementing 

additional scientific and philosophical views from a rather multidisciplinary perspective. Design is 

thus, observed as a field of multidisciplinary discourse, which requires a phenomenological approach 

of meaningfulness and human experience, of applied tools of positivism and empiricism (Popper, 

1934), of intuition and hermeneutical thinking (Gadamer, 1960), and means and ends (Simon, 1969). 

Thus, it is within the dimension of high capacity observations of having a value and adjacent 

consequences to it, that the phenomenon of design (Ereignis) emerges and enframes as an artefact 

(Ge-stell) revealing the real within the designers Zuhandenheit to (Capobianco, 2010; Heidegger, 

1954) to push the boundaries of possible-futures (sein-können) beyond the limitations of the given-

ness of a scientific habitus of Vorhandenheit. Another vital aspect discussed is the integration of 

second-order cybernetics and constructivism that give the paper the necessary embodiment beyond 

the logical extension of pragmatism to phenomenology. Hence, via cybernetics as the science of 

effective organizations, a corresponding alignment with the designing of a productive social system 

emerges. This dimension then displays the necessity of a second-order awareness as the true nature 

of reflection and research (a seeker that hermeneutically searches for practical truth from state A to 

state B), thus design is pivotal to management and un-concealment of artefacts in an institutional 

arrangement. 

Paper 2: Towards a Unified Theory of the New Market Realities in Cyber-Physical 

Design Search Spaces 

The paper discusses the historical developments in marketing. In particularly starting with Alderson’s 

led paradigmatic shifts that guided the developments within the field between 1955-1975. The three 

essential foundations of concentration of marketing: 1) to focus from micro to macro distribution; 2) 

from a purely economic lens towards a broader integration of behavioural sciences, and 3) from a 

descriptive and classificatory foundation towards a theory-building shift, were consequential for the 

field. Thus, within the oxbow of Alderson’s laid design, marketing flourished to become a vital field 

of managerial conduct to shape Western society. In this part of the dissertation, the author also 

highlights that historic research into the market, which had the lowest interest before the ’80s, where 
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this development experienced an explosion after that. While the contemporary amplification of 

psychographic segmentation laid by Alderson’s, which has been amplified with the power of big data 

and IT is illustrating a dystopian scenario for the free world of which Brexit and the rise of global 

populism are the most recent examples, additional, more integrative convergences of markets can be 

globally observed. This leads to ubiquitous communication and the interdependency of the global 

markets, which have contributed towards creating a new type of globalization that is not purely driven 

by notions as outsourcing or offshoring and foreign direct investments (FDIs) from the West to the 

East, but moreover it is based on globalization of totality. This means, markets are shifting towards a 

more holistic mode of globalization, wherein the globalization of 1) pandemics, 2) radicalization, 

(fundamentalism or left and right and populism), 3) poverty and racial and economic inequality, 4) 

market crises (the several global management and financial crises), 5) migration of people (refugee 

crisis) and 6) ubiquity of information based on the rise of technology are intertwined and are creating 

more complex global markets. The paper also paves the way for developing a theoretical foundation 

for marketing in the age of technicity by incorporating constructing on the previous chapter in terms 

of embracing design as a major foundation, whereupon a path is constructed for bridging traditional 

marketing theory with the contemporary developments in technology. This dimension is discussed 

by examples of firms like Netflix, Amazon, Apple as prime embodiments of the cyber-physical unity 

and also based on the first observations that go towards seeing a shift towards a convergence-

movement within the global consumers’ base in habitus and collective interests, and concerns. 

Traditional marketing has its limitations in establishing an innovative and pragmatic framework 

within the new hyper-connected and globally intertwined market spheres of cyber-physical realities 

of today, where service is rendered based on the co-creation of the dynamic capabilities of multiple 

firms working in concert of the unity of the subsystems, which shape the emerging nature of global 

value chains (GVCs). Another vital aspect of thought discussed here is that traditional marketing 

theories were either developed by capturing the realities within the era of managing the atoms or have 

been contemporarily designed based on a segmented understanding of the cyberspace marketing 

reality. This means much development within marketing theory has been done based on the logic of 

separation in terms of the “click or mortar” environments. From a contemporary point of view, doing 

business within the spectrum of cyberspace is understood as e-commerce within a logic of observing 

it purely as a “marketing channel” or as a different kind of marketing regime. However, many firms, 

as the examples discussed demonstrate, that highly viable grounds of the physical embodiment 

require a solid position in the cyberspace avant la lettre. Successful existence, thus from a holistic 

marketing point of view requires that both worlds are managed ambidextrously.  
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Part III: Define  

In this part, the author first summarizes all the essential foundations established so far within the 

dissertation and defines them for the purpose of clarity and a better understanding of the conceptual 

frameworks established.  

Paper 3: Towards Designing a Raison D’être of Marketing in the Age of AI  

In this paper, the author highlights the importance of marketing as a major field of management, 

which has had such a vital impact on the modern and technologically driven society of today. 

However, it is vital to highlight an emerging situation for marketing scholars and practitioners that 

the capabilities that drive marketing in the contemporary era of complexity are not driven by a 

profound theory derived from marketing, but moreover by the rise of AI and thereof. The paper 

proposes the application of DWA in establishing a model of reality, whereupon a possible solution 

could be constructed. While many agree upon the importance of AI, some see AI as a panacea for 

solving future marketing problems. Research here creates a roadmap that leads to a well-balanced use 

of AI in marketing. Hence, most AI applications are designed for only a limited amount of problem-

solving sets, the DWA framework is designed to be implementable and can leverage marketing theory 

by substantiating a solid path towards a rapprochement between marketing and modern AI 

approaches. The DWA applied here has provided a model of reflection and self-assessment for 

marketing to work on the essence of maintaining the foundations that made the field a vital force of 

societal development and growth, while transforming its identity for the possible future disruption, 

which may affect the field and where marketing has to prepare itself in terms of the autopoiesis of its 

homeostasis. 

Paper 4: The Next Frontier of New Global Consumption Space 

This third paper of this chapter highlights the constructed field of convergence of values and concerns 

of the globally hyper-connected consumer base. Thus, it displays how marketing has become a field 

of high impact in the evolution of modern societies, and hence, its contemporary study cannot only 

be limited within the boundaries of business administration (BA) but moreover, within (digital) 

humanity sciences. Scholars and practitioners of marketing have understood that marketing is the 

essence of relating the firm to its environment. The paper goes beyond the concept, which Smith 

constructed as understood by the dimension of market-orientedness, Thus, the power of hyper-

digitally driven globalization has changed the dimension of market segmentation towards an 

emerging new space of global consumption space. The paper is founded within the bridge of 

extending the shifting raison d’être of marketing from concentration on a market (ing) habitus and 
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consumer-citizenship, towards embracing a more societal and stakeholder co-evolving apperception 

based on theories founded within Bourdieusian oeuvre. The sociological tools of Bourdieu such as 

“culture capital”, “habitus”, “field” and “illusio” identify and explain the emergence of the emerging 

new global consumption space beyond the incompatibilities of marketing segmentation. At this 

critical point in time within the evolution of marketing the paper calls for a methodological new 

culturally driven commitment in marketing in comparison to the explanatory primacy of the 

segmentation propositions, which drive consumer-behaviour within the age of AI and DT. This new 

space of global convergence is thus coined as the fifth space within the culture capital (CC) theory.  

Part IV: Ideate 

Paper 5: The Evolving New Topology of Marketing from a Design Weltanschauung 

The chapter delivers the foundational logic of the dissertation by postulating the wider implications 

of marketing, its changing nature as the field of business studies that relates the firm to its wider 

environment. Based on the trends discussed, the chapter paves a direction towards the shifting raison 

d’être of marketing to have wider societal implications beyond the limited dimension of the pure 

markets. The essence of this paper is illustrated by examples, wherein the dimension of thought within 

the mainstream marketing displays inadequacies for the contemporary evolution of the design-based 

cyber-physical-platform-economy. Besides, the current Zeitgeist of sustainability delivers many 

aspects that go beyond the notion of the rational economics Weltanschauung, which has occupied 

marketing-thought from foci on the short-term time-horizon and the spectrum of its applicability 

within the boundaries of product-life-cycles and growth in sales. Furthermore, the complexity of 

challenges from a multitude of streams hitting every fibre of the globally operating enterprises results 

in shaping additional pivotal challenges to marketing, thus, they require marketing to incorporate 

knowledge and foresight-horizon that is not covered by the purely economic rationale and within the 

spectrums covered by the study and practice of marketing so far. Covering these aspects is 

consequential for marketing as the field pivots towards mastering dimensions of thought and skills 

that originate in systems sciences cybernetics and artificial intelligence and sustainability paradigms, 

which are holistic and would require a design Weltanschauung of a normative field, to which design 

is capable. Each field after a period of maturity needs to undertake a normative assessment of its 

raison d’être and ask the community the question, are we on the right path? The concept of truth in 

design is the workable, the consequential, and the valuable truth. Therefore, taking the design 

Weltanschauung is for marketing the recursive turn of coming back to itself, hence the inception of 

marketing has been about creating, communicating, and delivering value, where marketing meets 



 

27 

 

design as a holistic foundation to become a whole that exhibits a distinctive kind of unity of its raison 

d’être, hence the synthetic unity of apperception of its self-assessment within the pragmatic turn of a 

designerly truth. 

Part V: Prototype 

Paper 6: The Design of an Artificial General Marketing Intelligence (AGMI) 

This paper constructs on the logic and insights won so far and underpin the transcending evolution of 

marketing towards an essential role of relating the firm to its wider environment. Based on this 

approach within the realm of organizational holism, the paper proposes insights to ensuring the 

viability of the firm in a globally interconnected environment. Furthermore, the paper develops the 

essential role of intelligence in an organizational discourse and defines it in a marketing logic, which 

is observed as beyond pure computational logic. This dimension of intelligence of an interactional 

logic is established as marketers navigate the firm within a complex environment, and thus the firm 

must interact with the environment. The paper defines the essential role of structure for marketing 

organizations and proposes an MBM-methodology of aligning all the essential spheres of the firm 

within the necessary logical triad of the structural dynamics of the organization in terms of the DWA. 

The paper concludes by proposing a marketing definition of AI and design for a model of alignment 

of traditional marketing with AI that delivers many promising possibilities, where marketing could 

become the foundation for coping with the complexity derived from a large amount of unstructured 

market data that is on an exponential rise. 

Part VI: Test 

Paper 7: The Design of Artificial General Marketing Intelligence (AGMI) as a 

Ubiquitous Control System  

The paper underpins the shift within the global marketing environment, which has become too 

complex to be navigated by simplistic and reductionist models of management. Thus, marketing 

scholars and practitioners are overwhelmed by the constant state of disruptions and challenges they 

must cope with. The paper proposes a holistic model of illustrating this complexity by designing a 

model of control in marketing coined as the artificial general marketing intelligence (AGMI). The 

model bridges many fields of sciences as cybernetics, artificial intelligence (AI), and complex 

adaptive systems (CAS) to deliver an adequate market reality for the navigators of the firms to make 

better and more intelligent decisions. The paper, furthermore, displays a larger role for marketing due 

to the nature of its effects on the global societies and thus give the marketing helmsmen of today a 
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design of a promising general navigator model. The AGMI  as a model of control incorporates not 

only the whole dynamic of the environment but moreover, it recognizes the organization as a complex 

model that needs to be cultivated and a framework of intelligence by modelling environmental 

dynamics aligned with the power of AI would possibly boost much the controlling ability of 

marketing, within the necessary and holistic understanding of the markets and the environment. 

Paper 8: Towards the co-evolution of food-experience-search-spaces based on the 

Design Weltanschauung in food marketing 

The derived models and frameworks throughout the many publications as indicated in previous 

chapters are put to test to the marketing of the food products industry. Thus, contemporary socio-

technological shifts within global societies indicate that the preferences and values of a converging, 

well informed, and digitally connected society, have shifted towards a movement based on 

sustainability, healthy and environmentally friendly common values. The effects of artificial 

intelligence and related fields have changed the natures of marketing and communication between 

firms and markets. Food marketers need to adjust to this new situation and integrate valid conceptual 

models and theoretical frameworks, wherein interdisciplinary approaches can be aligned addressing 

this situation. Due to its limitations, traditional marketing theory has not captured this gap effectively. 

The paper is written to fill this gap in research and practice. The author applies a model-based 

management methodology by aligning the nature of rigorous theory-building and relevant practice 

via the design science research methodology. The findings contribute to advances in marketing theory 

and illustrate applicable models for food marketing firms and industry. The paper concludes by 

observing marketing from the lenses of design instead of a pure economics lens. While economics 

connects the actors in a transactional mode of interaction, design delivers a holistic foundation, 

wherein the diverse fields of management could be aligned and a foundation for the development of 

marketing theory could be paved. Furthermore, the paper contributes to amplifying the opportunities 

available within the food marketing industry by the application of the Design Weltanschauung’s 

model to create many solid business models within the context of designing hybrid food marketing 

models via the power of the cyber-physical capabilities and thus direct-to-consumer distribution. 

6. Synopsis 

Finally, this part of the dissertation summarizes the findings of the previous chapters and links them 

back together by answering the main research questions postulated and constructs a synergic whole 

in terms of the body of knowledge acquired on how to design a holistic and embracive 
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Weltanschauung for marketing and how to apply them within a pragmatic framework that suits well 

to the needs of contemporary developments within marketing. 
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Part VII: Key Contributions and Synopsis of Findings 

Finally, part VII summarizes the essential and key findings within all the chapters of the dissertation. 

Thus, it highlights all the important findings and key concepts developed and discussed in the 

dissertation. Furthermore, it conceptualizes the essence of the dissertation’s contributions and how 

marketing-design scholars and practitioners can contribute in a joint effort towards creating 

successful business models and mitigating the disruptions of the complex and hyper-connect 

contemporary world. 

8. Guide to the Reader  

Connecting the intellectual dots of the dissertation 

The many steps conducted in this dissertation are founded within the diverse papers published, 

presented, and submitted to many conferences and journals. These scientific papers construct the core 

of the dissertation. All papers relate to each other to deliver an embodiment of a whole of the 

dissertation by embracing and highlighting the challenges the field of marketing faces today. 

However, they can also be regarded as stand-alone and separate bodies of knowledge and insights. In 

systemic terms, the contributions deliver diverse sub-systems to create a designerly paved whole for 

marketing based on the design Weltanschauung and the diagnostic powers of the system sciences and 

cybernetics. The articles answer also different sub-questions, which then contribute towards 

answering the main four research questions asked within the dissertation. The papers are organized 

based on the diverse themes that they address and structured based on the main methodology of the 

dissertation. The valued reader will find themes that are intertwined within the individual papers as 

design thinking activity is based on the main two dashed diamond-shaped fields of 1) 

“understanding the problem space” and 2) “providing the solution space” and the different papers, 

which on the other hand displays that the research conducted here not only integrates diverse fields 

as systems sciences, cybernetics, AI, complexity sciences, management, marketing, and design but 

moreover it seeks to understand the bridges between those sciences, which are in most cases not 

included within the realm of scientific pursuits, whereof the roam of design and cybernetics are 

capable to embrace.  

Marketing is not an island, nor is linearity the scope that the fields have been limited by, hence 

marketing is an interactional, intellectual, and professional pursuit. Once a field matures or a need for 

a new and transformed raison d’être is felt by the scholars participating in in-depth research, some 

essential questions on the future conduct and scope of foresight of the field need to be asked. 
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Therefore, the author, based on the design thinking methodology has asked throughout the 

dissertation the essential questions of what marketing is? What the contemporary direction that 

traditional marketing has taken and if the community in the field is on the right path? And, what 

possible framework (s) would give traditional marketing a solid holistic foundation irresectable of 

industry or the cultural embeddedness of the field to cope with the converging and changing global 

societal needs. 

Asking the right questions and integrating the right meta-constructs and theories that guide the field 

towards the adequate and preferred states in the future is the essential crossroad of design, wherein 

marketing is well-suited to find itself and its raison d’être. In times of global disruptions and the rise 

of AI we as scholars of a holistic field of management and professionals have much to contribute to 

creating a shared value for the field, hence we should not be silent bystanders of the events that shape 

the future of our global societies, but moreover, we can navigate marketing to pivot towards 

converting to a societal transforming field by improving the human condition. Marketing has, thus, 

not inherited a robust and integrative logic of analyses beyond economics and psychology, wherein 

both fields have been under the sash of sales and growth and not the more embracive notions such as 

development and sustainability, where this gap could be fulfilled by a rapprochement with design. 

While both fields of economics and psychology were necessary and have contributed much to the 

advances within the field, however, the contemporary challenges are highly contradictory in their 

nature to be absorbed via demographic and geographic segmentation measures and seen via the linear 

lenses of pure economics of equilibria, thus leaving the notion of the design and configuration of the 

organization, that produces the products and services, totally out of the equation of the marketing 

activity to pure chance or assumed as universal given-ness (Vorhandenheit).  

In essence, marketing is the alignment of three concurrently jobs which give the field the embodiment 

of a foundation for coping with challenges that are complex, and which would require a designerly 

second-order intervention, whereof economics as a scientific Weltanschauung and as the ultimate 

normative assessment of the field is not capable. The author introduces an integrative path of Design 

(with a big D) (Archer, 1979) and brings robust sciences and organizational embodiments and 

diagnostic tools that would bring a fresh (intellectual) air into the managerial/marketing discourse 

and provide a robust foundation on applying holistic sciences as cybernetics that have the necessary 

requisite variety to deliver not a parental-dependability from these, but moreover to cultivate the self-

organizing forces and powers of the field to fill the gaps in meeting the vital forces marketing has to 

cope with. 
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These forces could mainly be distinguished between the rise of AI, a global consumer movement for 

sustainability, the design of adequate organizational responses within the dynamics of decreasing 

time-to-react-phases, and the lack of a theory that is expressed within this research for traditional 

marketing theory that has been left to an interpretation of its raison d’être from sciences based in 

computer sciences and AI. Marketing needs a marketing definition of designing value in the age of 

AI and thus also it needs to deliver the necessary ethics to achieve this objective.  

In alignment with the latest debates within marketing, especially Vargo and Lusch (2004a, 2004b; 

MacInnis, 2011; Yadav, 2010, 2020; Vargo and Koskela-Huotari, 2020), there has been much 

emphasis on the essential role of conceptual only and theoretical publications within marketing and 

that there is a vital lack of solid conceptual only indigenous contributions in marketing (Hunt, 2010). 

This research contributes towards mitigating this lack of theoretical contribution within the field 

against its current state, where marketing has become a theory-importing-only field (Hunt, 2020), 

hence the importance of theory-building is underemphasized in marketing doctoral education (Yadav, 

2020), where more room is given to empirical research. To additionally substantiate the author’s 

argument, below in Table 2, a list of the most cited marketing articles that are conceptually in nature 

are presented. 
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Table 2: Listing some solid examples of the impact of conceptual papers on marketing 

Author Article Journal 

Vargo, Stephen L. 
Paul P. Maglio and 
Melissa Archpru 
Akaka (2008) 

On value and value co-
creation: A service 
systems and service logic 
perspective 

European Management Journal 26, 145-152 
Most-cited article published in the European 
Management Journal in last five years 

Vargo, Stephen L. 
and Robert F. Lusch 
(2008) 

Service-Dominant Logic: 
Continuing the Evolution 

Journal of the Academy of Marketing 
Science 36, 1-10 
Most-cited article published in the Journal of 
the Academy of Marketing Science in last 
five years 

Vargo, Stephen L. 
and Robert F. Lusch 
(2008) 

From good to service(s): 
Divergences and 
convergences of logics 

Industrial Marketing Management 
Most-cited article published in Industrial 
Marketing Management in last five years 

Vargo, Stephen L. 
(2007) 

On A Theory of Markets 
and Marketing: From 
Positively Normative to 
Normatively Positive 

Australasian Marketing Journal 15 (1), 53-
60 
Most-cited article published in Australasian 
Marketing Journal in last five years 

Lusch, Robert F. 
Stephen L. Vargo 
and Matthew 
O’Brien (2007) 

Competing through 
service: Insights from 
service-dominant logic 

Journal of Retailing, 83(1), 2-18 
Most-cited article published in Journal 
of Retailing since 2007  

Lusch, Robert F. and 
Stephen L. 
Vargo (2006) 

Service-dominant logic: 
reactions, reflections and 
refinements 

Marketing Theory, 6(3), 281–288 
Most-cited article in the history of 
Marketing Theory 

 

Lusch, Robert F. 
Stephen L. 
Vargo and Alan J. 
Malter (2006) 

Marketing as Service-
Exchange: Taking a 
Leadership Role in 
Global Marketing 
Management 

Organizational Dynamics, 35(3), 264–278 
Most-cited article published in 
Organizational Dynamics in last five years 

Vargo, Stephen L. 
and Robert F. Lusch 
(2004) 

Evolving to a new 
dominant logic for 
marketing 

Journal of Marketing, 68 (January),1-17 
Most-cited article published in the Journal 
of Marketing since 2000 
Winner of AMA Maynard Award for Best 
Theoretical Contribution in Marketing 

Vargo, Stephen 
L. and Robert F. 
Lusch (2004) 

The Four Service 
Marketing Myths: 
Remnants of a Goods-
Based, Manufacturing 
Model 

Journal of Service Research, 6 (4), 324-335 
Seventh-most-cited article published in the 
history of the Journal of Service Research 
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While, typical doctoral students are not trained and taught in the art of writing conceptual articles, 

which are observed to be more difficult and riskier to write (Vargo and Koskela-Huotari, 2020b) and 

because of the lack of data, underpinning the findings, which contributes for conceptual articles to be 

without a template and thus, journal editors are often not very supportive of these articles, especially 

contributions that challenge the contemporary illusio held and who restrict the boundaries of 

contemporary thought within the field (Henseler, 2015). Furthermore, there is a general sense of 

unease by the editors and the reviewers to evaluate conceptual contributions with comfort (Vargo and 

Koskela-Huotari, 2020b). Furthermore, it is highly rigorous to incorporate sufficient authority by 

challenging the field, however conceptual and empirical articles are still not standing on equal 

footing. However, new emerging journals as the AMS review and the American Marketing 

Associations' conferences have delivered substantial support for encouraging publications of solid 

contributions to marketing through conceptual papers only contributions.  

Another welcoming aspect that is sensed generally within the publications in premier scientific outlets 

has been that general contributions from diverse fields are becoming mainstream, most importantly 

the role of different philosophical Weltanschauungs and levels of analysis that cover micro, meso, 

and macro contributions based on the paradigm-shifting phenomena. These developments have 

encouraged the author to take the risk of undertaking an in-depth analysis of diverse fields to enhance 

marketing thought within the challenging and complex era of today by critically reviewing the exiting 

theories and dominant ideologies and suggesting innovative possible worlds from the roam of design 

as a frontier culture of inquiry besides humanities and the sciences (Archer, 1968, 1979; Simon, 1969; 

Cross, 2006). Furthermore, the dissertation constructs on un-falsified models and frameworks 

(Ashby, 1958a; Conant and Ashby, 1970; Beer, 1972, 1981a; Schwaninger, 2009), which are 

incorporated from the sciences of cybernetics, complexity, and systems sciences and that are analyzed 

within the tradition of Ulrich (2001). The dissertation is a pursuit of delivering a foundation of a 

conceptual holism by walking within and through the major and guiding thoughts of diverse fields 

and for finding solutions to the problems marketing practitioners and scholars are contemporarily 

challenged by.  

MacInnis (2011) argues that conceptualization is “a process of abstract thinking involving the mental 

representation of an idea”, it is the sine qua non of thought (Vargo and Koskela-Huotari, 2020b), thus 

all scientific endeavours are results of model-based-management (Conant and Ashby, 1970; 

Schwaninger, 2009), hence mental representations and models are the focal points of scholarly 

contributions in marketing (Vargo and Lusch, 2004a). Therefore, the author’s contributions are based 
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on “design thinking” as the applied model-based-methodology within the dissertation and whereupon 

it is logically structured. 

Connecting the individual parts of the dissertation 

Following the intellectual dots of the dissertation, there are four key parts in this dissertation that 

display the structure and the outline of it. In Part I, the research background and the overall structure 

of the dissertation are briefly described and illustrated with tables and figures. The part discusses the 

objectives of the dissertation, identifies the research questions, as well as the design and methodology 

that has been used. In addition, it captures a summary of the content of the individual papers and parts 

of the dissertation. In the learning about the problem phase in Part II, the author has placed two papers 

consisting of a brief history description of design and bridging between phenomenology and 

pragmatism and designing a unified theory of the new market realities in cyber-physical design search 

spaces. These two papers help the reader learn, understand, and observe the problem that this 

dissertation attempts to solve. Furthermore, in Part III, another two papers are placed, which consist 

of defining and identifying the raison d'être of the field of marketing in the age of AI and other rapid 

technological developments. Whereas the second paper in this part identifies the next frontier of a 

new global consumption space. In Part IV, the author extends on the idea of bridging the field of 

marketing and AI by ideating a new typology of marketing from a Design Weltanschauung which 

serves as a guide for the future of marketing and how the field could cope with the current and future 

challenges of the age of disruption and AI. As we advance towards the provision of solutions, in Part 

V, the author presents a prototype design of an AI/marketing platform which he coins as Artificial 

General Marketing Intelligence (AGMI).  

Finally, in the testing phase in Part VI, the author has placed another two papers where he furtherly 

extends the platform of AGMI and advances it as a ubiquitous control system. An additional 

application of the author's models derived from this dissertation is applied in a specific industry which 

is briefly discussed and tested in the last paper. Part VII of this dissertation consists of a synopsis 

where all the research questions and contributions are addressed precisely. 
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PART II: UNDERSTAND/OBSERVE  

 “...we cannot represent anything connected to an object, unless we ourselves have made the 

connection, and among all representations the representation of a connection is the only one that is 

not given by the object, but can be achieved only by the subject itself because it is the result of its own 

activity” (Kant, 1787, B:130) quoted in (Glasersfeld, 1996). 

Understanding Design for the Purpose of this Dissertation 

Henseler (2015) and Henseler and Guerreiro (2020 (forthcoming)) have established a path giving 

direction of the cybernetics between design and marketing to be the pivot of a new field of research. 

This introductory foundation aims to answer Henseler’s call by giving an awareness to the design 

scholars that there is a lack of indigenous research framework within design and that the field would 

benefit from developing an intrinsically motivated self-relying foundation for extending scholarly 

contributions within design as parental-dependency on other fields may not be useful for design as an 

original field of inquiry (Henseler, 2015; Archer, 1979). As a researcher within the Department of 

Design, Production, and Management and at the Chair of Product-Market Relations the essential 

pursuits of the author have been to establish a bridge of rapprochement between both fields of design 

and marketing thus creating a whole in terms of mitigating the weakness of both fields by designing 

a converged model for both fields acting in concert (Henseler and Guerreiro, 2020 (forthcoming); 

Henseler, 2015). Another pivotal motivation of the author has been based on the departments raison 

d’être founded within the dimension of “integration” and “synthesis” (see Figure 2) as essential 

themes for design engineering research, hence the focal point at the department has been on 

understanding and improving the design process, by the holism of a functioning Weltanschauung of 

convergence that could be applied irrespective of the product (DMP). 

As Henseler and Guerreiro (2020 (forthcoming)) established the tension between design and 

marketing is most difficult to overcome, therefore the question of how the intersection looks like, 

which they have raised, has been put into the context of this research. To achieve this, an in-depth-

research into the fields of marketing (see appendix II) and design (included in this part of the 

dissertation) and the foundation of AI (see appendix I) has been conducted.  

At this part, the author has included two papers (the first introductory paper is a general introduction 

designed as a working paper on dimensions of DT, while paper 1 is a conceptual research paper) to 

establish DT as the methodology of the dissertation and also to give a philosophical introduction into 

the logic of design as also to serve as a solid foundation for this research. Hence, the introduction to 
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the field of design and DT establishes their logical heritage and explains all the necessary parts of the 

DT as a methodology for un-concealment of the possible-futures (sein-können) and of how marketing 

as an essential field of humanities (digital) could answer the essential calls of a civil society by a 

rapprochement with the field of design. 

For the reasons established so far it is advisable for marketing to apply DT as a logical methodology 

by aligning the many publications and research streams the author has conducted into a unified 

structure, thus thereby ensuring a solid red-thread for the dissertations and documenting the objectives 

achieved.   

Design as a Discipline Besides Humanities and Science  

The academic understanding of ‘design’ as a discipline emerged from the model of Archer (1968, 

1976, 1979) (see Figure 4), who argued for the introduction of the third area for education besides 

‘humanities’ and ‘science’. Previously, Simon (1969) had stated design as a paradigm of inquiry. 

Cross (2001, 1982, 2006), Schön (1983), and Romme (2003) then further developed this concept. 

Through this, a ‘designerly’ point of view in research and problem solving has been established 

(Dalsgaard, 2014). 

The purpose of an inquiry is to deliver a consensus and coordination for human activity on how to 

behave (Rorty, 1999). Thereby, the humanities approach predominantly concentrates on human 

expressions and values and focusing for example on history and philosophy, using natural language 

(reading and writing) as its language, but excludes the ‘making and doing’ aspect. The science 

approach uses notation (reckoning and figuring) as its language to achieve theories and theoretical 

knowledge but is therefore limited in its findings through the observations that are based on Archer 

(1979). This dimension is illustrated in Figure 4 below. Science can only state how things are and 

through this can only solve well-defined problems (Simon, 1969). In comparison to these two, design 

includes aspects that the former two inquiries left out, but not every aspect. Its language is modelling 

(wroughting and wrighting) and aims to create practical application (making and doing) of knowledge 

and meaning for artefacts (Archer, 1979). Design shows how things are preferred and could be and 

has an interdisciplinary approach for this (Simon, 1969), which creates the challenge of still being 

disciplinary while using interdisciplinarity (Cross, 2006). However, it is therefore able to solve 

complex and ill-defined problems (Schön, 1983). In this tradition, Krippendorff (2007) compares 

scientists with designers. According to him, scientists describe observed matters and causalities, while 

designers aim to cause something by themselves that is not observable yet.  
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Figure 4: Relationship between Humanities, Science and Design 
Source: Adapted from Archer (1979) 

Archer (1965) states: “Ways have had to be found to incorporate knowledge of ergonomics, 

cybernetics, marketing, and management science into design thinking. As with most technology, there 

has been a trend towards the adoption of a systems approach as distinct from an artefact approach”. 

This holistic observation constructs the design logic of connecting the publications produced here. 

Furthermore, this may also renew the debate on who used the term “design thinking” first, which still 

in literature is ill-defined to be credited to Rowe (1987), as the first scholar, who has christened the 

term “design thinking”, while the authors' in-depth research into the theme of design has discovered, 

that it was Archer (1965). Furthermore, the author’s finding also establishes that it was Archer, who 

coined the term and used the terminology “Design Science” in his doctoral dissertation (Archer, 1968, 

forward). Based on the evidence that the author has encountered during the process of research for 

this dissertation, the author can conclude that there are many similarities between the themes and 

directions touched upon, which are concurrently found in Simon (1969), to whom the above 

terminology and direction-and context-giving design foundation is associated and accredited. 

Additional themes that are common between both works are the notion of “complexity”, 

“cybernetics” and the logic of design as a Weltanschauung besides arts and sciences for professional 

fields and beyond are also traceable. Therefore, I can conclude that Simon must have been aware of 

Archer’s publications and work on design (Archer, 1965, 1968; Simon 1969). 

Design from a philosophical perspective 

As the previous paragraph established design as an own discipline, this paragraph further describes 

the philosophical roots of the thinking and reasoning mode beyond design and the logic of abduction. 
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However, first, the concept of abduction is treated within the next paragraph, while the philosophical 

direction of pragmatism is presented first for a better indulgence into the topic. Based on the author’s 

in-depth research from a philosophical point of view a brief philosophical introduction is given here 

so that the foundations required to understand and observe design from a methodological point of 

view are covered. The valued reader is kindly asked to expect a thorough and more complete 

treatment of the essential philosophical underpinnings and topics on design in paper 1 (The History 

of Design Thinking: From Pragmatism to Phenomenology) of the dissertation. Hence it is essential 

to establish here is that for the science of design the pure pragmatics Weltanschauung without an 

understanding of phenomenology and phenomenological research may not be sufficient for a solid 

designerly inquiry. Therefore, design is a field of inquiry, where the designer/scientist enters the roam 

of inquiry also used through-out the dissertation as the design-search-space, in contrast to a scientific 

inquiry, where the scientist does not enter the observer-independent reality of a “what is inquiry”. 

Therefore, the pages below give a basic introduction into a philosophical discourse of design, and the 

themes are discussed much in-depth in the second paper of the dissertation, where the author 

questions the very foundation of pragmatism, whereupon the contemporary logic of design (thinking) 

is based. 

A designerly inquiry is value-laden, thus it is a meaning-laden (re)search based on the dimension of 

the designer/scientist’s apperception to construct upon the intuitive and teleological pattern-finding 

and designing of the phenomenologically un-concealment states of  “a prioi knowing”, as Derrida 

asks “what comes before the question?” (McDonald and Derrida, 1982). Derrida explains, retention 

is not mere representation, hence it is a process that pertains to a more originally foundation of 

intentionality than the representative and objective one, to which also Husserl referred to as 

"Fungierende Intentionalität", (Husserl, 2013), thus, operative intentionality that operates 

"horizontally” in time and is the foundation of consciousness itself (Dastur, 2006). Such intentionality 

in design is the sense of designer/scientist’s apperception based on experience (Erfahrung) in the 

sense that it belongs to consciousness, but it is not purely objective. Design is about making things 

(Zuhandenheit) (Heidegger, 1927, 1954, 1977).  

To treat design and DT adequately for the purpose of this research and also to enhance the logic of 

design, in terms of the functionality of the artefacts and the consequences thereof and less on the 

phenomenology of artefact’s notion of how it is un-concealed, the first paper in the dissertation 

establishes the adequate setting for design thinkers to also include phenomenology as a broader 

foundation of pragmatism. This means Heidegger (1927, 1977), with his project of understanding 

Vorhandenheit as a precipitate of the more “primordial” Zuhandenheit is a beaten track, whereby the 



 

45 

 

classical pragmatist as Peirce, James and Dewey could be expanded by the foundational pragmatists 

(Brandom, 2013a). Therefore, the author has examined many concepts by the pragmatist-

phenomenological logic of especially the theory-practice relationship, the situatedness of the designer 

in the design-meaning-search-spaces, the notions of emergence and interaction in design, the 

institutional logic of preservation and transformation of the raison d’être, and the technological 

advancement (AI) and experience innovation (cyber-physical realities) (Dalsgaard, 2014).  

Pragmatism is a school of thought in general that assumes, that the meaning of thoughts is determined 

by the consequences and impacts it might result in. Those potential and expected events drive what 

is referred to as truth. Additionally, pragmatists accept that human knowledge is fallible (Dalsgaard, 

2014). Thus, fallibilism was Peirce's intellectual evolutionism, wherein his views on the logic of 

relations, on the nature of realism, and thirdness, on the theory of thought and mind, and 

progressivism in science, were introduced (Peirce, 1877; Margolis, 1998).  

Historically speaking, pragmatism goes back to the works of Peirce (1877, 1878) and got popular by 

James (1898) through his lecture “Philosophical conceptions and practical result”, which he credited 

to Peirce. Later, pragmatism was particularly influenced by the works of Dewey and Mead, and 

different directions emerged. The similarity with design lies in the way of how problems and concerns 

are understood: The clear articulation of them and reflection regarding potential consequences of an 

action are shared by both (Dalsgaard, 2014). How in addition the underlying reasoning logic of design 

was influenced by a Peirceian logic of abduction, is illustrated below. 

Abduction, the reasoning logic of design  

The previous paragraph has shown how design and pragmatism reflect each other. From this derives 

the logical foundation of design reasoning. Besides having its roots in the ancient philosophy, 

especially Aristoteles, nowadays Pierce is credited to reintroduce the term ‘abduction’ as a category 

of logic into the discourse of the philosophy of science. According to Fann (1970), abduction is the 

essence of Pierce´s pragmatism. Together with induction and deduction, abduction builds the three 

reasoning patterns for design (Dorst, 2011): 

 Deduction is about “what should be” (Dunne and Martin, 2006) and “explicates and proves 

that something must be” (Fann, 1970). 

 Induction is about “what is” (Dunne and Martin, 2006) and “evaluates and shows that 

something actually is operative” (Fann, 1970). 

 Abduction is about “what might be” (Dunne and Martin, 2006) and “suggest that something 

may be” (Fann, 1970).  
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Therefore, abduction is the only logical reasoning on which new ideas can be generated, while the 

other two logics only describe already existing relations (Fann, 1970). Table 3 shows the relationship 

of deduction, induction, and abduction in a structured manner:  

Table 3: Displaying the Three Patterns of Logic 

Source: Own table based on Roozenburg and Eekels (1995) and Dorst (2011) 

 

The general formula on which the three logical patterns are based is always similar: A Thing (e.g. an 

object or player) creates an outcome through a Working Principle. For deduction and induction, this 

is an observed Result, for abduction the Result is an aspired Value because design is about value 

creation. In the case of deduction, the Result is unknown, but as the Thing and the Working Principle 

are known, the Result is predictable. For induction, the Working Principle is missing but can be 

assessed because the Thing and the Result are known.  

Table 3 illustrates those relations, with three question marks representing the missing parts of the 

equation.  In his paper, Dorst (2011) explains deduction and induction by the example of the 

movement of stars in the sky from the earth´s perspective. Here, the star is the Thing and the natural 

laws the Working Principle. Deduction describes the case when the star and the underlying laws of 

physics are known, therefore its movement in the sky can be predicted. Induction describes the 

situation when the star and its movement are observed, and from this the underlying natural laws are 

determined. 

However, deduction and induction have both in common that the Thing is known. Abduction is 

different. The aim of the abduction logic is not justification (deduction) or discovery (induction), but 

value creation. One can distinguish between two types, abduction 1 and 2 (Dorst, 2011). In the case 

of abduction 1, the Working Principle is known and therefore equal to common (closed) problem-

solving. Abduction 2 is about complex problem solving, where the Thing as well as the Working 

Principle are unknown (open problem solving). The challenge is to find the right Thing that creates 

the aspired Value in combination with the right Working Principle, hence, ‘design reasoning’ with its 

many modes of implementation (Dorst, 2011). One is the collection of many random proposals for 

the Thing and the Working Principle, and then looking for a “satisficing” realization (Simon, 1969). 
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Another one is the use of frames (Schön, 1983) to find potential solutions for the Thing and the 

Working Principle (Dorst, 2011). 

The more complex a problem is, the more complex and longer the process of finding the appropriate 

frames is (Ashby, 1956). Experienced designers, however, explore the broader problem context first 

and then combine induction with deduction in abduction logic to find adequate solutions, which is 

similar to the DT approach (Dunne and Martin, 2006; Dorst, 2011), as illustrated in Figure 5. Both 

abduction-based approaches have in common their iterative character of designerly heuristics and 

hermeneutics.  

 

Figure 5: Describing the Essential Cycle of Design Thinking 
Source: Own Illustration adapted from Dunne and Martin (2006) 

An embodiment of the three concepts of logic into one coherent framework that should function as a 

reasoning template for design thinkers is illustrated in Figure 5 (Roozenburg and Eekels, 1995). Based 

on the dimensions covered, the author bridges the philosophical and logical basis of design, which is 

abduction, with its current practical application in problem-solving, known as the DT methodology.  

Design thinking, the managerial application of design 

Similar to the design discipline the development in the scholarly discourse from design science to DT 

cannot be seen as straight and clear. There exist different directions, definitions, and interpretations 

of what DT is and how it evolves from design, which makes it difficult to differentiate between design 

and DT contents and streams of intellectual ideas. However, there are also some major agreements 

and similarities that are shared among many scholars in this research area. For this reason, the 

following paragraphs first provide an overview of the development of DT and its different directions 

based on some of the most common publications in DT research. After that, the commonalities and 

Generate Ideas 
(Abduction)

Test

Generalize
(Induction)

Predict 
Consequences
(Deduction)
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the overall agreements of the underlying DT characteristics are presented. Those are reflected in the 

DT process and DT tools, the practical side of DT, which are described and evaluated based on the 

literature to have a basis for the later model development of the Design Weltanschauung. This 

structure follows the argumentation of Brenner and Uebernickel (2016), who describe DT as a 

combination of a mindset, a process, and a toolbox concurrently. Finally, this paragraph makes an 

excursion to the application of DT in practice and education to present a picture of the current 

situation and the relevance of DT as well as connections to other disciplines (marketing). Based on 

in-depth research and analysis of the main themes in design and DT, the author has distinguished the 

streams of research into five categories as Figure 6 below highlights. Furthermore, to establish that 

DT not only suits conceptual-theoretically but moreover, also empirically as an adequate 

methodology for research and as powerful diagnostic dimensions in terms of the hermeneutical 

iteration of a feedback orienting thinking and acting, these essential publications are analyzed to see, 

where the main focus within research and publications on design is topologically located. Therefore, 

Figure 7 below highlights this topological concentration, which is broadly located within design in 

management, thus DT and design in education and science.  

 
Figure 6: Describing the Pillars of Design (Thinking) 
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Figure 7: Illustrating the Topological Concentration of the Essential Publications in Design (Thinking) 

The finding based on the analyses conducted within the design literature validates the author’s choice 

of applying DT as the core methodology of a design and marketing rapprochement.   

Directions in design and design thinking  

As already established the foundations of DT and design science originate from Archer (1965, 1968), 

while within the main literature streams they are accredited to Rowe (1987) and Simon (1969). 

However, the first book on the topic that institutionalized the framework on DT can be traced back 

to the late 1980s and early 1990s, deriving from the design discipline, while the terminology and 

logical apperception of DT must be accredited to Archer (1965). The first conferences on DT took 

place, followed by the rapid development of DT in the mid-2000s, here especially in the last years of 

the millennium (Johansson‐Sköldberg et al., 2013; Hassi and Laakso, 2011; Kimbell, 2011; Dorst, 

2011). Figure 8 shows a timeline of this development, differentiating between a design-driven and a 

management-driven discourse of the evolution of design. 
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Figure 8:  Illustrating the Historical Roots of Design Thinking 

To this day, scholars have found different definitions and models for DT, but an agreed definition is 

still missing within the scientific community (Hassi and Laakso, 2011). Sometimes the terms design 

and DT are overlapping due to their close relation. To receive an overview of the discourse in the DT 

areas, some examples of definitions and interpretations are presented in the following.  

Johansson‐Sköldberg et al. (2013) already did pathfinding research in the area of defining DT by 

analyzing the publications about this topic, whose results unite with the findings of other researchers, 
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e.g. Kimbell (2011). Therefore, they first differentiated between the terms ‘designerly thinking’ as 

already used by Cross (1982, 2006), and „DT“. According to Johansson‐Sköldberg et al. (2013), 

designerly thinking is the academic reflection of design practice, linking “theory and practice from a 

design perspective”, while DT is a simplified and popularized version of the notion “with people 

without a scholarly background in design”, making the thinking and methods of designers available 

for other disciplines, especially management. Furthermore, they identified five sub-discourses for the 

academic discourse of design and designerly thinking:  

1. For Simon (1969), designerly thinking is the creation of artefacts. With a background in 

cognition and decision-making theory, he defined design as “the transformation of existing 

conditions into preferred ones” (Simon, 1996).  

2. Schön (1983) focuses less on the result (artefact), but more on its development process in terms 

of continuous reflection about creation and its improvement, which he called ‘reflexive practice’ 

and recommends especially for managers.  

3. Buchanan (1992), putting problem-solving as the core of his definition, sees designerly thinking 

as the solution to deal with ‘wicked problems’, which according to Rittel and Webber (1973) 

are problems with a high degree of complexity and diffuseness. Solutions for them require a 

deep understanding and a high level of creativity or they are even impossible to solve.  

4. Lawson (2006) and Cross (2011b, 2006) see designerly thinking as “a practice-based activity 

and way of reasoning/ making sense of things” (Johansson‐Sköldberg et al., 2013). According 

to Cross (2011b), “Design thinking is the core creative process for any designer”. Their research 

is based on observations from practice rather than philosophical theory.  

5. Krippendorff (2007), however, defines designerly thinking as the creation of meaning instead 

of artefacts, focusing more on the intention of an object as on the object itself as was observed 

by Simon (1969). Meaning is thus, the value that an object has for its user or customer as 

products are a medium of transmitting self-actualizing semantics for the users in a recursive 

dimension of a co-evolving reality. Examples from practice for this are Nintendo´s Wii or the 

first iPhone of Apple, both innovative products with a radically new user experience (Verganti, 

2009; Thomke and Feinberg, 2012). 

For the management discourse of DT three different interpretations could be identified (Johansson‐

Sköldberg et al., 2013):  

1. The company IDEO is often seen as the first firm using design to establish a special working 

process to create innovations. The design company developed a human-centred approach that 

includes prototyping as well as iterations. First applied to the development of innovative 



 

52 

 

products, the company later also created solutions for whole organizations (Kelley and Littman, 

2001, 2005; Brown, 2008). For example, IDEO assisted Cineplanet, a cinema chain in Peru, 

with redesigning its customer experience by implementing the IDEO´s approach within the 

company to maintain competitiveness and to prepare the chain for the future (Buell and Otazo, 

2014). 

2. Martin and Martin (2009) and Dunne and Martin (2006) define DT as the application of “…the 

way designers think”, which is a combination of deduction, induction, and abduction, to solve 

organizational problems in management. For this, they recommend a project-based working 

mode, forming different teams for different purposes, which makes collaboration and 

interdisciplinarity essential success factors. Through this design becomes a critical component 

not only for products but for whole businesses. 

3. Boland and Collopy (2004) represent an interpretation of DT as an aspect of management theory. 

It is similar to the interpretation of Dunne and Martin (2006), namely putting a focus on the 

cognitive behaviour of designers instead of their work processes as IDEO does it. But for them, 

DT is located on the academic side of management and not on the practical.  

Besides the above-mentioned framework, many scholars within the design research space have found 

additional definitions and frameworks for DT: Kimbell (2011), similar to Johansson‐Sköldberg et al. 

(2013), created a framework where she distinguishes DT as: 

1. a cognitive style 

2. a general theory of design, and 

3. as an organizational resource, based on DT publications.  

Rowe (1987) defines design as a “fundamental means of inquiry by which man realizes and gives 

shape to ideas of dwelling and settlement. Furthermore, design is a practical form of inquiry insofar 

as it is concerned with making and a certain commonplace usefulness…” and DT as the practical 

application of it. Dorst (2011) explains DT “as an exciting new paradigm for dealing with problems 

in many professions, most notably Information Technology (IT) (…) and business ...”. In their paper 

Razzouk and Shute (2012) state that DT is “an analytical and creative process that engages a person 

in opportunities to experiment, create and prototype model, gather feedback and redesign”. 

This paragraph shows the different definitions and frameworks that exist among DT researchers. 

Potential conflicts exist for example between theory- and practice-based definitions, whether DT is 

object-focused (Simon, 1969) or intention-focused (Schön, Krippendorff), or if DT orientates rather 

on tools or mindsets and cognition. In addition, Dorst (2011) even argues that this variety of 
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understandings is beneficial for the research community and captures the multiperspective of DT as 

a field of inquiry, otherwise, an oversimplification of DT would have negative consequences for a 

research area dealing with complexity as it is the essence of this dissertation. Other empirical studies 

also confirm the variety of definitions and applications within DT, theoretical as well as in practice 

(Blizzard et al., 2015; Carlgren et al., 2016; Schmiedgen et al., 2015). However, some similarities 

can be extracted, especially regarding the underlying core characteristics. Both built the basis for the 

DT processes and the tools associated with it. 

Mindset and core characteristics of design thinking 

As mentioned above, this paragraph aims to connect the previous definitions and interpretations from 

literature about what DT is, especially the theoretical and cognitive aspects to capture the underlying 

attributes that drive DT and to assess on which elements the DT mindsets are based on. Thus, this 

paragraph builds the basis for the following paragraphs about the process and tools of DT and to have 

an overview about the attributes when in the following, the requirements of the DT perspective for 

the new model are evaluated. For this purpose, the most common attributes, characteristics, and 

mindsets are clustered and summarized into eight categories based on the findings from several 

publications. Some scholars found clusters that disagree with the categorization of other researchers; 

therefore, the author creates its own framework. This does not claim for conclusive completeness but 

is necessary considering the multiple interpretations and statements in various publications.  

Interdisciplinarity and collaboration in project-based teams  

Multi-, cross- and interdisciplinarity are the first characteristics of this cluster. For simplification, 

only the term “interdisciplinarity” is used in the following. Interdisciplinary teams are made of people 

with different backgrounds, skills, traits, and experiences. In contrast to homogenous teams, the 

discussions and results of such team sessions are often more creative and innovative, but the decision 

process can take longer due to the sharing of knowledge and perspectives and a higher level of critical 

questioning (Fleming et al., 2007). Interdisciplinarity does not only refer to the job and professional 

knowledge on a special field but age, gender, social and cultural background. Therefore, diversity 

must also be mentioned here as well, which goes much further than just a combination of different 

categories but can change the group dynamics (Lau and Murnighan, 1998). For practice, this could 

mean involving external customers in a development process, or suppliers, scientists, etc. In this 

context, Dunne and Martin (2006) assess project-based working as an essential characteristic of DT. 

For a specific purpose, an interdisciplinary team is composed. For this teamwork approach, strong 

collaboration is essential, which requires empathy and in general communication and other social 
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skills from all team members, as diversity and the work with strangers brings in some difficulties. 

The teamwork focus does also mean that decisions are made commonly within the group, hierarchies 

are suspended and influence from outside are rather unwanted to strengthen the cohesion and co-

creation within the group as well as self-determination and empowerment (Owen, 2007; Schweitzer 

et al., 2016; Dosi et al., 2018). 

The interdisciplinary character of DT is also reflected in the origins of the design discipline and the 

different backgrounds of DT scholars. Beside architecture (e.g. Lawson, Cross) and product design 

(e.g. IDEO), also management (e.g. Boland) and philosophy (e.g. Krippendorff) are represented 

among researchers and contribute to the scientific discourse in DT (Johansson‐Sköldberg et al., 

2013).  

Creative thinking 

Thinking is the next cluster. It includes the ability to think creatively, differently, and analytically to 

overcome problems and to find new solutions. On the one hand, seen as a result of the DT process, it 

is also assessed as a critical component of it. Thereby, the interdisciplinary teamwork approach is 

considered to be another enabler for creative thinking as well as visualization, the flexible space 

concept, and openness (Dosi et al., 2018; Schweitzer et al., 2016). Dunne and Martin (2006) assess 

creativity as a result of integrative thinking, a term typically associated with designers and achieved 

by abductive thinking. The aspect of creativity is especially reflected in the definitions of Razzouk 

and Shute (2012) and Cross (2011b). Brenner and Uebernickel (2016) stress this aspect as a 

“combining of divergent and convergent thinking”.  

Human centricity and involvement of people, users and customers 

The human-centred focus is maybe one of the key characteristics of DT. It refers to the involvement 

of people in general, the (potential) users, and customers that benefit from a solution or product. 

Thereby, two dimensions are meant: The first one is that is must be people that come up with creative 

ideas and solutions, and second that those ideas and solutions are developed for people, a fact that 

Brenner and Uebernickel (2016) refer to as “Innovation is made by humans for humans”. For this, it 

is essential to understand the behaviours, values, and needs of a target group and how a potential 

solution will affect these. It is not enough to just ask the users what they want, but the designer must 

find out what they need. Customer co-creation through interaction is a key element of this, to ensure 

a solution is beneficial (Owen, 2007; Razzouk and Shute, 2012; Dosi et al., 2018). 
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Holism and handling of wicked and complex problems 

The aspect of DT as a problem-solving tool is mainly based on Buchanan (1992), who assesses DT 

as the solution for wicked problems as Rittel and Webber (1973) defined them. How DT tools and 

prototyping can support coping with wicked problems is further analysed in Thienen et al. (2014) and 

Jobst and Meinel (2014). A wicked problem has the characteristics displayed in Figure 9: 

 

Figure 9:  Displaying the Characteristics of Wicked Problems 
Source:  Own Illustration derived from Rittel and Webber (197, pp 161ff.) 

Other researchers see a special characteristic of DT in a holistic exploration, (re)framing and 

challenging of a complex problem first before working on its solution, to ensure the problem itself is 

correctly understand and all dimensions and influencing factors are recognized. In addition, design 

thinkers must be able to deal with ambiguity, uncertainty, and risks that derive from the complex 

nature of the problems (Dosi et al., 2018; Carlgren et al., 2016). 

Solution orientation, openness for new perspectives and learning 

This cluster is closely related to the one before. The holistic exploration requires a general openness 

to the unknown and new perspective as well as a willingness to learn. Learning refers here to the 

gaining of new knowledge and to the making of experiencing and mistakes. On the other hand, the 

focus on the problem and its solution should not be too wide to not get lost. Finding the right balance 

in this conflict is key for a successful design (Schweitzer et al., 2016; Carlgren et al., 2016).  

1 There is no definite formulation of a WP.

2 WPs have no stopping rule.

3 Solutions to wicked problems are not true or false, but good or bad.

4 There is no ultimate test of a solution to a WP.

5 Every solution to a wicked problem is a “one-shot operation”.

6 WPs do not have an enumerable set of potential solutions.

7 Every wicked problem is essential unique.

8 Every wicked problem can be considered to be a symptom of another problem.

9 The existence of a discrepancy representing a wicked problem can be explained in numerous ways. 

10 The planner has no right to be wrong.
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Visualization 

The ability of design thinkers to work visually and to express ideas via visualization is a critical 

component as it helps to bring a common view to a matter that otherwise everyone would have 

interpreted differently. Therefore, it prevents misunderstandings during the design process and 

enables to take in other perspectives (Owen, 2007; Razzouk and Shute, 2012). 

Flexible space and room concept 

To provide design thinkers with the optimal conditions to act based on the previously defined 

characteristics, a special room and physical space concept is necessary and therefore a key aspect of 

DT. It has to be modern, open, and flexible in terms of mobility of the single components to meet the 

requirements. Furniture and material are for example room dividers, (bar) tables, work surfaces, 

whiteboards, pin-boards, flip charts, sticky notes, modelling clay, LEGO (LEGO, 2020), paper in 

different forms, and colours, cotton, etc. Some so-called “design labs” also provide rooms for group 

works of various sizes and technical devices, and space for socializing and relaxing, e.g. the SMU-X 

lab at the Singapore Management University (Singapore Management University, 2020). The concept 

aims to break traditional structures in teams and enable the members to visualize and prototype. At 

the same time, the people should feel comfortable and the space must be variable to be used in various 

situations that emerge from the complexity that DT deals with (Brenner and Uebernickel, 2016; 

Weinberg et al., 2014). 

Experimental prototyping and modelling, feedback and choice 

Prototyping is another core characteristic of DT. It means to model and test potential ideas, concepts, 

products, etc. that may be a part of or are the final solution. This gives design thinkers the ability to 

make experiences, to assess risks, and make errors to eliminate them at an early stage. The 

understanding that making mistakes is human and necessary is a core trait here. Through the iterative 

testing, feedback is provided, e.g. by the test users. If a prototype does not fulfil the requirement, 

especially regarding the wished value/ need/ meaning, it can be improved or dismissed, similar to the 

frame concept of Dorst (2011). The designers have the choice to choose between the prototypes that 

offer the best result (Brenner and Uebernickel, 2016; Dosi et al., 2018; Schweitzer et al., 2016).  

In general, the attributes are interrelated and based on each other within the DT process. Together, 

they lay down the normative foundation for the practical side of DT, the process and the tools.  
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Design Thinking Process 

This paragraph aims to show how the previously identified characteristics of the DT are interrelated 

and correspond with each other. As already mentioned, they can be seen as the underlying theoretical 

mindset, which is transformed into practice and applied via a framework for the DT process. This 

unique combination of the characteristics is one of the core competencies of DT (Brenner and 

Uebernickel, 2016). As it was already the case for the definitions and characteristics of DT and 

following the nature of DT as Dorst (2011) stated, there is no overall acknowledged definition for a 

design process as well. Many researchers and practitioners developed their own frameworks, which 

often share basic similarities, but set focus on different aspects. One example is the process that Dorst 

(2011) described as creating frames for successful abductive reasoning. Others for example are the 

processes described by Lawson (2006), Cross (2011b), Razzouk and Shute (2012), or IDEO (Brown, 

2008). They all share most of the identified clusters from the previous paragraph and only difference 

in details. The same applies to another DT process, developed by the Hasso Plattner Institute (HPI) 

at the University of Potsdam (cf. figure 11). It is similar to the process developed by the d.School of 

Stanford University (cf. figure 10), resulting from the close cooperation of both institutes (Meinel et 

al., 2015; Koch et al., 2016). Comparing both processes, the main difference is the introduction of an 

additional “observe” phase in the HPI´s process. For the d.School, observing is included in the first 

“emphasize” step. Because the HPI and its process are more popular among German scholars, it is 

explained in the following as a typical example of a DT process.  

However, the author has applied the enhanced model of a mix of the d.School and of the HPI, because 

I have seen an adequate difference between the notions of “understand” and “observe” in comparison 

to “empathize”. I have already constructed Derrida’s foundational premise of the notion of question 

and especially on the apperceptive direction of the inquiry. This was also the reason for including 

PAPER 1: THE HISTORY OF DESIGN THINKING: FROM PRAGMATISM TO 

PHENOMENOLOGY within the publications chosen for the dissertation as already stated, thus, to 

understand the broader implications of DT seen form a phenomenological-pragmatic lens. 
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Figure 10:  Illustrating the Design Thinking Process of the Stanford d.School Methodology of Research 
Source:  Adapted from HPI Academy (2020) 

This illustration of the HPI process shows besides the process itself how the stages are interrelated 

and where iterations take place. Additionally, the dashed lines represent the underlying thinking 

modes. The first three stages are about learning and getting in touch with the problem, while others 

focus on creating solutions. Thereby, first, it is the aim to generate new and different content and seek 

new perspectives via divergent thinking, and then evaluate these alternatives and focus on the best 

ones via convergent thinking.  

The dashed- lines, which construct the double diamond as illustrated in Figure 9 and Figure 11 are 

the visualizations of the intertwined-ness of the “design and meaning search spaces” within the design 

thinking process. The DT model applied here distinguishes in terms of 1) the problem space from 2) 

the solution space. This intertwined-ness is a necessary condition for the dissertation as the papers 

are written based on the converging and inferred logic of the problem-space that expands from the 

d.School’s model of DT and which includes 3 phases as 1) understand; b) observe and; define, while 

the second diamond consists of the solution space, which includes the phases 4) ideate; 5) prototype; 

and 6) test. 

In both design search and meaning spaces, new insights and designerly options are created in terms 

of divergent thinking and these ideas are in additional phases praised and assessed by the dimension 

of convergent thinking. 

To understand the DT model more in-depth, an introduction at this part of the dissertation is 

necessary. However, I would return to this theme and subject matter in the first paper of the 

dissertation. While, the treatment of the topic differs there, (see PAPER 1: THE HISTORY OF 

DESIGN THINKING: FROM PRAGMATISM TO PHENOMENOLOGY) I extend the logical 

boundaries of DT from pragmatism to phenomenology as a necessary condition for applying DT 

EMPATHIZE

DEFINE

IDEATE

PROTOTYPE

TEST
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within the philosophical, scientific, and institutional tradition of a managerial and entrepreneurial 

foundation. Above all to see design as a third way of human knowing (Archer, 1979) within the 

essence of a cybernetics and constructionist dimension of reflective practise (Schön, 1983) to which 

the foundations of pragmatism as the sole logic of design has come short. 

 

Figure 11:  Establishing the Design Thinking Process of the HPI as the Methodology of the Dissertation 
Source:  Adapted from Plattner et al. (2009) and Tschepe (2017) 

The pages below are describing the diverse phases of DT in a cohesive and structured manner: 

Understand 

In this phase, it is the core aim to get introduced into the problem situation and its context to become 

familiar with it. Design Thinkers develop an objective and nonjudgmental understanding here and 

catch all aspects that drive the complexity of the underlying problem. This deep dive should prevent 

misunderstandings and lays the basis for solution orientation at a later stage. For this, communication 

and knowledge transfer within the team is essential to ensure every member is on the same page. The 

interdisciplinary character of the team helps to take in different perspectives, in this stage as well as 

in the others. The phase is mainly performed through collecting information and getting in contact 

with the target group, e.g. through interviews, as well as using for example visualization techniques 
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to improve the communication within the team. Those results must be saved in a structured manner 

to make use of them in the “define” stage (Plattner et al., 2009).  

Observe 

This stage shares a similar aim with “understanding” and is even included in it in the process of the 

‘d.School’. In contrast, in the HPI process, it is the objective not to explore the problem itself, but the 

target group related to it, meaning the customers, users, etc. Developing understanding and empathy 

for their core physical and emotional needs, values, and thinking as well as behaviour should be the 

result. Thereby, the difficulties lay in the subjectivity of human perception that may cloud the 

observations: Things that people tell and observe might be different than the things people actually 

do, and this might cover the true insights. Therefore, the Design Thinker needs to conduct the 

observing and research carefully and in-depth and be aware of these risks that they do not distort the 

result. Interviews, observations, or shadowing are examples of how this stage can be performed. Here 

again, visualization and intensive exchange within the group helps to recognize errors and to ensure 

the basis for the people centricity of the whole DT process is laid down correctly. With these results, 

the findings of the understanding phase may be overworked again (Plattner et al., 2009; Köppen and 

Meinel, 2015).  

Define 

The overall objective of the “define” stage is to synthesize the findings from the two previous stages 

and to create a basis for the next three stages. Often, a prioritization must be conducted for this 

purpose. The underlying thinking mode for this is the converging mode. It brings clarity and focus 

into the found data and should make sense of this information. The result should be a precise problem 

statement that reflects the identified challenges and aspects of the problem and the user's point-of-

view from the previous stages (Plattner et al., 2009).  

Ideate 

For the ideation, the thinking mode changes to divergent again. This phase aims to generate a wide 

range of creative ideas for potential solutions. Quantity is more important here than quality. The team 

should later have the option to select and not to picking an allegedly “best” solution because it is the 

task for the following stages to select which ideas better fit for the problem. The key challenge is to 

find innovative and creative ideas and not to choose the most obvious one. Thereby, interdisciplinarity 

helps by offering new perspectives to other areas. When the team has brainstormed a set of ideas, it 
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is sometimes recommendable to cluster them first before proceeding. With this, the team then has 

laid down a basis for the prototyping (Plattner et al., 2009). 

Prototype 

The prototyping should transform the ideas into practice. It can be physical objects, activities, etc., 

something the team and users can interact with. The aim is to test the functionality of ideas and to 

learn from new challenges and errors, that occur while transferring them into reality. The faster and 

cheaper a prototype is the better because risks and potential for optimization should be discovered as 

early as possible. The vision a prototype shows should be provided to teammates and users. In DT 

workshops, often the usage of simple materials fulfils this purpose. For these reasons, prototyping is 

closely intertwined with the testing phase, and both pass through multiple iterations (Plattner et al., 

2009; Dow and Klemmer, 2011; Jobst and Meinel, 2014; Liedtka and Ogilvie, 2011). 

Test 

The testing phase aims to receive feedback about the prototypes, from the other team members but 

more important from the users. Based on that, the prototypes can be adjusted or eliminated if they do 

not meet the expectations and do not create the required user experience. The tests also offer the 

possibility for the developer to get additional insights about the target group by being in contact again, 

e.g. asking them what they like/dislike about the prototype when interacting with it. For this purpose, 

further developed prototypes that already passed through some iterations can be tested live by the 

users in a real context. In general, is it recommendable not to tell the tester too much in advance, but 

asking for its experiences while testing, according to the “show and do not tell” principle. With that 

being done, in the end, only a few prototypes should be left that are transformed into a final optimal 

solution that fits as well to the central problem as to the needs of the user (Plattner et al., 2009).  

While some DT characteristics are reflected in all stages of the process, some are of special 

importance for a certain phase. “Understand” is all about getting into the complexity of a problem 

with all its dimensions to receive a holistic picture, while “observe” concentrates on the people. In 

the “ideate” phase, creativity and abductive thinking are essential while “prototype” and “test” focus 

on experimenting, learning, and feedback. On the other hand, the flexible space, interdisciplinarity, 

visualization, and openness are characteristics that contribute to every single phase, not only in the 

process of the HPI but also in other DT process.  

Paper 1 will extend the dimension discussed so far and introduce a philosophic/cybernetics’ treatise 

of design, DT, its logic, and the possible futures.
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PAPER 1: THE HISTORY OF DESIGN THINKING: FROM PRAGMATISM 

TO PHENOMENOLOGY 

Co-authored with S. Topp and J. Henseler.  

History of the paper 

This research is embedded within the (pre-)understanding first pillar of the DT methodology. The 

paper paves the way for a historical foundation of design and design thinking. It establishes the 

essential bridge between phenomenology and pragmatism for DT as the dimensions of experience 

and meaning epistemology, whereupon the semantics of the artefacts are based, and which cannot be 

explained based on pure pragmatism. The designer enters the design-search-space by stipulating the 

value-laden logic of a “how can” postulation in terms of a ubiquitous reflective practice. Thus, the 

paper connects phenomenology and pragmatism in terms of a broader pragmatism, which would 

establish a better logical ground for DT to flourish.  

The paper was primarily written to enhance the logic of design, design thinking, and organizational 

theory founded within the holistic Weltanschauung of cybernetics. Thus, to underpin the pragmatic 

philosophical foundation, whereupon design as the third pillar of human knowing and education and 

especially as substantiated by Simon (1969) as the science of the artificial, which resides within the 

logic of the practice of management. Management is better served to embrace design and cybernetics 

as the foundational sciences, thus, to bridge the unity of perception between an organization as an 

artefact that produces artefacts in use by a circular causality of a viable and productive social system 

it embodies. The paper extends the logic of design thinking especially by the integration of 

phenomenological philosophy within the pragmatic Weltanschauung of inquiry. The paper was 

written between 2018 and 2019 and was accepted and presented at “Martin Heidegger – Being and 

Time - Summer School/Conference” in Meßkirch Germany between 06-13 July 2019. The concept 

of the paper was further developed as a part of the R&D project (Excellence) with experts in the field 

of Heidegger studies “Dynamics of Care and the Uncanny. Figures of the Uncanny in the 

Contemporary Phenomenological Debate and the Possibilities of a Philosophical Orientation. 

Theoretical and Methodological Configuration” (FFI2017-88770-P), sponsored by the Ministry of 

Science, Innovation, and Universities of the Kingdom of Spain and the Universidad de Sevilla, which 

took place at Martin Heidegger Archives. This paper is submitted to the Journal of Design Research 

for publication.  
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Abstract  

The paper extends the perspective in the literature of design thinking from a contextual, philosophical 

and historic perspective and integrates additional essential scientific contributions to the field. As 

design thinking is founded within the logical Weltanschauung of pragmatism, a brief history of 

pragmatism is described. Furthermore, we suggest that a synergy between pragmatism and 

phenomenology as foundational philosophical bridges for design thinking is necessary to contribute 

to the field for more fruitful research and practical contributions. The novelty of the paper is the 

extended view of pragmatism based on phenomenological research, which has rarely been applied to 

design thinking and therefore it opens new pathways for designers to enrich their theoretical and 

managerial mindsets from a holistic and extended lens.  

Keywords: Design Thinking, Pragmatism, Design Research, Phenomenology 

Introduction 

Design thinking (DT) and its development, founded in the tradition of practicalism and pragmatism 

(James, 1898), can profit much from self-reflection, not only with regards to explaining to new 

pragmatists the notion of what DT is classically known for in terms of the consequences of their ideas 

and beliefs but moreover from the construction of beliefs, which “…. distinguishes doubt from belief 

hence, there is a practical difference. Our beliefs guide our desires and shape our actions” (Peirce, 

1877). Thus, as a synergic whole, the term DT can be used as the embodiment of an idea, belief, 

action and the emerging consequences thereof. 

Design, however, as a method of inquiry is holistic and unifies the abovementioned themes in terms 

of a declarative logic and truth of being concerned with what ought to be (Simon, 1969) concerning 

a postulated artefact that needs to be unconcealed (entborgen). The design truth is different than the 

scientific truth. Science requires a truth of what-is-out-there, finding relations and causalities of 

existing phenome-non in an abstract form. Design, on the other hand, is interested in what ought to 

be. Designerly inquiry is based on the main question of what can be. 

This concept builds on Rorty’s notion: “We cannot regard truth as a goal of inquiry. The purpose of 

inquiry is to achieve agreement among human beings about what to do, to bring consensus on the end 

to be achieved and the means to be used to achieve those ends. Inquiry that does not achieve co-

ordination of behaviour is not inquiry but simply wordplay” (Rorty, 1999). This means that in the 

pragmatistic logic of inquiry, research is a social act. Design is founded within the management of a 

productive social system (Ulrich, 2001). 



 

65 

 

Phenomenology explains that knowledge is achieved by the interactions between designers 

(researchers) and objects and can thus be seen as a countermovement against positivists, who believe 

that there is knowledge independent of human perception. Therefore, phenomenological research is 

considered subjective, inductive, and dynamic (Reiners, 2012), which is a notion that connects very 

well with the understanding of design as a holistic phenomenon. Designers are thus in a well-justified 

sense constructivist of realities of what can be (Simon, 1969), which require a recursive apperception 

of acting and doing based on the dimension of experience and meaning in circular causality. 

Furthermore, a design thinker’s profile complements the dimensions of empathy, integrative thinking, 

optimism, experimentalism and collaboration (Brown, 2008). 

According to Davis (1991): “…the meaning of things is not inherent in objects, but is actually located 

in the individual’s inner life... The researcher’s task is to understand reality as it is, actively and 

consciously created by subjects, not as a pure entity that exists ‘out there’” (Swingewood, 1984). 

Hence, the researcher becomes a designer by the perception of the reality constructed and 

consequences resulting thereof. Therefore, the higher the ability of the researchers is within the 

habitus of phenomenological perception to connect the meaning and experience of having 

consequences to and by the observed clearing (Lichtung) of the artefact unconcealed within the 

teleological domain, the more profound the design-ability to construct a more favourable and 

functioning reality would be. Capobianco (2010, p. 3) states: “It is the same phenomenon named 

Aletheia, physis, Logos, hen; it is the same that is named the clearing, the fourfold, the holy; it is the 

same that is named Ereignis.”  

To bridge DT towards a phenomenological perception of an experience and meaning epistemology, 

the paper suggests the description of diverse thought paths. These new pathways for DT implement 

additional scientific and philosophical views from a rather multidisciplinary perspective. Design as a 

field of multidisciplinary discourse requires a phenomenological approach of meaningfulness and 

human experience, of applied tools of positivism and empiricism (Popper, 1934), of intuition and 

hermeneutical thinking (Gadamer, 1960), and means and ends (Simon, 1969). “Intuition implies 

passivity, taking in a given, while thinking is a manifold activity going out from the given” (Sinha, 

1963). Thus, it is within the dimension of high capacity observations and thinking of having a value 

and adjacent consequences to it, that the phenomenon of design (Ereignis) emerges and enframes as 

an artefact (Gestell), revealing the real (Heidegger, 1954). Capobianco (2010, p. 23) observes: 

Thinking das Ereignis is not more fundamental than thinking Being as Being; rather, fundamental 

thinking is mindful of Being as Being (Being itself) as das Ereignis”. Thus, designerly unconcealing 

Alethia is the way of being.  
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Pragmatism a Brief History and the Broader Contemporary Significance 

The birthplace of pragmatism can be traced to the exact date of August 26. 1898, when William James 

held his lecture “Philosophical Conceptions and Practical Results” at the University of Berkeley’s 

Philosophical Union (Bernstein, 2006). In this address, James gave a tribute to Peirce for being the 

founder of pragmatism and expanded on the latter’s Popular Science Monthly publication “How to 

make our ideas clear”, by stating: “Beliefs, in short, are really rules for action; and the whole function 

of thinking is but one step in the production of habits of action. If there were any part of a thought 

that made no difference in the thought’s practical consequences, then that part would be no proper 

element of the thought’s significance” (Peirce, 1878; James, 1898). 

Peirce, disturbed by the notion of pragmatism, coined the term “Pragmaticism” which he referred to 

as a term so ugly as to be safe from kidnappers (Peirce, 1932). While the notion of pragma, which 

means behaviour as christened by Peirce (1906), is in its essence action-oriented, there are still some 

differences between the interpretations of the various classic pragmatists. Peirce’s pragmatism is 

more based on a logical principle of deduction, induction and abduction, more as a scientific method, 

attitude and by fallibilism as Peirce’s stance of anti-absolutism against the inherited Hegelian 

Weltanschauung of idealism. William James, by contrast, puts the notions of experience, 

consciousness and emotion more into the context of pragmatism thus, for him, consciousness and 

feelings were more than what could be expressed by language. Dewey, on the other hand, observed 

experience rather as the means and ends of inquiry (Rylander, 2012), constructing on the aesthetic 

experience of art as language and continuity in a natural environment as the mantra of the 

concentration of pragmatism (Dewey, 1934, 1938). Later, developments in pragmatism were shaped 

by the so-called neo-pragmatists and based on the linguistic turn (Wittgenstein, 1921), 

epistemological behaviourism (Rorty, 1979, 1967), anti-scepticism, embrace of fallibilism (Putnam, 

1994) and rationalist approach (Brandom, 1998). While in-depth research within pragmatism includes 

Heidegger of “Being and Time” as a pragmatist in the broader sense (Brandom, 2013b), Bernstein 

(2006) expanded pragmatism to even include Habermas (1998), thus embracing the critical theory of 

the Frankfurt School by conceding Habermas’ common roots with pragmatism. Habermas has been 

to some extent the co-creator of a designing habitus of what the German intellectuals have been 

thinking in a pragmatically oriented sense for a few decades. 

We extend Brandom’s observation of the Heideggerian phenomenological-pragmatist status of 

“Being and Time” (Heidegger, 1927; Brandom, 2013b) to the publication of “The Question 

Concerning Technology” (Heidegger, 1977). He constructs a bridge for design research in terms of 



 

67 

 

“Gestell” (Artefact) as design- activity (enframing, unconcealing). “Enframing means the gathering 

together of that setting-upon which set upon man, i.e., challenges him forth, to reveal the real, in the 

mode of ordering, as standing-reserve. Enframing describes the way of revealing which holds sway 

in the essence of modern technology and which is itself nothing technological” (Heidegger, 1977). It 

is through pragma as behaviour and action that the essence of the occasion is revealed as design 

(Anwesen) and when the purpose of the designer becomes clear in this way the final design is 

achieved. This notion was also observed by Beer, who stated: “… the purpose of a system is what it 

does…” (Beer, 2002) hence, the purpose of a design is to reveal (poiesis) the artefacts combining art 

and function, which have some practical consequences by the phenomenon unconcealed 

(hervorbringen) into reality and the consequences thereof (Heidegger, 1954). 

According to Thomas and Carroll (1979), “Design is a type of problem-solving in which the problem 

solver views the problem or acts as though there is some ill-definedness in the goals, initial conditions 

or allowable transformations” (Cross, 2006). Schön (1983) substantiates this claim by stating: “The 

de-signer shapes the situation, following his initial appreciation of it; the situation ‘talks back’, and 

he responds to the backtalk”. The pragmatic nature of the designer’s work feeds back through the 

larger wholes characterized as habits (Kilpinen, 2009). This notion Peirce referred to as “Knowledge 

is habit” (Peirce, 1995), while Dewey underpinned the analogy of “continuity” (Dewey, 1938). Thus, 

DT can be seen as a continuous process of experiences based on action and reflection, adaptation and 

course correction based on circular causality (Foerster, 1952). 

The logical extensions of pragmatism above account for the broader significance of pragmatism, 

however, it is still difficult for any author to avoid lacuna hence, from the design perspective, one can 

align the contributions of all the essential pragmatists through a Darwinian analogy of interaction of 

the subject with the environment; thus, whatever works does so in the sense of an aesthetic unity of 

experience and meaning by the ubiquitous interaction of practice and continuity. This notion is 

observed by Simon (1969), who states: “Biologists are familiar with this property of adaptive systems 

under the label of homeostasis. It is an important property of most good designs, whether biological 

or artefactual” (Simon, 1969). Thus, based on this analogy, designers are cultivators of designing the 

Eigen-behaviours (internal states) of the social systems under their control, embracing the cybernetic 

argument incorporating the model of the artefact or a functioning reality designed, wherein a firm’s 

navigator maintains organizational homeostasis (Beer, 1971, 1979, 1981a; Conant and Ashby, 1970).  

Schwaninger (2006) underpins this notion in “Design for viable organizations” by substantiating that 

de-sign defines the diagnostic power of organizations. Hence, based on Beer’s “Viable System 

Model” (VSM) (Beer, 1972, 1981a) the design of the structural conditions of homeostasis avant la 
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lettre determines the long-term viability and success of organizations. Designers, therefore, first 

design the organizations, which based on the integrity of the structural dynamics and interaction of 

their internal parts generate Eigen-behaviours that equate with the perturbations of the environment 

in terms of requisite varieties (Ashby, 1957); thus, ex-ante is creating the conditions of homeostasis 

and autopoiesis. Schwaninger’s viable design perception sees organizations as a tool of diagnosis 

structured within the conditions that the VSM delivers. This dimension was also substantiated by 

Gälweiler (2005) under the term “pilot-control of success” (Erfolgsvorsteuerung). Hence, the 

designer of a system or organization is a pragmatist by default in the sense that navigating an 

organization requires a designerly interpretation of generating functioning conditions “a priori” to 

cope with emergent phenomena (Kamran, 2019).  

Brandom states: “For the pragmatists, experience is not an input to the learning process. It just is 

learning: the process of perception and performance, followed by perception and assessment of the 

results of the performance, and then further performance, exhibiting the iterative, adaptive, 

conditional-branching structure of a Test-Operate-Test-Exit loop. The result of experience is not best 

thought of as the possession of items of knowledge, but as a kind of practical understanding, a kind 

of adaptive attunement to the environment, the development of habits apt for successful coping with 

contingencies. Thus, the point of pragmatism can be said to be knowing how rather than knowing 

that” (Brandom, 2013b). The Derridaian terminology of “l’avenir” establishes this dimension as a 

possible future of what can be that has not been yet unconcealed and hence cannot be unconcealed as 

a programmed and scheduled phenomenon; rather, it is a realized future that may come depending on 

the designers’ ability to act in a Peirceian sense of action as a habit.  

Central Issues in Design Thinking 

From the launch of research-based journals in design such as Design Studies (1979), Design Issues 

(1984), Design History (1988), Research in Engineering Design (1989) and Languages of Design in 

1992 (Cross, 1999), the term has been much popularized, especially since it was originally introduced 

by Simon (1969). According to Cross (2007), “design practice does indeed have its own strong and 

appropriate intellectual culture… we must avoid swamping our design research with different cultures 

imported either from the sciences or the arts” (Cross, 2007; Dalsgaard, 2014). 

While this notion of constructing design as the third paradigm of inquiry goes back to Archer’s 

original definition, first introduced at the 1980 Design Society Conference (Cross, 1999), credit for 

popularizing design as the third paradigm of inquiry is also given to Cross (Dalsgaard, 2014). “Design 

research is systematic inquiry whose goal is knowledge of, or in, the embodiment of configuration, 
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composition, structure, purpose, value, and meaning in man-made things and systems” (Archer, 

1981). Simon (1969) observes: “Everyone designs who devises courses of action aimed at changing 

existing situations into preferred ones. The intellectual activity that produces material artefacts is no 

different fundamentally from the one that prescribes remedies for a sick patient or the one that devises 

a new sales plan for a company or a social welfare policy for a state. Design, so construed, is the core 

of all professional training; it is the principal mark that distinguishes the professions from the 

sciences. Schools of engineering, as well as schools of architecture, business, education, law, and 

medicine, are all centrally concerned with the process of design”. 

To conclude, research in design is based on the following dimensions (Bayazit, 2004) […]: 

1. Physical embodiment of artefacts - performance and function.  

2. Human activity - cognition and action based on ubiquitous recursion. 

3. Purposeful activity - how an artificial thing appears and what it means. 

4. Embodiment of configurations - scientific practice. 

5. Systematic search and acquisition of knowledge related to designing.  

Design Thinking Extending the Dimension 

We treat DT as a different culture from science and the arts in terms of “designerly ways of knowing, 

thinking, and acting”, which has been distinguished in its own right (Simon, 1969; Cross, 2001, 2006). 

Subsequently, the design path of inquiry as the intellectual structure of the field as a designerly way 

of knowing and as a reflective practice was paved (Cross, 2001, 2006; Schön, 1983). Furthermore, 

“Design” with a big “D” as a Weltanschauung of inquiry made a huge impact; thus, it was christened 

“the third area” of education to be placed among science and humanities (Cross, 2006; Archer, 1979). 

Many scholars advocate for a holistic approach, as “… a combination of science thinking and design 

thinking is better than either alone as a source of advice” (Owen, 2007).  

Some essential intellectual beaten tracks, which describe the diversity of the intellectual stream as 

“design and designerly thinking” (Johansson‐Sköldberg et al., 2013), are established below: 

1. is a relation of artefacts (Simon, 1969), applying the rationalistic epistemology 

2. is a reflexive practice (Schön, 1983), applying the pragmatist epistemology  

3. is problem-solving and stating that activity (Buchanan, 1992), applying the postmodernist 

epistemology 

4. is a way of reasoning and making sense of things (Lawson, 2006; Cross, 2006, 2011a), applying 

the practical perspective/epistemology 

5. is a creation of meaning (Krippendorff, 2006), applying the hermeneutics epistemology 
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The wider implications of design and how it embraces many fields of professional vocations, 

scientific practice and social enquiry has been already established (Simon, 1969; Bayazit, 2004; 

Brown, 2008). Furthermore, the argument for establishing a design approach in economics and 

engineering and other disciplines including all the artefacts and organizations, which has yielded 

some impressive results by borrowing from areas that range from architecture to space sciences, has 

been pivotal for the application of design (Bayazit, 2004).  

The constructivist epistemology developed as the design of a constructivist paradigm of knowledge, 

hence knowledge is not ready-made and it is a continuous and ubiquitous process of organizing our 

knowledge that creates knowledge by action and adaptation, which are the founding pillars of design 

and design thinking today (Piaget, 1971, 1980). Thus, the iterative loops of the hermeneutics of trial 

and error and phenomenologically constructing of artefacts (Heidegger, 1977) and reflecting upon 

the question of “how can?” (Schön, 1983), are the essence of design. 

However, a deeper look into the dimension of pragmatic inquiry from a constructivist view (Piaget, 

1971, 1980), was underway even before Kant. Vico (1979) observed, “As God’s truth is what God 

comes to know as he creates and assembles it, so human truth is what man comes to know as he builds 

it shaping it, by his actions. Therefore, science (scientia) is the knowledge (cognitio) of origins, of 

the ways and the manner how things are made” (Glasersfeld, 1984). This is underpinned as “Means 

and end are the two names for the same reality” (Dewey, 1921b).  

The construction of reality is the design of the real embedded in creativity that the ubiquity of thinking 

and acting bridges as a holistic construct. Thus, constructivism leads to a better understanding of 

creativity which is an essential skill in DT. “Productive artists, inventors, and scientists do not depend 

critically on accidents, even if they occasionally profit from such events. The competent creative 

person can, within limits, engage and disengage creative thought and activity at will. In such persons, 

creativity can be properly considered as an intellectual aptitude that supports purposive behaviour. I 

submit that it is this type of creativity - purposive innovation by players that is the most appropriate 

goal for us as designers. It is here that it may be useful to return to Piaget's theoretical work on 

adaptation…” (Gehlbach, 1991). 

As we have established, design is the construction of realities that are carried out by the designer as 

a ubiquitous process of acting and thinking leading to the construction of even more favourable 

realities. One of these notions that can be discussed within the dimensions of design is the theory of 

“radical constructivism” (Glasersfeld, 1995). Radical constructivism derives its essence from the 

theoretical inheritance from the constructivist epistemological tradition (Piaget, 1981); however, 
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there have been many additional pioneering streams that have played an essential role in the 

development of the theory (Watzlawick, 1984; Glasersfeld, 1984; Foerster, 1981). Accordingly, the 

theory of radical constructivism is based upon “… the ‘real’ world, [and] manifests itself exclusively 

there where our constructions break down” (Glasersfeld, 1995). Scientifically observing radical 

constructivism is the realm of scientific inquiry hence, “… to have proved a hypothesis false is, 

indeed, the peak of knowledge” (McCulloch, 1965). The term “radical” can be established in these 

statements: “That radical difference concerns the relation of knowledge and reality. Whereas in the 

traditional view of epistemology, as well as of cognitive psychology, that relation is always seen as a 

more or less picture-like (iconic) correspondence or match, radical constructivism sees it as an 

adaptation in the functional sense” (Glasersfeld, 1984). This closure into functioning again 

substantiates the authors’ claim that epistemological design feeds back into itself and is therefore 

circular and thus recursively hermeneutic. Designers observe and phenomenologically create 

realities, which create additional functioning realities in the Popperian refutation and falsification 

designerly loop of discarding, hence what does not work (Popper, 1935) and does not have a cash-

value (James, 1898), that is not regarded as a designerly accomplishment. Design’s ultimate truth is 

embracing functioning truths and the modes of the unconcealment (Entbergung/Hervor-Bringung), 

while science deals in abstracts.  

Darwin’s natural selection is based on the same notion that is not the smartest or the most powerful 

that survive, but only the species that construct a better design of a more viable and functioning 

reality, wherein they navigate for survival (Darwin and Wallace, 1958). In cybernetics, this notion is 

observed as “… to navigate is to con-struct” (Müller, 2006). The design world functions in multiple 

worlds of perceptions, interpretations and constructions. The ability of a good designer is not to hold 

the one absolute reality but the development of the ability to hold and juggle multiple, complementary 

and competing realities. Therefore, design is a construct of an action that produces additional actions 

in a hermeneutical sense, meaning that design is used as an end and an instrument of enframing 

towards another viable end.  

By this dimension radical constructivist Weltanschauung explains, “… all of us scientists, 

philosophers, laymen, school children, animals, indeed any kind of living organism face our 

environment as the burglar faces a lock that he has to unlock in order to get at the loot” (Glasersfeld, 

1984). Thus, designers do so too, by working towards un-concealment of a workable and functioning 

truth, Gestell and Aletheia (Heidegger, 1954), which has a practical consequence and value (Peirce, 

1878; James, 1898). The ability to design well is an obligation and an opportunity for impact, hence, 

design establishes and defines solutions to and pertinent structures for problems not yet perceived, or 
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new solutions to problems, which have previously been solved in a different way” (Simon, 1969; 

Blumrich, 1970). 

Design exists because of the need for form (Gestalt). The form-giving designer, in the broadest use 

of the term, creates order within the holism of the functioning artefact based on homeostasis and 

autopoiesis or organizations’ ambidexterity. Because the world of design is the world of the artificial, 

the values of design tend to be ones associated with human needs and environmental concerns, thus 

created by or resulting from human actions” (Owen, 2007). The structural conditions of form are the 

ability of form-giving based on the reality that constructs further possible realities, which we could 

construct as the notion of “l’avenir” as a possible future, not a predicted but a designed future (Dick 

et al., 2005).  

Bourdieu builds on the Deweyan notion of habit (Dewey, 1921a) as a concentrated form of inherited 

action-ability preceding the new forms that will be constructed a priori as a structural intelligence 

within the dimension of the dynamics of judging and doing. The construction of new forms requires 

design; hence, from the form of habits construed as the inheritances of cultural forms in terms of 

habitus, the quality of seeing and observing of future forms arises. This brings forth a second-order 

understanding of how to design the process of designing into the discourse of intellectual 

consideration. Hence, designing artefacts for use by others requires second-order logic (Erkennen) 

and understanding understanding (Foerster, 2003c; Krippendorff, 1996, 2006; Scheier and Pfeifer, 

1999). 

Every field (science, art, law, medicine, design) has a fundamental need or goal it seeks to fulfil. This 

rai-son d'être is to be reached by identifying and acting upon underlying values and Weltanschauung, 

as they emerge to satisfy the principal qualities that made the field evolve in the first place. Science 

wants to understand the world, art is a creative framework that expresses beauty and values, the law 

is not so much about being right as it is about a human need for justice, and medicine is about 

maintaining the delicate homeostasis of health, while design is about form and Gestalt. According to 

the “Law of Form”, the foundation of cognition is modelled as forms of recursive computation, 

perceptions and eigenfunctions, which stably compute particular relations as “objects,” 

(Gegenstände) and “eigenvalues” (the whole is more than the sum of its parts) (Brown, 1969; 

Foerster, 1971; Scott, 2003).  

We build on the foundations laid in second-order cybernetics, as science defines its subject matter 

intending to develop theories, relations, variables and laws that explain its fundamental questions—

excluding the inquiring scientist (designer) from these explanations (artefacts) (Krippendorff, 2007). 
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To consummate the elegance and precision of the second-order designerly Weltanschauung of 

scientific discourse, we align with the founding premise that objectivity is the delusion that 

observations could be constructed into a phenomenon of a practical value without a meaning-giving 

observer (Glasersfeld, 1995; Bröcker, 2004; Foerster, 1979). 

Design, as stipulated so far, was therefore derived to bring this gap towards a harmonic closure of an 

observing science by coining it as “the science of artificial”. Structuring the implications of the fields 

in this way enhances the understanding of differences between each field. Not only is their goal 

significantly different in most cases, justifying the separation and emergence of design as an 

additional field in extension of the previously existing ones but also the distinction of values and 

measures substantiates the necessity and advantage of combining several fields when searching for 

answers to the most complex problems (Owen, 2007). 

Thus, from an organizational lens design thinking embraces the bridge between first-order and 

second-order stipulation. The foundation of the designer’s work is based on the recursive nature of 

subjectivity and objectivity in a hermeneutic loop. This notion of constructing the logic of observing 

the designer’s own observing is, therefore, the foundation, whereupon the notion of experience as a 

stream of connecting properties enters the loop by stipulating the direction of observation towards a 

favourable future and design. 

Utilizing these designing aspects of emergence in terms of relevant features, which arise in tentative 

solution concepts and can be understood as having valuable properties that suggest how the 

developing solution concept might be created and adapted to the also-developing problem concept 

(Cross, 2011a), accounts for the recursive nature of design and designing activity. 

We could align this notion based on the design of the Law of Requisite Variety, which states: “Only 

variety absorbs variety” (Ashby, 1956) which also matches Shannon’s theorem number 10, as an 

essential foundation of communication, by stating that the communication that has been disrupted by 

noise because of a corrupted channel can be restored by adding a correction channel as a backup with 

equal or larger capacity, which can absorb the noise based on its ability and variety that has been 

designed in it in the form of a ubiquitous regulating capacity (Shannon and Weaver, 1949 repr. 1972). 

The interpretations of the Law of Requisite Variety include that the human ability to understand 

complex systems is limited by the variety available to the designer’s brain relative to the complexity 

of the system being experimented with and regulated via cybernetics principles. Thus, the designer 

of systems investigating the unconcealment of new artefacts enters the design search space as an 

observer of the design process (Krippendorff, 2009a). Thus, the process of design is the dimension 
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of creative and experimentalist spaces, rather than a predefined series of orderly and planned steps 

(Brown, 2008). 

This notion is highly essential for the designer as an observer; thus, it is within the capacity of the 

designer’s ability to reflect as a practitioner of a functioning system (Schön, 1983) that functioning 

artefacts of meaningfulness and value are produced. We underpin the notion that anything that could 

be said is said by an observer (Maturana, 1980), and build on the tautological corollary of anything 

said is said to an observer (Foerster, 1979) by stipulating that whatever is observed is observed by an 

observer, who designs a bridge between an object and the designerly way of knowing, pushing the 

boundaries of the human condition to the front. The notion of experience and meaning by the observer 

building on how the designer must enter the room of the observed has been studied profoundly by 

phenomenology (Heidegger, 1927; Husserl, 1911). This paves the way for a unique direction in 

design thinking: to observe the field’s development from a phenomenological Weltanschauung, 

opening the path to many new directions.  

The fundamental principle of science, which states that the properties of the observer shall not enter 

the description of his observations, has been the other root for the cognitive blind spot of science and 

identified as a peculiar delusion within the contemporary Western tradition, namely, the dimension 

of “objectivity” (Foerster, 1979). This space of science within the limitation of the reductionist 

scientific inquiry is the place and the frontier of innovation, where design can flourish as a field that 

studies among the sciences and complements the essential relationships between connecting the 

realms of functional and systemic wholes. In design, we oppose the phenomenon that only displays 

a “what-is truth”? Design is the meaning-laden perception of a value for a stakeholder, who has 

entered the domain of the design-search space by asking a “how-can truth” question, that embodies 

the ethos of function and thus yields “only what works”. Thus, all else is discarded as another step 

forward within the iteration of designing thinking, acting and doing. 

This is the basis of human endeavour, the essence of evolution and the logic of emergence thus, we 

structure the structuring perception of all structures by asking the question of “how can”, wherein we 

unite with our-selves in a designerly way of enquiring and knowing.   

Phenomenology and Design Thinking: A Necessary Synergy 

The notion of experience and meaning by the observer builds on how the designer must enter the 

room of the observed phenomenon within the iterative loop of unconcealment, which has been studied 

profoundly by Heidegger (1927) and Husserl (1911). This paves the way for a unique direction in 

design thinking to observe the field’s development from a phenomenological Weltanschauung. 
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According to Husserl (1911): “The impulse to research must take its start not from philosophies but 

from issues and problems" (p.341). Design research is the synergy of phenomena, what takes shape 

in meaning and experience to creatively solve problems in the pragmatic tradition extended by 

phenomenology. 

The tale of the observer is constructed by von Foerster’s descriptions: “Acting and gathering 

knowledge are inseparable from one another… Reality results from observing processes… The 

existence of the observer is constituted by/through the process of applying distinctions… Distinctions 

are not stable identities but unstable formations… The observer does not observe in a neutral way 

from outside; instead, he/she is enmeshed into the process of observation” (Schmidt, 2011). The 

observer observers via the inner eye of experience in terms of phenomenology (Erscheinung) enabling 

him to apply his observed design constructively to the reality conceived by changing and 

manipulating it. Thus, only through the process of observation and experience that feeds back on 

itself in terms of things to themselves (Husserl, 1911) does the phenomenon of design have some 

relevance by emerging into a functioning truth or artefact to uncover itself. 

According to Husserl, “One must consequently distinguish, on the one hand, between the natural or 

empirical attitude and, on the other hand, the nonempirical, a priori attitude. In the one attitude, 

objectivities of existence (Daseinsgegenständlichkeiten) come to givenness, in the other, objectivities 

of essence (Wesensgegenständlichkeiten); in the one, nature comes to givenness, in the other, ideas” 

(1911, 2006).  

For DT, applying phenomenological Weltanschauung comes naturally as constructed by Husserl; 

hence, design comes from creating constructs of the design into a recursively related system towards 

a final structure. Heidegger as a pragmatist in the Wittgensteinian sense was a linguistic designer 

(Spracherfinder), wherein he built on Husserl’s founded tradition of philosophy as a strict science. 

For him to build on the existential philosophy of phenomenology laid-out by Husserl and the design 

of the language in which he coined the Tẹrminus a quo of “Da-sein” (being there), has implications 

for DT. Da-sein is the ubiquitous DT, whereupon subjects can relate to a constructed reality and 

design. The very notion of design is to observe meaning a priori to a phenomenon or a construed 

artefact. No design can take place unless a meaning has been related to observation and construction. 

However, no design will still take place when the structural capacity of the designer of being able to 

relate meaning to a phenomenon is lacking in the subject, thus making the notion of experience 

existentially relevant. Da-sein is the unique terminus that unifies both terms for DT. According to 

Heidegger, “The disclosedness of the Da in under-standing is itself a manner of the ability of Da-

sein-to be (Seinkönnen). The disclosedness of being in general lies in projecting-openness 
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(Entworfenheit) of Dasein’s being unto the for-the-sake-of-which and simultaneously unto 

meaningfulness (Bedeutsamkeit) [world]. An understanding of being is already anticipated in the 

projecting-opening unto possibilities” (Heidegger, 1975). What makes the notion of “Da-sein” 

essential for a designer is also that it was coined by Heidegger as a philosophy of the epoch of 

modernity. Da-sein is the construction of the reality of the designer based on the epochal 

embeddedness, wherein he con-structs. The goal is to design forms and gestalts, products and 

services, realities and constructs that work and are destined to bring some value for the time in which 

the designer brings forth meaning. That is essential, hence, all the meanings attached to something 

are the tale of the epoch, the culture therein that defines value and service in the image of the collective 

Da-sein, and of a mutual appropriation of historical interpretation of meaning and experience. 

According to Tonner (2015, p. 134): “Heideggerian archaeological hermeneutics approaches the 

history of being as the depth of dimension underpinning individual Dasein’s self-understanding. 

Archaeological hermeneutics proposes that human history (and prehistory) be approached from the 

point of view of an understanding of how the changes in the meaningful presence of things provide 

for novel historical self-interpretation on the part of individuals and communities” (2015). In the 

technological epoch of today, the notion of Da-sein has made a successful comeback. Hence, 

Heidegger defined Da-sein to separate the “I” (individual) from the others in his terminology of they 

as “das Man”. “By ‘Others’, we do not mean everyone else but me—those over against whom the ‘I’ 

stands out” (Heidegger, 1927). “Self and world belong together in the single entity, the Da-sein. Self 

and world are not two beings, like subject and object, or like I and thou, but self and world are the 

basic determination of the Da-sein itself in the unity of the structure of being-in-the-world” 

(Heidegger, 2008). This gives relevance to understanding the contemporary epoch by observing its 

essence. This notion was successfully executed by Apple Inc. where the notion of the “I” incorporated 

into their products, has shaped the foundation of bringing back the firm from being a fallen American 

icon in 1996 to becoming the most valuable firm in the world today by DT, while, the notion of “I” 

was coined by Husserl in his lectures as the basic problems of phenomenology (1911, 2006).  

To Rorty, the divisions between finding and making, discovery and invention, objective and 

subjective are distinctions that ought to be eliminated (Rorty, 1999). What is there may exist in one 

way or another, but description needs observation, which cannot be interpreted without the human 

mind, thus description requires context and capacity of experience to describe, inseparable from 

observation. Inquiry leading to coordination of behaviour would require a phenomenological 

dimension to which this research contributes; hence a Rortyian analogy substantiates the 

phenomenological dimension of experience and meaning, to which Merleau-Ponty (1974) also refers: 
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“We can only think the world because we have already experienced it” (p. 201). Schutz (1975) 

underpins this claim by stating, “… the whole sphere of everyday experiences, orientations, and 

actions through which individuals pursue their interests and affairs by manipulating objects, dealing 

with people, conceiving plans and carrying them out.” (p. 15). Steve Jobs once stated, “Some people 

say, ‘Give the customers what they want’. But that's not my approach. Our job is to figure out what 

they're going to want before they do. I think Henry Ford once said, ‘If I'd asked customers what they 

wanted, they would have told me, 'A faster horse!’ People don't know what they want until you show 

it to them. That's why I never rely on market research. Our task is to read things that are not yet on 

the page” (Smith, 2019). 

Conclusion 

Based on our findings, the recursive nature of DT treats the mind and body problem not purely from 

the Cartesian concept of duality but instead from a ubiquitous relation between cognition and action 

as a whole. This relationship is not new. Kant’s normative conception of the activity of judging 

consists of what one ought to be doing to be judging, thus putting responsibility and consequences as 

the contents of judging which establishes Kant as the pragmatist avant la lettre by his normative turn 

of the synthetic unity of apperception. Judgeable contents require experience, not merely in a sense 

of the Erlebnis but moreover in the non-Cartesian view in which experience is the act of doing and 

acting in the sense of the Erfahrung of perception and performance (Brandom, 2013b). 

A contextual extended history of pragmatism, as this paper has provided, gives design thinkers a more 

solid logical foundation. Based on neo-pragmatists’ contributions, phenomenology in the Husserlian 

and Heideggerian traditions can be regarded as an extended orientation of the philosophical tradition 

of pragmatism. The laid-out bridge from Kant to Heidegger extends and deepens the dimensions of 

pragmatism traced back originally to classic pragmatists such as Peirce, James and Dewey (Brandom, 

2013b). Furthermore, based on the extended foundation laid-out, phenomenology sets out here to 

construct the understanding of design as stipulated in the context of it being the science of the artificial 

(Simon, 1969) and as the third way of inquiry (Cross, 2006; Archer, 1979). 

The foundation on which our modern epoch is navigating is technology. Technology, however, in the 

sense of phenomenology is to unfold and reveal the “I” (social actor), which constructs its own 

experiences by the ubiquitous recursive nature of meaning and experience, enabling self-

consciousness and co-creation of being. Co-creation is a social act within a coherent whole of an 

organization based on the essence of the value emergently postulated. Value is the transmitter of the 

meaningfulness as it is resonating back and forth (Gegenschwung der Bedeutsamkeit) between the 
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co-creating entities. Designers are the constructors of the phenomenon that resonates back and forth 

in the meaning that their artefacts provide for some sorts of stakeholders between them (the designing 

team) and their customers in a circular causality modus operandi. This argument can also be founded 

based on the value that can be attached to the notion of meaningfulness that has been created in the 

marketplace as a social illusio (Bourdieu, 1984a). The innovation of the industrial age was much 

occupied by providing value for the mass (das Man), while today, based on the technological 

possibilities available, the understanding of phenomenology is essential to designing products and 

services in terms of experiences and meaningfulness, wherein the individual actors can co-evolve. 

The consequences of design are embedded in the meaningfulness and the openness to experience that 

the artefact provides to actors/users. DT is, thus, the embeddedness of meaning to be revealed by the 

artefact, which embraces the relevance that transcends an invention to become an innovation. 

Phenomenologically speaking value is constructed within the meaning that needs to be co-created by 

consumers and providers; thus, DT embeds the notion of meaning that can be designed into 

phenomena by projecting openness to co-creation. Crotty (1996) states “… the mind reaches out to 

the object and into the object and draws it into itself, at once shaping the object and being shaped by 

it”.  

The objective is to construct a design for human actions and experiences as we find them in designerly 

ways of unconcealing artefacts as constructivists of the perception of meaningfulness to be held. DT 

is thus a social and collaborative act (Brown, 2008) of phenomenologically co-creating viable social 

and market realities. 

Contributions 

A contextual extended history of pragmatism, as this paper has provided, gives design thinkers a more 

solid logical foundation. Based on neo-pragmatists contributions, phenomenology in Husserlian and 

Heideggerian tradition can be regarded as an extended orientation of the philosophical tradition of 

pragmatism. The laid-out bridge from Kant to Heidegger extends and deepens the dimensions of 

pragmatism traced back originally to the classic pragmatists such as Peirce, James and Dewey 

(Brandom, 2013). Furthermore, based on the extended foundation laid-out, phenomenology sets out 

here to construct the understanding of design as stipulated in the context of it being the science of the 

artificial (Simon, 1969) and as the third way of inquiry (Archer, 1979; Cross, 2006). The foundation 

on which our modern epoch is navigating is technology. Technology, however, in the sense of 

phenomenology is to unfold and reveal the “I” (social actor), which constructs its own experiences 

by the ubiquitous recursive nature of meaning and experience, enabling self-consciousness and co-
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creation of being. Co-creation is a social act within a coherent whole of an organization based on the 

essence of the value emergently postulated. Value is the transmitter of the meaningfulness as it is 

resonating back and forth (Gegenschwung der Bedeutsamkeit) between the co-creating entities. 

Designers are the constructors of the phenomenon that resonates back and forth in the meaning that 

their artefacts provide for some sorts of stakeholders between them (the designing team) and their 

customers in a circular causality modus operandi. This argument can also be founded based on the 

value that can be attached to the notion of meaningfulness that has been created in the marketplace 

as a social illusio (Bourdieu, 1984a). The innovation of the industrial age was much occupied by 

providing value for the mass (das Man), while today based on the technological possibilities available, 

the understanding of phenomenology is essential to designing products and services in terms of the 

experiences and meaningfulness, wherein the individual actors can co-evolve. The consequences of 

design are embedded in the meaningfulness and the openness to experience that the artefact provides 

to actors/users. DT is, thus, the embeddedness of meaning to be revealed by the artefact, which 

embraces the relevance that transcends invention to becoming innovation. Phenomenologically 

speaking value is constructed within the meaning that needs to be co-created by consumer and 

providers, thus, DT embeds the notion of meaning that can be designed into meaning-laden 

phenomena by projecting-openness to co-creation. Crotty (1996) states “… the mind reaches out to 

the object and into the object and draws it into itself, at once shaping the object and being shaped by 

it”. 

The objective is to construct a design for human actions and experiences as we find them in designerly 

ways of unconcealing artefacts as constructivists of the perception of meaningfulness to be held. DT 

is thus a social and collaborative act (Brown, 2008) of phenomenologically co-creating viable social 

and market realities.   
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PAPER 2: TOWARDS A UNIFIED THEORY OF THE NEW MARKET 

REALITIES IN CYBER-PHYSICAL DESIGN SEARCH SPACES 

Co-authored with A. Reshani and S. Topp. Submitted for AMS Review.  

History of the paper 

The paper is founded within the intertwined logic of the problem-learning-search-space, which as the 

dotted- lines of diamond II (see Figure 3) establish and reveal how this intertwined logic of 

“understanding, overserving and defining” works in unison. The essential ground that the paper 

covers is based on the notions of understanding and above all observing the essence of the shifting 

nature of market(ing)s within the cyber-physical realities.  The paper defines these challenges and 

trends by providing a solid foundation for the dissertation to construct upon observing the nature of 

marketing in the future. The paper incorporates also a marketing-reading and interpretation of a 

necessary pivot towards AI and gives the reader a foundation on what marketing is in the age of AI 

and how a model of alignment could be postulated. 

Furthermore, this paper was written to put marketing in a broader context of the wider market; hence, 

marketing designs the relationship of the firm to its macroenvironment. As the paper is established in 

the Chair of Product-Market Relations, which is embedded in the Department of Design, Production 

& Management at the Faculty of Engineering Technology, the research has embraced a market view 

to contributing to the chair’s raison d’être. Based on the wider success of marketing management the 

notion of the market dynamism was not considered by marketing scholars. This paper answered the 

justified call for papers to fill this gap of a theory of markets within marketing theory. The paper was 

written in summer of 2020 and submitted to the Academy of Marketing Science (AMS) Review- 

Special Section: “Theories of Markets”. 

Abstract 

Many trends are shaping the future of marketing theory and the theory of the markets in the 

contemporary era. These trends are based on the general dominant shifts in value-generating 

phenomena within markets and the new spaces of convergence within the sociological structures of 

the markets.  The major shifts can be described based on a general and fundamental emerging new 

reality of an evolution from an atomistic Weltanschauung of value perception of products towards 

bits and data dominated ubiquitously-interconnected and global market. In essence, the 

conglomeration of these developments is found within the developments of artificial intelligence and 
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data science, a global consumer movement for sustainability, the changing global market requiring a 

quick response from the marketers and the limitations of traditional marketing science to cope with 

these new challenges. The paper addresses these issues and develops a unified theoretical framework 

for marketing and the new markets in the contemporary era.  

Keywords: Markets, marketing theory, design, cyber-physical spaces, service-dominant logic, co-

evolution 

Introduction 

Historical developments within marketing owe much to Alderson, who led a paradigmatic shift within 

marketing between 1955-1975 (Shaw and Jones, 2005). He brought three essential changes within 

the evolution of marketing (Shaw et al., 2007): 

1. Focus from micro to macro distribution 

2. From a purely economic lens Weltanschauung towards a broader integration of behaviour 

sciences 

3. From description and classification towards a theory-building shift within the field 

While historic research into market conducted by Grether (1976) displayed the lowest interest in 

historic research, the explosion of this category was experienced in the ’80s (Jones and Monieson, 

1990). The notion of historicity in marketing is pivotal to academic thought within marketing (Vargo 

and Lusch, 2004a; Tadajewski and Jones, 2014; Hunt, 2012), thus it paves the way for a better and 

more fruitful decision making and foresight in practising and teaching marketing.  

While the contemporary amplification of psychographic segmentation with the power of big data and 

IT has developed a dystopian scenario for the free world of which Brexit and the rise of global 

populism are the most recent examples, additional, more integrative convergences of markets can be 

globally observed. The ubiquitous communication and the interdependency of the global markets 

have created a new type of globalization that is not purely reserved for or driven by notions as 

outsourcing or offshoring or foreign direct investments (FDIs) from the West to the East, but 

moreover, it is based on globalization of totality (Kamran, 2020). This means, markets are shifting 

towards a more holistic mode of globalization, wherein the globalization of 1) pandemics, 2) 

radicalization, (fundamentalism or left and right and populism), 3) poverty and racial and economic 

inequality, 4) market crises (the several global management and financial crises), 5) migration of 

people (refugee crisis) and 6) ubiquity of information based on the rise of technology are intertwined 

and are creating more complex global markets. This paper is written to develop a theoretical 
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foundation for marketing in the age of the technicity by incorporating the role of design as a major 

foundation upon which a path is constructed for bridging traditional marketing theory with the 

contemporary developments in technology. 

Methodology 

The methodology of the paper is based on the framework presented by the latest AMS review editorial 

“advancing conceptual-only articles in marketing” (Vargo and Koskela-Huotari, 2020b). The model 

is applied based on the challenges of the shift from an atomistic driven model of production, towards 

a bits and data-driven market, wherein the foundation of value is based on new dimensions of capital 

for the global firms in terms of consumer data and the prediction of behaviours based on the 

algorithmic capacity of firms. In addition, the limitation of traditional marketing within the complex 

markets of today is highlighted.  

 

Figure 12:  Illustrating the Methodology of the Paper 
Source: Own Illustration derived from Vargo and Koskela-Huotari (2020b) 

An in-depth literature review, within SDL, where one of the original contributors (Stephen Vargo or 

Bob Lusch are one of the co-authors) is conducted, which the authors regard as the most recent 

theoretical advancements within the field of marketing. Furthermore, historical and relevant literature 

of marketing is considered. An additional in-depth literature review within the most relevant 

publications within the field of AI and AI and marketing is considered to bridge the gap between 
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these two fields by harmonizing these segmented developments of the traditional and the AI-driven 

marketing. The theoretical synthesis is postulated within a new view that may deliver a fruitful 

foundation for the development of the marketing theory. The implications for practice are given by 

describing the new cyber-physical market developments and also based on the newly coined fifth 

space of market convergence. Solid examples of these implications are highlighted based on the 

development of the theory from co-creation towards co-evolution, the notion of the unique design 

proposition, which is then complemented by solid direct-to-consumer strategies for the firms.  

The field of Marketing: SDL, GDL, Market Theory, and Theory of Marketing 

The emerging new reality as evolving space for marketing theory 

In general, the locus of innovation within the contemporary marketing theory is based on developing 

universally valid frameworks on how to relate and establish a bridge of continuity between the 

changing and growing needs, wants and desires of a globally hyper-connected and perceptually 

converging consumers’ base in habitus (Bourdieu, 1985a, 1987, 1985d), their ever-growing mutual 

socio-political environmental concerns Hastings and Saren (2003), rising buying power. Meeting 

these emerging market developments seems to be very difficult by the tools of traditional marketing. 

Despite increasing marketing abilities amplified by social media (SM), artificial intelligence (AI), 

data science (DS) and the transcendence of marketing from the main field within business 

administration evolving towards a field under its own right in digital-humanities with societally 

transforming powers, traditional marketing concepts in many industries globally have declined on 

importance in the contemporary era of the “digital turn” (DFG, 2020). Because of improvements in 

the telecommunication and transportation systems and infrastructures, which deliver the foundation 

for the new cyber-physical-design-search-spaces of individual experiences and firms’ abilities to 

engage in direct-to-consumer-distribution- strategies the way was paved for a much closer 

relationship between providers and the consumers. Good examples are platforms’, apps’ and surfaces’ 

economies, besides the rise of globally operating mega online retail stores, e-commerce eco-systems, 

infomediaries and cyber-physical mega players as Apple by being one of the first, going towards a 

customer intimacy model, then Amazon, by opening physical bookstores and the Amazon Go food 

retail chain stores, and now also Netflix has gone cyber-physical by re-opening the Paris Theatre in 

New York.  
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The emerging market complexities 

The world of the twenty-first century has been exponentially moving towards a complexity-based 

paradigm shift, where multiple spheres of realities and Weltanschauungs are converging, thus, 

resulting towards the emergence of a unified phenomenon of the complex reality that has been 

challenging the existence of many businesses. Traditional marketing has its limitations in establishing 

an innovative and pragmatic framework within the new hyper-connected and globally intertwined 

market spheres of cyber-physical realities of today, where service is rendered based on the co-creation 

of the dynamic capabilities of multiple firms working in concert by designing competing global value 

chains (GVCs). These spheres of realities are based on trends that need to be identified, unified and 

integrated within the sensing capacity and regulatory responses of the firms' navigators, coping with 

the emerging complexity of today’s global markets (Ashby, 1991; Ashby and Stein, 1954). A 

historiography of this evolving complexity is illustrated in Figure 13 which displays the multiple 

revolutions that our societies had to undergo, and it delivers a solid account of a transition from an 

atomistic towards a bits-dominated universe, with new rules of the game, where traditional marketing 

based on the inherited origin and logic may have many challenges to cope with. The major revolutions 

are a history of man’s creativity manifested in form of development phases in the technological 

advancement as described below: 

1. Conquering matter  resulting in man’s control over e.g. fire, wood, water and stones 

2. Conquering energy  resulting in man’s control over energy e.g. steam, coal, fossil fuel and 

nuclear power 

3. Conquering information  resulting in the development of cyberspace, computer science, AI 

and the world wide web, augmented and virtual realities, internet of things (IoT), and the rise 

of smart machines 

4. Embracing cyber-physical realities  The emerging new world of cyber-physical realities, 

where the boundaries between realities divided so far into cyber and physical, would 

disappear, thus resulting in a shift towards a unified reality, which is essential for firms’ 

survival for operating within the emerging new market reality.  
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Figure 13: Establishing the Major Revolutions of Marketing 

The traditional marketing theories were either developed by capturing the realities within the era of 

managing the atoms or have been contemporarily designed based on a segmented understanding of 

the cyberspace marketing reality. This means much development within marketing theory has been 

done based on the logic of separation in terms of the “click or mortar” environments. From a 

contemporary point of view, doing business within the spectrum of the cyberspace is understood as 

e-commerce or e-marketing within a logic of observing it purely as a “marketing channel” or as a 

different marketing regime. However, many firms, as the examples above demonstrate, exist on 

highly viable grounds physically by having established a solid position in the cyberspace avant le 

lettre. Successful existence from a marketing point of view requires that both worlds are managed 

ambidextrously.  

With the exception of service-dominant logic (SDL) (Vargo and Lusch, 2004a) the development and 

the influence of the Nordic school of marketing (Gummesson et al., 2012), defining the history of the 

challenged hegemony of mass-marketed consumer goods, the inherited logic of marketing draws back 

insights from the industrial, if not the pre-industrial age. While e-commerce and e-marketing theories 

have developed much in the separation of the traditional marketing advances, they are based on 

different logics, models, and job titles, where traditionally developed theories of marketing have been 

absent in influence, rigour and impact and where the trained marketer within the foundations of 

“business administration” (BA) has many struggles to offer a solid contribution to the vocation of 

the emerging marketing technologist and the research scape of this digital transition (Swaan Arons, 

2014; Brinker and McLellan, 2014; Gummesson et al., 2012). Marketing theories valid within the 
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contemporary era of the “digital turn”, are the results of developments in computer science (CS), 

data science (DS), artificial intelligence (AI), machine learning (ML), deep learning and concurrently 

enhanced by augmented reality (AR), virtual reality (VR) and IoT technologies, thus resulting to a 

new type of marketer as the marketing technologist (MT) (Brinker and McLellan, 2014), whose 

managerial mindset has not been trained by the inherited logic of marketing within the tradition of 

economics and exchange theories, but moreover based on information sciences (IS) and towards an 

evolved co-created modus operandi of the exchange model. The integration of the economics’ lens 

has been the foundational Weltanschauung, whereupon the fields of BA and in particular marketing 

have observed the societies, and hence, a shift has been emerging (Swaan Arons, 2014), in as far as 

the spectrum of the contemporary applied economics drawing back to the Austrian school and the 

Chicago schools propagated neoliberalism (Harvey, 2005), seems to be insufficient for the emerging 

cyber-physical systemic realities of today.  

The emerging symbiosis of the co-evolutionary phenomenon of technology within advanced societies 

has awakened a sustainability-conscious consumer base, who observes the many do-gooding 

endeavours e.g. philanthropy and corporate social responsibilities (CSR) as outdated models (Kramer 

and Porter, 2011), and which would need a logical replacement by more all-embracing scientific 

foundations and philosophies, and which would not call environmental concerns as mere externalities 

and who must be attracted by a shift towards the globally operating firm’s soft-power (Nye Jr, 2004) 

and a better firms’ foreign policy. “Such a policy will have two goals: to improve a company’s ability 

to operate in foreign environments through effective corporate diplomacy and to ensure its success 

wherever it is engaged through careful geopolitical due diligence” (Chipman, 2016). The crisis of 

Dieselgate did not hit Volkswagen (VW), because of the lack of ambitious of smart people at VW 

designing shallow analyses, but the crisis rather has evolved because of a mixture of diversely uniting 

misconception within the design of VW’s foreign policy for the US market. Some examples are the 

linearity of how culture and different societies are treated within the preparations endeavours of 

leaders sent abroad by an intra-company “illusio” about the world, wherein they operate and the 

theories that dominate markets’ behaviour and competition and a marketing theory, that embraces 

economic viability as the ultimate test of a firm’s successes and the calculation of a quantified 

probability and impact analyses that has major flaws within the design of the parameters, upon which 

it was based.  

Marketing theory, therefore, by the necessity of the age and the opportunity at hand needs to provide 

an answer to the new emerging dimensions looming large to be dealt with, thus by civilizing 

capitalism in terms of laying the grounds for a better socio-environmental symbiosis as a new social 
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contract within the overall relations of firms and the globality of the intertwined markets. Here we as 

marketers have a solid opportunity for impact and a much-needed change in our own managerial 

mindset of the field. Marketing has topologically arrived within a pivotal moment of its development 

and needs a solid self-reflection. Hence, amplified by the rise of exponential technology it is at a 

unique position of acclaiming an all-embracing raison d’être and to be a guiding light that contributes 

towards aligning the world and making this special moment a pivotal point of its development towards 

a new turn, observed by lenses of the human-side of marketing within the age of Anthropocene.  

In this age, firms globally need to respond in real-time to emerging complexities, operational 

challenges, product returns and recalls and diverse PR crises, which directly affects the firms’ 

marketing success. A vital transcendence in the habitus of a marketer is also needed, thus, to recognize 

that not only the wide-spread theories in marketing mainly founded within the science of economics 

and later in psychology may need ontological and pragmatic revisions for the emerging new 

converged world of the cyber-physical market reality.  

 
Figure 14:  Distinguishing the Transformation of Marketing 

Figure 14 describes the dominant trends that are influencing marketing today. Peter Drucker has 

observed: “The greatest danger in times of turbulence is not the turbulence; it is to act with 

yesterday’s logic.” (Drucker, 1993). Figure 14 captures the dimensions of a more holistic model of 

realities, which needs to be embraced by marketing theory to deliver a solid foundation upon which 

marketers can design effective strategies for sustainable future growth and development within the 

mutual sustainability of the firm and market symbiosis.  
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Bartels topologies 

While from Bartels (1951) account of the marketing reality between 1900-1923 almost a century has 

passed, the three foundations upon which he had derived his historical analysis are still valid points 

of departure, as “youthful experiences”, “academic stimulus” and “occupational demands” are 

continuing to be challenges to be dealt with by marketers and which still are solid defined beaten-

tracks for developing marketing’s emerging new identity within the cyber-physical spheres. Bartels 

observations could be superbly aligned with the authors’ derived model of the trends affecting 

marketing. Thus, youthful experiences have been amplified to be more within the possibilities of the 

cyberspace, and while in Bartels time they did not produce immediate results and were passive 

conditions for stimulating and affecting frame of references of a marketing inquiry, which took place 

later, however, the reverse is happening today. Youthful experiences have been the foundational 

cornerstones of marketing within the digital and AI era. The dimension of academic stimulus in terms 

of teaching and learning is a vital point that has also shaped the essential developments within the 

theory of marketing such as SDL (Vargo and Lusch, 2004a). The third dimension of occupational 

demands has been an area, where much progress has been made so far but more development seems 

to be necessary, in the realization of which this paper has been written. As a teaching faculty of 

marketing, by addressing and teaching both and still separate spheres of marketing within the rising 

gap in traditional and the digital methods, a necessary foundational need has been emerging within 

the students’ and class’ discussions with the undergraduate and graduate-level students for a more 

aligned theory and frame of reference in marketing, which still is thought in a duality. While 

traditional marketing covers the vanishing world (Beer, 1975) and the new world of complexification 

has been left to the latter branch of e-marketing with yet a logical foundation to find. To respond to 

this emerging new reality and the realized marketing needs the paper develops a theoretical 

framework that would deliver a foundation for aligning the evolved duality within the field towards 

a unified framework of a market theory. 

The evolving new converging class in habitus coined as the fifth space 

Observing markets from a cultural-economic perspective, three strands are part of widespread 

activities in the study of economic (Berndt and Boeckler, 2010): (1) market conceptualization as 

heterogeneous arrangements of people, things, and sociotechnical devices; (2) the insight that 

multiple frames of reference are mobilized in market activities as an addition to instrumental 

rationality; (3) approaches that combine diversity and difference in concrete market contexts with 

attention to mobility in network capitalism. While, income-inequality is globally rising “… the 
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dynamics of wealth distribution reveal powerful mechanisms pushing alternately toward convergence 

and divergence…, and there is no natural, spontaneous process to prevent destabilizing, inegalitarian 

forces from prevailing permanently.” (Piketty, 2014) and populism amplified by social media has 

created a sense of much separation of class and race within the diverse fabrics of societal classes of 

the global societies, in contrast to these developments a new type of unified and converged emerging 

societal order has been sensed. This convergence is shaped by an evolving habitus of this generation 

stimulated by the possibilities of the ubiquitously connected global world. According to Bourdieu 

(1984b):“The habitus is not only a structuring structure, which organizes practices and the 

perception of practices, but also a structured structure: the principle of division into logical classes 

which organizes the perception of the social world is itself the product of internalization of the 

division into social classes. Each class condition is defined, simultaneously, by its intrinsic properties 

and by the relational properties which it derives from its position in the system of class conditions, 

which is also a system of differences, differential positions, i.e., by everything which distinguishes it 

from what it is not and especially from everything it is opposed to; social identity is defined and 

asserted through difference.” Many of Bourdieu’s insights still hold, however, within his identified 

conditions of existence of habitus and “culture capital”, based on the contemporary technological 

developments and possibilities within the digital turn of the cyberspace, a fifth space of distinction of 

values, tastes, preferences, concerns and structuring dominant structures of judgement spheres have 

emerged that aligns the differences by a set of values that cannot be distinct by class nor by social 

status or ethnicity. An expensive fur coat, or a lion-hunting expedition, were once observed as a 

superb display of aristocracy and social class, which were totally accepted and expected behaviours 

in some Bourdieusian fields, but which are both regarded today as animal cruelty. While we agree 

with Sissors (1966a), as “markets are people”, that the nature of market is more than the generic 

class of products, the eight descriptive classifications, which Sissors distinguished by defining a 

market as: 1) size of the market, 2) geographic locations of purchasers, 3) demographic description 

of purchasers, 4) social-psychological characteristics, 5) reasons why products are purchased, 6) who 

makes the actual purchase and who influences the purchaser, 7) when purchases are made, and 8) 

how purchasing is done, may be challenged, within the fifth space.   

In today’s emerging markets, an ill-judged twitter-feed can cost many celebrities, politicians and even 

elite-academics losing their positions and the vital sources of social and academic capita; a viral 

online video of an employee’s treatment of customers, can drop the stock value of the firm 

significantly, and while the training of taste in arts and culture, which once was acquired with much 

investment, can be obtained today by enormous possibilities of the online education by semi-paid or 
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freemiums, making these acquisitions possible with less cost to capital and opportunity. Furthermore, 

the distinctions of class, taste and judgements, which once evolved because of the boundaries of a 

general lack of access to sources of capital within the lower echelons of the societies (Bourdieu, 

1985a, 1985d) are disappearing, hence creating a new space of inclusion, not separation of an 

emerging new fifth space within the markets. Marketing today can be regarded as a foundation for 

enhancing the human condition and should not waste this opportunity. Marketing is beyond selling 

because it is the part of the organization that ensures viability for the long run. Hence the service lens 

tends to broaden the perspective of exchange and value creation by implying that all social and 

economic actors engage mutually in value creation (Vargo and Lusch, 2011b). Marketing is the 

organizational function that creates and ensures the conditions of existence of the firm and the societal 

well-being within the resonating back and forth-loop of a meaningfulness recursion between the 

acting stakeholders. Jeff Hammerbacher the once co-founder of Facebook underpins: “The best minds 

of my generation are thinking about how to make people click ads,” thus, marketing is more than that 

(Vance, 2017b). Within this new space a unified and a non-zero-sum co-creation and mutually 

gaining convergence of taste and judgment based on the foundational shifts that have been realized 

in the holism of access to better education, access to ubiquitous cycles of information, a rising buying 

and bargaining power-driven by social-digital currency, and co-evolved by a new type of brand 

behaviour and brand raison d’être, which gives equal access to all actors embedded in the four 

previously defined but separated fields by Bourdieu. The new iconic brands are mega actors like 

Google, YouTube, Netflix, Apple Inc., and Amazon, Zara, Facebook, Instagram or LinkedIn etc., 

regardless of the buying power or the social class they are either freemium services or semi-

freemiums, contributing towards some sort of new form of capital within the digital space. A good 

example here is, not the sold concert tickets of an artist, which matters, but the number of “views”, 

“likes”, “ubiquitously globally trending content” and “shares”, which are the dominant forms of 

capital emerging today. In addition, the previously mentioned brands are available to almost all social 

classes, thus redefining, what once was observed as “the brand marketing for the few” to a new 

situation of “a brand experience of all”. As the level of education is rising and different business 

models even in education institutions are emerging, not only because of the possibilities that the 

MOOCS offer, but moreover more students are joining top schools in Europe from China and also 

US, where access to education is mainly available for free. Computer science schools as 42 in France 

and now also in Silicon Valley or Code University of Applied Science in Berlin, Germany have 

evolved based on the necessity of the markets, to offer free or much attractive tuition payment options, 

by the modus of the co-creation principle between multiple stake-holding entities that have founded 
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these schools, enhance further the dimension and growth of the new fifth space. The model of this 

universities is access on merit not social privilege.  

 

Figure 15: Defining the Fifth Space of Global Consumer Convergence 

Figure 15 describes the fifth space of a converging societal sphere, that needs to be addressed not 

only by the distinction of taste and judgement but moreover by the unification of habitus, perception 

and socio-political awareness and concerns. According to Bourdieu (1986b): “The convertibility of 

the different types of capital is the basis of the strategies aimed at ensuring the reproduction of capital 

… by means of the conversions least costly in terms of conversion work and of the losses inherent in 

the conversion itself…”(p. 253). This convergence amplified by ubiquitous technological possibilities 

has created a market space, where it embraces the integration of the most sustainable ideas and 

characteristics beyond the previous segmented hierarchical market playgrounds to which Bourdieu, 

referred to as: “… in the sense of illusio, belief, an involvement in the game which produces the game” 

(Bourdieu, 1986b, p. 86). The digital turn has produced a new culture that can only be understood by 

the marketer entering this culture, it is not a top-down or bottom-up approach, but moreover a 

“market- within”.  

“Culture is a stake which, like all social stakes, simultaneously presupposes and demands that one 

take part in the game and be taken in by it; and interest in culture, without which there is no race, no 

competition, is produced by the very race and competition which it produces.” (Bourdieu, 1984b). 

The culture of the digital space redefines the logical function of capital in terms of not only the 
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economics but moreover within the dimensions of the “culture capital” as systematically structured 

by Bourdieu, “… as the long-lasting dispositions in the mind and the body” (Bourdieu, 1986b). The 

authors are not purely referring to the emergence of a social media amplified popular culture but are 

giving attention to the fifth, but a foundational shift in terms of a new social space of an emerging 

dominant market in terms of capital and market dynamism beyond the segmented lens. To succeed 

within this emerging socio-cultural space, the mechanism of control and reproduction and the 

understanding of behaviour within this social space would be essential for the development of market 

theory within a global context. 

Service dominant logic: an in-depth analysis 

The revolution in service marketing (SM) to converge goods-dominant logic (GDL) with service-

dominant logic (SDL) was a necessary step in evolving towards a new logic of marketing, thus 

advances made by service scholars have provided a foundation for a more service-oriented view of 

all exchanges from which more appropriate normative strategies can be developed for all of marketing 

(Vargo and Lusch, 2004a). The four myths of service marketing (intangibility, inseparability, 

heterogeneity, and perishability) do not distinguish services from goods; thus, they only have meaning 

from a manufacturing viewpoint and imply inappropriate normative strategies. The demystification 

of these four myths towards a new normative strategy has paved the way towards evolving marketing 

theory to a new and more robust foundation by a redefinition of the notion of service within a much 

suitable logic for marketing in terms of service, as the holistic phenomenon of market relations. The 

necessary implications from a multiangle perspective have been established with much broader 

implications for marketing theory, practice, and pedagogy towards solving macro societal challenges 

in general management and public policy (Vargo and Lusch, 2004a). Thus, the inherited GDL based 

on the exchange model that focused on tangible goods is challenged by the new defined dimension 

of what “service” implies within SDL, hence this emerging perspective is focused on intangible 

resources and the co-creation of value with the customer. Therefore marketing, in essence, is the 

provision of service to be rendered or a doing a job that occurs in the lives of some sorts of consumers 

(Vargo and Lusch, 2004a; Christensen, 2016b). A vital insight within this shifting paradigm was to 

see the locus of innovation within the field of marketing by enhancing the understanding of service 

provision towards a unique foundation and a change from the exchange mode of market relationships 

towards a co-creation mode of value generation phenomena (Vargo and Lusch, 2004a). Vargo and 

Morgan (2005b) suggest that the service-centred model of exchange is pivotal for the advancement 

of the understanding of exchange relationships in marketing. Thus, a service-focused mode of 

exchange is vital to understand how relationships between actors within a value chain (VC) could be 
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understood more precisely (Vargo and Morgan, 2005a). The shift within the field of economics that 

focuses on the production and distribution of goods has been challenged by a broader logic that SDL 

has provided, hence the ubiquitous transmission of information and export of skills beyond 

topological and time-zone boundaries provides a much better understanding of the societal shifts that 

could be better observed and coped with via the SDL (Lusch et al., 2006). Vargo and Lusch have 

clarified the diverse essential themes of why it is necessary. SDL, therefore, is indicating a process 

of doing something for someone (Christensen, 2016b), rather than the plural general observation of 

the notion “services” in contrast to goods. In SDL, service is the common denominator of exchange 

and thus is hypernymic to goods. There is no goods-versus-service winner or loser in SDL. The 

integration of this view has established service beyond the understanding of services in lieu of 

products (Vargo and Lusch, 2006), but as the foundation of value that a produced artefact renders. In 

addition, the notion that economic entities are better observed as service integrators gives a more 

solid conceptualization of designing global value chains (GVC) and relational webs of multiple firms 

via their application of dynamic capabilities and organizational ambidexterity by dissolving the 

challenges of core rigidities, which have emerged from a linear model of the GDL modus operandi 

of marketing. This also means that we need to set the competition apart as broadly defined within the 

Porterian logic (Porter, 1979), which has observed customers and suppliers as actors with whom a 

never-ending zero-sum game is played, also coined as “competitive strategy”.  

General theories are long in coming to an academic discipline. When developed, they come under 

extreme scrutiny. However, Lusch and Vargo (2006) do not propose that SDL at its current stage of 

development is a general theory. Nevertheless, for the reasons established so far, it provides the 

foundational basis for the development of a general theory in marketing (Lusch and Vargo, 2006). 

SDL is a shift in logic in the real sense that emphasizes on activities driven by special competencies, 

knowledge and skills, a pivotal role in exchange processes and a paradigm shift in marketing logic 

and not a replacement of one form of output (Lusch and Vargo, 2006). In the logic of Alderson (1957), 

SDL establishes a marketing interpretation of the whole process of creating utility by a holistic 

definition of service. The integration of service in terms of specialized competencies (knowledge and 

skills) to deliver value to another entity or for the entity itself are the necessary recursive conditions, 

which is essential to avoid marketing myopia today (Lusch et al., 2006). 

Services vs Goods (SDL vs GDL) 

While SDL defines the dimension of how service as a process can be conceptualized, rather seen as 

a mere unit of output, it actually focuses on the integrative dynamic of resources and core 
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competencies beyond static integration of resources (Lusch et al., 2008). According to Normann 

(2001, p.114): “Services are activities (including the use of hard products) that make new 

relationships and new configurations of elements possible... Viewing the economy as a web of 

activities and actors linked in co-productive value creation gives us another”. Michel et al. (2008) 

underpinned Norman’s notion of value creation based on the co-creating dimension of customer’s 

involvement within the value-producing domain of offerings based on a resource integration of 

operant resources. The inherited duality of product vs. service debate, wherefrom a transition within 

the dimension of GDL considers that production should be modified in a way to distinguish the 

differences between goods and services. SDL, in contrast, focuses on using the core competencies of 

the stake-holding parties for the benefit of one another as the foundation of economic exchange, thus 

there is a vital need for revising the whole logic of marketing from a service-driven post-GDL 

structural Weltanschauung.  

Maglio et al. (2009) observe that SDL is a proposition of abstraction for the 21st century, wherein an 

emerging revolution of thought regarding the enterprise and economics is based. The Weltanschauung 

of SDL, thus, is a strong contrarian view to the vanishing world based on GDL. Within SDL as a 

system and platform of service, whereupon a configurable integration of diverse operant and operand 

resources can be paved to interact with an additional value-creating network of systems, thus Apple’s 

AppStore or the iTunes, Netflix or Uber, Airbnb are the firms which rose against the tide by 

challenging the status quo within the boundaries of forward-pushing marketing myopia, hence it was 

not the CD, or the observation of what the utility function of a phone was or that neither a DVD nor 

a blue ray system was the endpoints of evolution there, nor the linear TV, but what actually was the 

service or the job to be done, which have defined winners and losers. Managers and employees can 

distinguish, how service provision and the process of brand value creation can be established either 

directly or via the artefacts produced (Merz et al., 2009), hence the value of Netflix or Instagram is 

based on the “value in use principle” and “co-evolution” via “direct-to-consumer-strategies” by the 

behaviour and the interaction of the actors of which the firms have a precise map of the histography 

of actions, likes and views. Being on Netflix is not pure entertainment, it goes beyond that, as 

metaphorically it may enhance small talk capacities; how else can one understand and even participate 

in jokes that may refer to them. It is has become more expensive co-evolutionary not to be on it than 

to pay the minimum amount that it requires. 

Based on the advance of a network economy customers engage as co-creators of the firm’s marketing 

initiatives. Firms are advised to foster this shift and see it as a part of a virtually-networked market 

economy. Hence, the dimension of the inbound marketing is better embraced in terms of efficiency, 
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effectiveness and more complete by integrating customers as partners that firms “market-with” and 

“co-create” value beyond the Porterian logic of seeing customers as forces, which has been the 

foundational premise of the SDL (Lusch and Vargo, 2009). SDL also delivers a much wider meaning 

for the network theory Weltanschauung, wherein an extended dimension of interconnectedness and 

co-dependability of actors is described. Holistic and actualized marketing embraces the notion of 

value co-creation via service for service exchange by the resources integrating actors (Vargo, 2010) 

and hence, markets are complex systems, which can be better observed as configuration for co-created 

evolving value provisions (Vargo, 2011). Markets are furthermore defined within the boundaries of 

the three recursive levels of micro, meso and macro relations, wherein ubiquitous exchanges take 

place (Chandler and Vargo, 2011). With the foundations of SDL a broader perspective of exchange 

and value-creating processes has been established and the notion of B2B as a general rule within 

marketing, thus as a transcendence towards an actor-to-actor (A2A) orientation, which delivers a solid 

ground for a dynamic, networked and system-oriented understanding of value creation is paved 

(Vargo and Lusch, 2011b). These direct-to-consumer relationships have been responsible for the 

development of the most iconic brands and firms’ success stories, such as Amazon Go, Amazon 

bookstore, Amazon Prime, Apple AppStore, iTunes, Apple+, Netflix, and older firms jumping on 

new promising ventures as Disney+ and many more. While, SDL is to be seen as a Weltanschauung 

and not as a general theory for marketing (Vargo, 2011), thus constructing on Hunt (1991): “a 

systematically related set of statements, including some lawlike generalizations, that is empirically 

testable”, are needed to enhance the theoretical contribution of SDL and its implications for defining 

markets in the future. The complexity of markets is described by the notion of analysing markets as 

configuration and systems of the unique value proposition (UVP) that enhance value co-creation 

(Vargo, 2011).  

Based on bridging SDL with structuration theory deriving from sociology it delivers a theoretical 

framework, whereby three service dimensions could be aligned. 1) A unique value proposition 

(UVP); 2) by inviting actors in a mutual service-centred engagement, as an alignment of connections 

and tendencies and 3) the notion of experience innovation in many-to-many bases (Chandler and 

Lusch, 2015; Gummesson, 2004). Furthermore, SDL is founded within the four definitions of UVP: 

1) value is phenomenological, which means, it is meaning driven, 2) value is based on co-creation of 

a web of actors within an evolving meaningfulness that resonates back and forth in feedback loops, 

3) value is holistic and therefore the economics and the price-driven notion of transactions and mass-

industrialization is outdated, and 4) value is an emerging phenomenon, thus value is a co-evolving 
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creation of meaning and value beyond the resultant and predictable planning paradigm that guided 

management and strategy for such a long time.  

Based on the service ecosystem approach, an enhancement of service marketing research paradigm 

is proposed, thus, service is the foundation of all exchanges in terms of the concept of value in use, 

which can be regarded as all service encounters are service experiences and that this dimension goes 

beyond the physical, social and relational boundaries by integrating the diversity of institutions in a 

socio-historic context (Akaka and Vargo, 2015). 

Value co-creation is generated via organized A2A structures within a value chain (Vargo and Lusch, 

2016). Hence, new resources could emerge from a conflicting view that co-exists within an 

organizational setting, which may contribute to the generativity of resources’ transcendence 

(Koskela-Huotari and Vargo, 2016). So far SDL has delivered a framework of evidence-based 

research for strategy development and execution, the application of complexity and cybernetics 

Weltanschauung within economics and heuristics for complex service-centred eco-systems form a 

holistic perspective that aligns ethics, economic, environmental and social sustainability, and public 

policy (Vargo and Lusch, 2017). 

Market Theory and Theory of Marketing 

SDL could be regarded as a marketing interpretation of the whole process of value creation (Alderson, 

1957), hence, specialized core competencies are applied to mutual symbiotic win-win relationships. 

An evolving complexity-based paradigm based on the potential of SDL has evolved, wherein Lusch 

(2006) argues that macro-marketing research should start with an understanding of the most micro-

actions of buyers, sellers, and governments (Bartels, 1951). The complexity, which is based on the 

agents and their micro-actions results in the emergence of macro-structures, which take a long time 

to emerge and then evolve further over long periods. Hence, there is a recursive dimension of 

structures constructed by the activities of multiple agents that emerge into the macro-structures in a 

long-term period. Granovetter (1973) observes: “A fundamental weakness of current sociological 

theory is that it does not relate micro-level interactions to macro-level patterns in any convincing 

way. Large-scale statistical, as well as qualitative studies, offer a good deal of insight into such macro 

phenomena as social mobility, community organization, and political structure”. The authors would 

come back to the notion of co-evolution later within this paper. The alignment of the inherited duality 

existent between products and service serves as a cohesive foundation for an understanding of this 

phenomenon as the holistic notion of observing value and meaning within the logic of service that 

co-created artefacts that transmit to the consumers (Vargo et al., 2017). SDL has also been observed 
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as a tag that is used to identify what appears to be an evolving revised logic of the notion of exchange 

for market theory and marketing theory in general. At the same time, it is appropriate to investigate 

SDL empirically at any point in this evolution, while premature conclusions should be avoided 

(Vargo, 2007). Besides, there is no inherent reason why marketing science must solely rest on the 

back of economic science. Of course, there is also no inherent reason why SDL should not do the 

same or enhance its logic towards more suitable sciences. Furthermore, there is no reason why 

marketing science, or more precisely market science, cannot develop its own positive theory and 

contribute not only to the further development of more adequate normative marketing theory, but also 

as a positive theory of enhancing economics (Vargo, 2007). This of course amplifies Alderson’s 

(1957) call for “a marketing interpretation for the whole process of creating utility” and meaning 

within the co-created and co-evolved realities of the cyber-physical age. Marketing has grown out of 

the foundational logic of pure economics (Vargo, 2007), and hence the same logic appears to be 

applying also to SDL, because there is a need for developing a self-sustaining methodology beyond 

a positivistic Weltanschauung for the field, which is also the pursuit of this paper. To illustrate the 

gap in the field that could be fullfed based on a design Weltanschauung and hence answering Dixon’s 

(1990) observation that “the task of responding to Alderson’s challenge remains” (Vargo, 2007), an 

enhancement of the notion of SDL to a design-dominated logic (DDL) will be paved at a later stage 

of the paper. 

The Future of Marketing with Elements of AI 

Future of Marketing 

The service-transcendence as a pre-theoretical nudge towards a paradigmatic shift in the field has 

created a solid basis within the topological evolution of marketing’s modus vivendi bending towards 

pure technicity. Based on evidence-based research within the evolution of SDL, the challenge of a 

unified theoretical model that can be empirically tested is emerging, which with the merits that SDL 

has triggered, may offer a framework of modus operandi, that would be highly beneficial to marketing 

theory and theory of markets as possible evolutionary developments. Thus, SDL postulates a 

philosophical conceptualization of value – "a change in the viability of a system” by capturing the 

nature of value through four essential propositions: (1) value is phenomenological, (2) value is always 

co-created, (3) value is multidimensional and (4) value is emergent. SDL provides specific 

foundations for how future scholarly work can contribute to the further refinement of the 

understanding of value (Vargo et al., 2017).  
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The foundational premises of SDL delineate a market-based framework of a service eco-system, 

wherein actors are influenced by mutual resource integrations based on service-for-service exchange. 

Here, the integration of systems theory and the model-based-management (MBM) amplified on the 

technological progress underpin the essentiality of a web of actors and organizations (Vargo and 

Akaka, 2012). As the world evolves in complex interdependencies, it is more important than ever to 

pay special attention to service system resiliency and sustainability. The emergence and growth of 

SCM and GVC within the SDL encourages systems-level thinking and provides at least some initial 

guidance on developing appropriate “mind-sets” and skills. In turn, this provides the means to be 

more innovative in developing solutions to “wicked problems” (Rittel and Webber, 1973) of man 

that growing complexity brings forth (Lusch and Spohrer, 2012). Hence, marketing requires a new 

Weltanschauung to effectuate its vital role in creating a sustainable competitive advantage and to 

extend the lens of designing a topology for marketing beyond the notions of offerings and the 

enterprise as an island, the mainstream practice of marketing must be observed via the service glass 

(Bettencourt et al., 2014). 

Impact of Artificial Intelligence (AI) on Marketing Theory – General AI 

The history timeline of AI is a very interesting journey consisting of major developments in its 

relatively young history. A rare mixture of knowledge of the basic physiology and function of neurons 

in the brain, a formal analysis of propositional logic from Russell and Whitehead, and Turing’s theory 

of computation produced the very first work that is now generally recognized as AI, which was done 

by Warren McCulloch and Walter Pitts (1943) (Russell and Norvig, 2002). However, the birth of AI 

officially happened in 1956 at Dartmouth College in Hanover, New Hampshire during a summer 

workshop organized by John McCarthy, Claude Shannon, and Nathaniel Rochester (Russell and 

Norvig, 2002). Considering that the field was newly invented, the expectations were high, and the 

early years of AI were full of successes. Given the availability of technology and computer at that 

time, it was astonishing whenever a computer did anything remotely clever such as simple arithmetic 

and mathematics. As developments took place difficulties arose as most early programs were not fully 

capable of their subject matter and the intractability of many of the problems that AI was trying to 

solve (Russell and Norvig, 2002). The problems that had arisen were of a general-purpose search 

mechanism trying to string together elementary reasoning steps to find complete solutions. These 

systems were known as weak methods since they were incapable of scaling complex problems. In 

1969, Feigenbaum, Buchanan, and Lederberg teamed up to solve the problem of inferring molecular 

structure from the information provided by a mass spectrometer. As a result, they created the 

DENDRAL program (Buchanan et al., 1969). This program was the first successful knowledge-
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intensive system derived from large numbers of special-purpose rules. Even though many 

developments in the field of AI had taken place already it was the year 1980 when the AI was 

established as an industry and boomed from a few million dollars to billions of dollars in 1988, due 

to large investments that were being made by hundreds of companies around the world in building 

expert systems, vision systems, robots, and specialized software and hardware (Russell and Norvig, 

2002). Another milestone that cannot be ignored is the re-development of the back-propagation 

learning algorithm in 1969 by Bryson and Ho (Rumethart and McClelland, 1986-). This reinvention 

marks the return of the neuronal networks which are massively used today. The revolution in the 

content and methodology of work in AI enabled the field to advance rapidly and dribble past various 

fields and industries through innovation and development at an unprecedented rate (Russell and 

Norvig, 2002). With the help of improved methodology and theoretical frameworks, AI was able to 

arrive at an understanding in which neural nets can now be compared with corresponding techniques 

from statistics, pattern recognition, and machine learning. These advancements of the field paved the 

way for the emergence of data mining and other AI subfields. Similar but more gentle revolutions 

have occurred in robotics, computer vision, and knowledge representation where a better absorption 

of the problems and property complexities through mathematical sophistication has led to more robust 

methods. Furthermore, the emergence of intelligent agents in the mid-1990s marks another major 

milestone for AI as the work of Newell, Laird, and Rosenbloom on SOAR is the best-known example 

of a complete agent architecture (Rosenbloom et al., 1993). Despite these achievements, some 

heavyweight influential founders of AI, including McCarthy (2007), Minsky (2007), Nilsson (1995, 

2005), and Beal and Winston (2009) argue that AI should put less emphasis on creating ever-

improved versions of applications that are good at specific tasks like car driving, chess-playing, or 

speech recognition. Instead, they encourage AI to go back strive for Simon’s words “machines that 

think, that learn, and that create” (Minsky, 2004). This effort from the heavyweights is called 

“human-level AI” (HLAI) and aims to increase the knowledge base of computers, especially now 

with the availability of very large data sets, so that humans and computers and work with each other 

in a complementary way.  
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Figure 16: Illustrating the History of AI from its Inception to Present 
Source: Derived from Russell and Norvig (2002) 

A solid contribution to incorporating AI and establishing a bridge with marketing was provided by 

Gentsch (2018). The application of the derived insights from the multiple case studies and examples 

therein have pointed out the essential role of AI and algorithmics played in optimizing the automation 

of production, logistics processes, administrative planning, and even the journey of creative 

procedures of designing within marketing sales and management (Gentsch, 2018). Advances in big 

data, IoT, and social media are the additional major foundations upon which a bridge between 

marketing and AI must be established on solid grounds (Gentsch, 2019c). Furthermore, the notion of 

neuronal networks and approaches of sub-symbolic AI which dominates the marketing of today are 

essential fields of research which will dominate the developments of marketing theory and research 

for a long time (Gentsch, 2019b). As marketing needs to come to intelligent conclusions (Gentsch, 

2019a, 2019c), the first approach of defining the rules would be “Good-Old-Fashioned Artificial 

Intelligence” (GOFAI), a term coined by the philosopher Haugeland (1989), which claims that all 

intelligent behaviour can be captured by a system that reasons logically from a set of facts and rules 

describing the domain. Furthermore, the essential role of natural language processing (NLP), which 

uses pattern matching and substitution methodology to give canned responses in making man-

machine interaction possible in a “Turingian sense” cannot be ignored. In a world wherein unlimited 

information on unlimited computers are available, and where ultimate decisions are generated based 

on real-time processes and controlled objectively, is perceived to be the future world where a bridge 
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of symbiosis for the fields of AI and Marketing can be paved (Gentsch, 2019a, 2019b). The role of 

AI and ML is of a high significance in marketing and has revolutionary capabilities on a firm’s 

marketing strategy (Sterne, 2017). This does not imply that marketing professionals should fully rely 

on algorithms and ML techniques to gain competitive advantage, however, their engagement is 

crucial as they need to pursue four paths for the algorithms to perform (Pradeep et al., 2018).  

 
Figure 17: Displaying the Success Factors of AI 
Source: Pradeep et al. (2018) 

To achieve a satisfactory level of product innovation and significantly improve processes in a firm, 

AI smart machines should work alongside people in a complementary way for each other similar to 

the way Amazon and Google work (Davenport, 2018). AI experts predict that dramatic changes and 

developments will take place as a consequence of China’s continuous increasing pace in its AI 

development journey. Many jobs will be affected as a result of enhancement (Lee, 2018). 

Furthermore, additional major concerns regarding AI’s rapid development are raised as AI could 

match and then surpass human intelligence (Barrat, 2013). Thus, indicating that we may be forced to 

compete with a rival more cunning, more powerful, and more alien than we can imagine. However, 

the essence of AI from a marketing lens is to be able to solve simple and complex problems in 

different markets, wherever technology is used and applied (Luger, 2005). 

To identify whether machines are capable of thinking, we must first find a simple idea to replace the 

word “think” and point out specifically which machines should be considered (Turing, 1980). AI 

agents are redefining the roles and rules of the marketing game by improving simple and complex 

marketing activities constantly. The progress that has been made in agents such as “Virtual Personal 

Shopping Assistants” (VSPAs) is tremendous as they are now capable of recognizing consumers’ 

tastes and preferences, predict their needs, and optimize their product purchases (Forrest and Hoanca, 

2015). All these developments are technologies, are essential developments that would define 

successful marketing in the current century. 
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Developing New Markets 

A new interface-based paradigm fostering human-computer symbiosis via interactive and smart 

interfaces, create the effect of a three-dimensional world in which the user can directly interact with 

virtual objects, thus, forming a “virtual reality” (Bryson, 1996). The strong sense of virtual reality 

and its three-dimensional presence has created the illusion of a new single market in which unlimited 

computers are available, technology is mature, unlimited information is shared, and unlimited data is 

gained. The physical world of raw materials, resources, goods and services continues to exist. In 

addition to it, the virtual world of cyberspace induced by an increase in electronically networked 

information systems has emerged and created new bridges and opportunities between different 

markets, fields, and industries (Weiber and Kollmann, 1998). The virtual market in cyberspace in 

which information is processed and utilized and virtual value creation chains are brought within data 

networks can be referred to as market space (Rayport and Sviokla, 1994). Hence, implying that the 

marketplaces in which virtual transactions take place, the market space is considered an artificial or 

intangible market for information. Therefore, the creation of market space in cyberspace makes it 

necessary for firms to reconsider their views on value-creating measures as the significance of virtual 

value chains in the market space for competitive successes in information-based markets cannot be 

viewed in the same way as the one in physical markets (Weiber and Kollmann, 1998). In the future, 

a firm will be able to generate consumer value through virtual value-adding in the marketspace. 

 
Figure 18: Defining the Market Success Factors in Cyberspace 
Source: Weiber and Kollmann (1998) 
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New demands have arisen for firms to remain competitive due to a shift towards cyberspace where 

information is at the centre of this structural change in market systems (Weiber and Kollmann, 1998). 

The use of information through various digital data paths has become vital for businesses in an attempt 

for value creation and remaining competitive within the markets. Three key features for maximum 

utilization of future information-based marketing are essential (Day and Wensley, 1988):  

1. Digitalization – simplifying transmission of information through digitalization and expanding 

the target person scope and speed significantly. 

2. Interactivity – producing a shift from a one-dimensional to multi-dimensional media 

communication through the interactive transmission of information. Through interactivity, firms 

can engage in mass communication, interact with consumers and gain feedback through 

reciprocal communication. 

3. Individualization – due to digitalization and interactivity in information processes in the market 

space, the way for individualization is paved and “quasi-personal” contact between market 

actors is enabled.  

Excelling in these three features would undoubtedly help create a sustainable competitive advantage 

and to improve the bundle of outputs offered in cyber-physical space. 

Machine Learning and Deep Learning (ML & DL) 

Deep learning is a form of machine learning that enables computers to learn from historical data and 

understand the world solely in terms of a hierarchy of concepts (Goodfellow et al., 2016).  

Furthermore, the hierarchy of concepts determines the computer’s knowledge by enabling it to learn 

from experience and build on from simple complex concepts. One of the major activities in ML and 

DL is image recognition and tracking, where the challenging part is coping with image changes and 

distinguishing between the target and the surrounding environment, therefore training with translated 

and scaled sample patches are required (Goodfellow et al., 2014). Training deep neural networks is 

complex because of the distribution of each layer’s input changes during training as the parameters 

of the previous layers change (Ioffe and Szegedy, 2015). As a result, the process slows down the 

training by requiring lower learning rates and making it harder to train models with saturating 

nonlinearities. A common issue with neural networks is overfitting especially with deep neural nets 

with a large number of parameters. A simple way to prevent this problem is by implementing 

“Dropout”, a strategy which reduces the number of parameters based on relevance (Srivastava et al., 

2014). Nevertheless, batch normalization through an acceleration of deep network training by 

reducing internal covariate shifts eliminates the need for dropout and saves time (Ioffe and Szegedy, 
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2015). The advancement of neural information processing systems has turned out to be very beneficial 

in terms of increasing speed and accuracy. Estimating generative models through adversarial nets by 

training a generative model G that captures the data, and a discriminative model D that estimates the 

data simultaneously improves the quality of the information significantly due to the higher number 

of filters (Goodfellow et al., 2014). Scene recognition is another relevant feature within the 

recognition technology as it is one of the hallmark tasks of computer vision which enables the 

definition of context for object recognition (Zhou et al., 2014). This tremendous progress in 

recognition technology comes because of “Convolutional Neural Networks” (CNNs) and their ability 

to accurately analyse and recognize people and objects from various perspectives (Karpathy et al., 

2014). In addition, Microsoft “Common Objects in Context” (COCO) is a technique used for object 

recognition and is achieved through gathering images of objects in their natural context and positions, 

thus, familiarizing the tool with the art of context (Lin et al., 2014).  

AI Conclusion 

Despite its limitations, this chapter has given relevant insights to incorporating AI and establishing a 

bridge with marketing through conducting an in-depth literature review and acknowledging key 

contributions. The historical journey of AI is portrayed chronologically according to the “AI bible” 

from Russell and Norvig (2002) where the most important milestones are highlighted, and key 

contributors are acknowledged. Since the late 1970s, AI has been capable of improving human 

decision-making as well as the subsequent productivity in multiple business endeavours through 

business pattern recognition, gathering data and information, and analysing them intelligently (Min, 

2010). Furthermore, advances in big data, IoT, and social media are the major foundations upon which 

this bridge between AI and marketing must be established on solid grounds. These advancements in 

the field of AI will continue to accrue, and AI will continue to penetrate businesses and organizations 

at an unprecedented rate. Therefore, a bridge between AI and marketing should enable humans and 

machines to work in a complementary way at each other’s strengths – Hence, helping businesses and 

organizations progress to the complexity awaiting them in the future. 

Strategic Recommendations and Conclusions 

The Emergence of a Design Logic as a Theoretical Synthesis 

The evidence-based search committed to analysing the essential publications within SDL and AI 

described a solid overview of how the movement evolved from its inception (Vargo and Lusch, 

2004a) and also how the AI-driven advancements have paved the way for a unified and 

complementary framework upon which more fruitful theoretical and practical technologically-laden 
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grounds could be designed within marketing. We believe that the complementing SDL framework 

with a designerly way of enhancing the theoretical-practical accomplishment would deliver solid 

theoretical foundations. Hence the notion of the evolving logic remains to the degree that a new 

paradigm shift in marketing due to the vital developments in high-tech and shifts within the fabrics 

of societies need to be incorporated in a way that it would align the fields of traditional marketing 

and AI-driven technological advancements. The cornerstone of design as a field of practice and as an 

essential pillar of human knowing was laid by Simon (1962), Cross (2001), Östman (2005), Archer 

(1979), Romme (2003), who have also delivered some solid contributions towards understanding 

design as modes of human and organizational engagement with the complexities of the environment. 

Constructing on Archer, the authors treat design as a different culture from the sciences and the arts 

(see Figure 19) in terms of “designerly ways of knowing thinking and acting”, which has been 

distinguished in its own right (Simon, 1969; Cross, 1982). While Cross (2001) and Schön (1983) took 

things a step further in that they advocated for going the design path of inquiry as the intellectual 

structure of a new field, Archer (1979) christened design as “the third area”. Many scholars still 

advocate for a holistic and embracive approach between sciences and design as Owen (2007) states: 

“… a combination of science thinking and design thinking is better than either alone as a source of 

advice.” This view of science and design thinking is proposed as a possible path for marketing. Archer 

(1979), conceived “design” as a verb in the broader sense of professional apperception, by stating: 

“… to design is … defined as to conceive the idea for and prepare a description of a proposed system, 

artefact, or aggregation of artefacts” (Alexander, 1992). The holistic nature of design is reflected 

also within the original definition of Simon, where he constructs: “Everyone designs who devises 

courses of action aimed at changing existing situations into preferred ones. The intellectual activity 

that produces material artefacts is no different fundamentally from one that prescribes remedies for 

a sick patient or the one to devices a new sales plan for a company or a social welfare policy a state” 

(Simon, 1962). Thomas and Carroll (1979) state: “Design is a type of problem-solving in which the 

problem solver views the problem or acts as though there is some ill-definedness in the goals, initial 

conditions or allowable transformations”. Schön (1938) substantiates this claim by stating: “The 

designer shapes the situation, in accordance with his initial appreciation of it; the situation ‘talks 

back’, and he responds to the backtalk”. Simon (1969) argued for establishing a design approach in 

economics and engineering and other disciplines including all the artefacts’ and organizations’ 

creating capacity (Bayazit, 2004) which has yielded some impressive results by borrowing from areas 

that range from architecture to NASA.  
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Figure 19: Illustrating Design as the third area 
Source: Archer, 1979 

Figure 19 describes Archer’s original model of design as the third way, whereupon a solid foundation 

for human understanding and education was laid. The model puts the notion of modelling at the core 

of design and as the interpretive logic of the field, while humanities are embraced via languages and 

mathematics within the dimensions of notation. Contemporary marketing theory needs to answer 

three essential questions for the field from an existential-phenomenological view of the organizations. 

What scholars and practitioners of marketing need to observe is that design asks questions in pursuit 

of “a how can reality”, while sciences are based on the metaphysical apperceptive inquiry of “a what 

is their reality”. Due to the nature of the questions asked the notion of “truth-seeking” also changes, 

hence truth in terms of design pursuits “un-concealment” of a co-evolutionary search space a 

creationary-inventive embodiment of “possible worlds” (Heidegger, 1954), while sciences pursuit a 

“what is out there truth”. Taking the contemporary definition of marketing: “Marketing is the 

activity, set of institutions, and processes for creating, communicating, delivering, and exchanging 

offerings that have value for customers, clients, partners, and society at large” (AMA, 2017). 

Marketing is, thus, founded within the dimension of conducting three jobs (Christensen et al., 2016b) 

concurrently, while the notion of “creating” as the cornerstone of the activity is postulated with a 

holistic framework of value apperception for the firm, the customer and the society at large. Here not 

only creating the artefact upon which a service is rendered, is a foundational design activity but 

moreover the dimensions of communicating and delivery are regarded as essential areas of design as 

well, whereupon marketing can integrate more essential scientific pillars, of which the whole AI 

movement as the holistic embodiment of the digital turn within marketing can be based on fruitful 
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possible grounds. This, of course, does not mean that marketing should ignore other scientific 

integrations for the field, but moreover, to pursue aligning the fields, the design Weltanschauung 

(DWA) as a possible logic of a theoretical synthesis is established. 

 
Figure 20: Establishing the Design Weltanschauung Framework 

1. What are the firms’ legitimacy and raison d’être who are we, what is our purpose? 

2. How can we manage the firms’ exiting priorities within the time zone of “now”? 

3. What needs to be done in the future? Here a distinction between a linear and a future to which 

the philosopher Jacques Derrida referred to as l’avenir. 

Constructing on Derrida, who stated: “In general, I try to distinguish between what one calls the future 

and ‘l’avenir.’ The future is that which—tomorrow, later, next century—will be. There’s a future that 

is predictable, programmed, scheduled, foreseeable. But there is a future, l’avenir (to come), which 

refers to someone who comes whose arrival is totally unexpected” (Dick et al., 2005). 

For market(-ing) theorists of today, design Weltanschauung (DWA) would deliver a boost in their 

capabilities and phenomenologically creative work of creating promising possible worlds of value. 

Hence, by enhancing the boundaries of communication at a lower cost, and furthermore by designing 

solid GVC for resilience in delivery, the essence of a sustainable competitive advantage can be 

achieved. Here also lies the difference in terms of the firms’ design of the essential digital-physical-

capabilities that distinguish an Amazon from a Sears, or a Netflix from a Blockbuster. 
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Figure 21: Interpreting the Design Weltanschauung Applied in the Holism of Marketing 

Figure 21 above displays the foundations of a DWA, where firms can navigate the turbulent markets 

within the dimensions of 1)“preserving” the legitimacy of today, while 2) “transforming” the 

organizational raison d’être by the structural dynamics of the firms’ ambidextrous embodiment, thus 

exploiting opportunities within the time dimension of today, while exploring the capabilities that are 

essential for the future (O’Reilly III and Tushman, 2008). Creation in design is based on the inventive 

capabilities of firms’ “creative destruction” capacity towards excellence by a higher rate than what 

the market perceives as illusio for innovation. Schumpeter (1947) observes: “…it refers to the 

incessant product and process innovation mechanism by which new production replaces the old”, 

thus so too theories.   

Figure 21 illustrates, how designerly-based marketing via the “Design Weltanschauung” (DWA) can 

be applied, thus as already established the cyber-physical markets are bending towards complexity 

within the pivot of a digital turn with an ever reducing dynamic of responsiveness in time to 

attenuating the rapidly changing market environments. Special attention is given to already 

established philosophical and artistic foundation that define marketing from a designerly way of 

inquiry.  

Application of Theoretical Synthesis to the Problem 

Marketing’s raison d’être is shifting from the boundaries of a purely “transactional mass- marketing” 

market towards essential and vital societal implications. The dimension of thought in marketing needs 
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to meet the evolution of the design-based-cyber-physical- service-economy. The sustainability 

mindset delivers many aspects that go beyond the rational of economics Weltanschauung. Marketing 

has evolved towards becoming a field, which is high-tech driven. The evolution of AI rising global 

complexity has brought up a need for a marketer, who must holistically bridge many fields of science. 

Within the dimensions observed so far, we would like to propose a framework to enhance marketing 

theory by constructing a conceptual framework as described above by DWA, thus aligning these 

diverse challenges and proposing a holistic framework that delivers a solid model to cope with 

resulting disruptions. Lusch (2007) distinguished the evolution of marketing thought and practice as 

going through three stages over the past millennium: 1) “to market”, meaning bringing the products 

to some sort of market; 2) “market(ing) to”, meaning marketing the products and or services to some 

sort of segmented customer focus group; and 3) “market(ing) with”, in terms of co-creating value 

based on the resources and core competencies’ integration of the perceived value. Hence, Lusch 

illustrated how marketing, in both theory and practice, is moving away from a “market(ing)-to” 

towards philosophy, and practice, thus, towards pragmatism, and a “market(ing)-with” philosophy 

and practice. The authors are proposing an additional dimension of “market within” – within the view 

that Lusch (2007) constructed, which is described in Figure 22.  

 

Figure 22: Defining the Transition of Marketing from Goods- to Service- to Design-Dominant Logic 

The notion of DDL goes beyond the limits of exchange and co-creation and paves the way for “co-

evolution” as a foundation that transcends towards a designerly and self-organizing concept of the 

“market-within” dimension of a “design search space” of customers and firm relations. As DDL 

advances the notion of co-creation towards the dimension of co-evolution, wherein marketing 

spectrum is based on the self-organization of the actors, it brings-forth additional windows of 
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opportunities that may not be foreseen avant la lettre, which is coined as “market within“ as the 

designed search space of evolving value perception. It perceives actors to align themselves within the 

spectrum of a “co-evolving” and “self-organizing” foundation for a “Unique Design Proposition” 

(UDP). This co-evolving and self-organizing search space creates a unique design experience, which 

evolves towards the attraction of a loyal global consumer base beyond the pure product development 

focus group pursuits and linear consumer relationships. The DDL provides an alignment of all the 

essentials dimensions that the firm would require to excel in coping with disruption, hence the forces 

which create disruption are aligned with the firms. Furthermore, the firm’s core competencies are 

intertwined with the design-search-spaces, which are powered by the interplay of technology, 

cyberspace and physical experience spaces and macro-level customer engagements. The DWA 

achieves normative robustness for the firm by constructing a model of convergence from 

reductionism towards holism. It develops marketing towards one of the major fields that affected the 

society beyond the notion of pure economics, as the major car for converting inventions into 

innovations. 

Within the dimension of DWA-applied marketing evolves towards a holistic foundation, wherein 

many fields are put into a designerly context of observing the possible synergies of diverse fields of 

sciences as philosophy, semantics, ethics, aesthetics, cybernetics, physics, mathematics, statistics, 

robotics and computer science, which are integrated to establish the firm’s viability in a disrupting 

global and digital environment. Practitioners can decode the weak signals of the wider market and 

design favourable direct-to-consumer-strategies by embracing disruption as a powerful motor to 

proactively design non-linear consumer-experience-spaces. This notion would give the firm proactive 

flexibility to create a sustainable competitive advantage. To achieve a solid foundation for all the 

diverse fields, we suggest observing marketing from the lenses of design instead of a pure economics 

lens. While economics connects the actors in a transactional mode of interaction, design delivers a 

holistic foundation, wherein not only the diverse fields could be aligned, but moreover, a foundation 

for the development of marketing theory for the contemporary era of the digital turn could be paved. 

We see service as the essential output of the organizational system. Hence, SDL sees actors as 

resources-integrating entities and the notion of shifting the model of interaction form exchange to co-

creation of value in a joint-value enhancing mode, in terms of service-for-service-exchange, which 

was a necessary step in developing the theoretical foundation of marketing. However, combining 

SDL-orientation with DWA and DDL would explain co-evolution of marketing beyond the notion of 

an output orientation, towards a synergy of many essential fields under the umbrella of marketing. 
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Figure 23: Defining the Transformation of Propositions from a Marketing Perspective – From USP to UVP 

to UMP and to UDP 

The traditional marketing started with the notion of matter in motion, thus bringing the produced 

goods “to market”, within the “transactionary interaction-space of exchange”, by making sales via 

a USP modus operandi, which was dominated by the economic logic of the firm. The next managerial 

logic of marketing set-forth the foundation towards knowing the consumers’ perception of value by 

reductionism of market segmentation. At this stage still dominated the foundation of marketing via 

the UVP. SDL has paved the way towards the meaning of “what job needs to be done within the lives 

of consumers and firms?” (Bower and Christensen, 1995), wherefore the actors (A2A or B2B etc.) 

would hire us to do the job better than any other competing rival. Here a major step was paved in 

understanding the “joint co-creation-meaning space” of a value-based reality of UMP that the firm 

perceives with the recourses integrating actors under the spectrum of service, thus, shifting the 

foundational premise of marketing from exchange towards “co-creation” in terms of “market with” 

the consumer. However,  DDL perceives actors to align themselves within the spectrum of a “co-

evolving” and self-organizing foundation of a unique design proposition (UDP), thus by transcending 

the joint co-creation-meaning space towards a new “joint design search space”, wherein the 

marketing relation is extended towards the evolutionary phenomenon and wherein actors’ are 

engaged in a co-designing platform of “self-actualizing cyber-physical space realities” of the 

“market within” the design-possibilities a firm provides. A good example here would be firms like 

Apple, Samsung, Google, etc., where what they are designing are unique design experiences, which 
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evolve to a global consumer attraction force that lies beyond pure product development and linear 

consumer relationships. The DDL-applied framework has provided a possibility of alignment of all 

the essential dimensions as the DWA-applied model has displayed, that the firm would require to 

excel within the turbulence of global disruptions and where the core competencies of the firms are 

aligned by the unique “consumer design search spaces“ (CDSS), which are powered by the interplay 

of technology, the cyberspace and the physical experiences space that serves as the UDP that firms 

provide. To observe the raison d’être of marketing coping with the disruption of today we introduce 

the DWA as a new lens. For marketing to achieve normative robustness, we construct a model of 

convergence from reductionism towards holism. 

DWA evolves marketing towards one of the major fields of business studies that have affected the 

society beyond the notion of pure markets, as the major car for converting inventions to innovations. 

Within the dimension of DWA marketing evolves towards a holistic foundation, wherein many fields, 

which typically were not aligned are put into a designerly context of observing the synergies of 

diverse fields of sciences as philosophy, semantics, ethics, aesthetics, cybernetics, physics, 

mathematics, statistics, robotics and computer science, which are aligned to establish the firms’ 

viability in a disrupting global and digital environment.  

Implications and Conclusions 

To observe the raison d’être of marketing coping with the disruption of today we have introduced a 

meta-model of the DWA as a new lens for the possible developments of marketing theory. Thus, to 

achieve normative robustness, we construct a model of convergence from reductionism towards 

holism. The DWA-applied model evolves marketing towards one of the major fields of integrating 

diverse essential perspectives, as the major car for converting inventions to innovations. The 

dimension of the UDP of market(ing) with the dimension of possibilities that the firm can go beyond 

the traditional path e.g. Netflix by changing the movie experiences. Hence, for new movies, the first 

release was to theatres, then within a period of approx. 3 months they would be released to DVD 

(sales and rentals), furthermore, another release was conducted to video on demand (VoD) and pay-

per-view services for approx. another 6 months. Additional releases to networks would take another 

6 months. Finally, for approx. 7 years the movies were broadcasted for a larger audience on TV. 

Netflix has changed the traditional mode of product-lifecycle of movies globally, thus not only has it 

innovated the way consumers watch movies but moreover that we are experiencing a shift in the 

whole digital entertainment consumption from TV to movies, documentaries, TV-shows and comedy. 

This shift also embodies a change from the linear and passive model of entertainment consumption 

towards an interactive model of viewer-participating and co-evolving mode. Netflix’s move towards 
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vertical integration to become a top content producer itself has delivered much success and a vital 

competitive advantage for the firm. Furthermore, Netflix’s vital move to save the iconic “Paris” 

theatre in New York is a vital display of how streaming services are changing the film industry and 

the whole entertainment-experience-economy by covering both the cyber and the physical 

environments. This also gives Netflix the leverage to move beyond laptops, smart-TVs and post-PC 

devices towards a becoming an experience innovator. Furthermore, the direct-to-consumer 

relationships strategies are the next frontiers of sustainable competitive advantage that changes the 

business models of some of the iconic brands in the world. Disney’s latest move from a producer to 

a distributor is designerly based strategy that will take many distributors even successful partners out 

of the GVC. With the power of the cyber-physical models many promising co-evolving experiences 

are in the making, thus bringing marketing and design into concert will bear many fruitful strategies 

in the future. 

Contributions 

In order to observe the raison d’être of marketing attenuating the disruption of the contemporary era 

thus research has established a normative level intervention designed within the framework  of the 

DWA as a new perspective for enhancing  marketing theory. Hence, embracing a  viable foundation 

in terms of a meta-layer intervention, the paper constructs on a path of convergence from the 

boundaries of reductionism towards the holism embodiment of the marketing enterprise. The DWA-

applied model evolves marketing towards one of the major fields of managerial sciences, wherein the 

diverse and essential perspectives could be integrated as a foundation for converting inventions to 

innovations and thus, artefacts to products and to innovations enhancing the human conduction. Based 

on the dimension established in this article structured within the logic UDP of market(ing), 

organizations are able to transcend beyond the limitations of traditional marketing and pivot towards  

AI (ML,DL, DS) e.g. Netflix by changing the whole game of the entertainments industry and 

consumers’ experiences. Hence Netflix has changed the traditional modus operandi and life-cycle of 

what once was observed as movie and its product-lifecycle on a global scale. Here, it is essential to 

highlight that not only the firm has changed the way consumers watch movies but moreover, it has 

designed the very shifting experience of the whole digital entertainment consumption played now by 

the dynamic rules and capabilitiesfrom a linear TV consumed passively to interactively consuming 

entertainment and infotainment e.g. movies, documentaries, TV-shows and comedy at the locus of 

technology based on the possibilities of “experience innovation” and at the forefront of man-machine 

interface. Further, more Netflix’s move towards vertical integration to become a top content producer 
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itself has delivered much success and a vital competitive advantage for the firm. Hence, Netflix’s 

vital move to save the iconic “Paris” theatre in New York is a vital display of how streaming services 

are changing the film industry and the whole entertainment-experience-economy by covering 

physical environments with much robust business models, that is concurrently is only possible for 

firms, who have embraced the cyber-world avant la lettre. Additional firms as Amazon, HelloFresh, 

Blue Apron, Burberry, Apple Inc., Disney+ etc., have embraced similar strategies While apple was 

the pioneer to open a physical store additional firms as AmazonGo and Amazon Bookstore have 

followed suit in understanding the essence of the cyber-physical capabilities theoretically and 

conceptually established by the author. Marketing must overcome its myopia in terms of the product 

only lens and thus embrace a vital transcendence towards establishing solid foundations of a holistic 

embodiment, wherein all the contemporary major trends affecting the field from the theoretical, 

technological and practical side. Above all marketing must cope with the converging global societies, 

wherein it can display a constructive role in shaping the world in a way that its inclusive, fair and a 

just world, thus the essence of marketing is the cultivation of the market in service of humanity. 
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PART III: DEFINE 

“For just as the wise artist produces his art from himself in himself and foresees in it the things he 

has to make ... so the intellect brought forth from itself and in itself its reason, in which it foreknows 

and causally pre-creates all things it desires to make.” (Eriugena, quoted in Moran, 1985, p. 102)  

“Human sciences, … the endeavour to bring things into agreeable relations”. (Vico, 1710 (1858), 

Ch. 7 §3). 

The foundation of the dissertation has been based on defining the contemporary topological shift, 

which paves the way for future developments within marketing. The current globally interconnected 

environment pivots towards a complexity-based paradigm, wherein linear and reductionist 

approaches do not suffice to maintain the homeostasis of the organizations. Furthermore, autopoietic 

organizations have sought to embed viable structural embodiments, which incorporate the cybernetics 

of quick responses to ensure the eco-systemic resilience within the integrity of the holism of the 

agility that needs to be designed. 

As Figure 24 (1) describes societal evolutions have undergone three essential revolutions, which have 

contributed to enhancing the human condition: 

1. Conquering matter  which gave the world the agricultural world, thus made civilization possible 

2. Conquering energy which paved the way towards the industrial revolution, which gave us the 

civil society 

3. Conquering informationwhich connected the world into a ubiquitous whole  

A possible projection of an upcoming revolution that may take place for which the signs are set is the 

convergence between the biological and the technological evolutions, thus embracing the cyber-

physical worlds.  
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Figure 24: Defining the Essential Contributions and Model-based-management Frameworks Established for 
the Dissertation 

Furthermore, the author has highlighted that marketing has been challenged by four major trends and 

inadequacies, as illustrated in Figure 24(2): 

1. The rise of the AI (ML, DL, and Ds) 

2. The global movement for sustainability  

3. The cybernetics of quick and adequate responses to emerging complexities 

4. The insufficiencies within the field of traditional marketing  

As seen in Figure 24 (3), the authors DWA establishes a model of alignment between the three 

essential spectrums a firm/organization must capture. The author has emphasized on this notion 

through-out the diverse papers included for this dissertation; however, a 

philosophical/phenomenological connection is implemented below: 
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1. The organizational legitimacy &  raison d’être the organization must stand for a being 

thrown to fulfil a cause, to which Heidegger (1927) referred to as Aletheia, which is the 

designerly truth of unconcealment (Lichtung) (Capobianco, 2010), and which is different in 

comparison to the notion of “truth“ as Wahrheit rooted in “veritas” or the Anglo-Saxon 

observance of truth originating from the notion of “trust”  Aletheia is based on 

unhiddenness (Unverborgenheit), thus the truth of organizational being gleams (Capobianco, 

2014) 

2. by revealing itself by the truth of its being based on its deeds artefacts produced, and the 

means applied to produce them (Ereignis)  

3. Managing the contemporary dimensions of the firm (now)  typically embedded within the 

processes and the tasks to do at hand  to which Heidegger (1927) referred to as 

(Zuhandenheit) 

4. Managing the future (predictable and prescribed future) and the spectrum of l’avenir 
(Derrida, see Dick et al., 2005) as unpredictable emergent future  to which Heidegger 
(1927) referred to  as the ontological character of the wholeness“Ganzheit des Daseins” 
(Capobianco, 2014)Sorge" within the disclosedness of the “Sich-vorweg-schon-sein-in-
(der-Welt)-sein” (Heidegger, 1927) 

Furthermore, the dissertation has established and defined the three major revolutions, which 

marketing has undergone as a field so far (see Figure 24 (4)). I have extended the logic of the GDL 

and coined it as the vanished world of marketing, while I construct on the contribution of the SDL, 

where I also refer to this state of marketing as the state of the transitory world within the field. The 

new world is the world of design and a designerly un-concealment of artefacts in the co-evolutionary 

meaningfulness (Gegenschwung der Bedeutsamkeit) to serve man and enhance the human condition. 

Many dimensions held dear by marketing, in particular, belong to the vanished (GDL) and transitory 

(SDL) worlds.  

The essential dimensions of the DWA model interpreted here in addition and explicitly based on the 

Heideggerian analysis of being-in-the-world (Dasein), thus, furthermore by philosophically defined 

analytics to pave the ground for the structure of the firm as “Design” (Entwurf) and a social artefact, 

hence the firm as a social system is thrown into the fulfilling thrownness of its kind of being a social 

system by a designer…   “Und als geworfenes ist das Dasein in die Seinsart des Entwerfern geworfen” 

(Probst, 1972 in Ritter et al., 1971). One of the best interpretations of Heideggerian thought into this 

dimension has been established by Capobianco (2014), who has emphasized on the notion of “das 

Lassen” from a Heidegger lens, of the unique shining of pure “letting” and thus, the very “gleaming” 
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(Erscheinen) in meaningfulness (Geworfenheit). This very letting we can observe as the co-

evolutionary foundation of an organization that is disclosed (erschlossen) in its own manifestation of 

being a social productive system.  

Figure 24 (5) illustrates the recursive relationship of the firms three essential dimensions as 

established by the DWA and displays how the DWA could be applied from an institutional 

framework. The organization is embedded within a complex and dynamic environment. The 

organization needs a solid management system, which steers it towards its teleological pursuits. The 

management system must incorporate a support system, that I have organized under (D) for a design 

support system, which can also be translated into a consultancy organization that supports the 

management system via solid expertise from the questions concerning operations internal 

management of the firms (within the time-zone now) and external management of the firm (within 

the time -zone the future). The designerly entry point into the domain of managerial effectiveness 

also embraces the essential questions of preserving and transforming the firms raison d’être. In figure 

23 (6) this logic is illustrated into diverse lenses of marketing and thus establishes the transformation 

of this lens projected into the diverse stages of what the embodiment of marketing has been. 

Marketing has evolved from being a field to bring forth a “unique sales proposition” (USP) to a 

“unique value proposition”  (UVP) once the value perception of the consumers could be cultivated 

and investigated, to a “unique meaning proposition” (UMP) in terms of the products’ semantics to 

the contemporary evolving dimension of the “unique design proposition” (UDP). UDP defines the 

essence of the DWA in terms of the market(ing) within the paradigm shift of the cyber-physical unity 

of the environment and incorporates also the co-evolutionary market relations that the author has 

established. The dimension of a transformation from the co-creationary modus operandi towards the 

co-evolutionary foundations is illustrated in Figure 25. 

Thus, the author has established a model of extending the interactional logic of marketing designed 

so far by Vargo and Lush (2004), which they established as the interactional logic of SDL based on 

the borrowed terminology from Prahalad and Ramaswamy (2004). I have thus, coined the term as the 

notion of “co-evolution”, beyond the logic of co-creation. Hence, observations within the 

contemporary state of marketing reveal a convergence between the technologically driven realities of 

a widening and extending unity of the cyber-physical worlds.  

Furthermore, we see the co-evolving intertwined-ness between the firms’ eco-systems based on their 

dynamic capabilities therein with the consumers’ eco-systems’ self-actualization in terms of better 
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access to the globalization of capital, education, culture, information and goods, which gave them 

sufficient requisite varieties to establish a “we” based on the logic of “marketing-within” (das Lassen) 

(Capobianco, 2014). 

 
Figure 25  In Part (1) defining the Co-creationary Model of Interaction Between Customers and the Firm; 

in Part (2) defining the Model of the Author’s Co-evolutionary Interaction of the Customer’s and 
Firm’s Eco-systems Interacting within the Cyber-physical Environments 

Based on the foundations established above, one can observe that: 

1. The markets have eliminated the transaction-based relationship of the actors and thus have 

also surpassed the transitory modus operandi of relations by pivoting from co-creation 

towards co-evolutionary market relations on globally and technologically driven eco-systemic 

foundations 

2. There is a big shift emerging within the foundation of market (ing) segmentation, hence the 

dimensions of geographics, socio-demographics, and ethnographic do not represent the 

technologically amplified and mutually held values and concern. The linearity of the 

marketing apperception of the contemporary approaches on analysing consumer behavioural, 

founded within the GDL to which also the extended foundation in SDL did not have much 

theoretical advances to add, are not capturing the shifts of the globally converging cultural 

dynamics of the  social classes, while psychographics amplified by social media and exploited 

“behavioural futures” with the possibilities provided by AI-based algorithms have had and 
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will have many existential challenges for the global world order and the foundations of 

democracy 

3. The domain of marketing has been extended from the notion of the pure market(s) and seeing 

citizens as mere consumers towards a societally driven stakeholder approach, wherein 

externalities that were based on the habitus of pure-economics to coin all most essential 

dimensions of human concerns (e.g. global warming, pollution, rising garbage, poverty, 

exploitation of labour and animal care etc.) as externalities and not include them in their 

managerial/marketing models, are the contemporary foundations of the shared values held 

globally, hence sustainable is the new profitable. 

The next paper describes the foundations discussed here and aligns these themes with the rising 

technological advances in AI.
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PAPER 3: TOWARDS DESIGNING A RAISON D’ÊTRE OF MARKETING IN 

THE AGE OF AI  

Co-authored with M. Becker and A. Reshani. 

History of the paper 

The paper is founded within the “define” foundation of the DT methodology and based on what has 

been so far paved within the previous chapters. This part of the research establishes a new raison 

d’être for marketing by concentrating on designing a model of rapprochement between traditional 

marketing and AI. Furthermore, the emergence of the gap between a traditional and an AI-driven 

marketing reality is closed in terms of determining what AI is and how an applicable outline could be 

made apparent for a possible alignment. 

This paper proposes a theoretical framework of a DWA designed for marketing in the age of AI. 

Marketing raison d’être pivots towards the dimension of AI and the boundaries of traditional 

marketing founded within the logic of economics do not have sufficient requisite variety to attenuate 

the complexity of the global cyberspace-markets. The paper was written in July 2020, submitted and 

accepted to the AMA 2021 Winter Academic Conference - The Human Side of Marketing in the Age 

of Digital Transformation- Track- Marketing Strategy, February 19-21 St. Pete Beach Florida -

Virtual.  

Extended abstract 

No other field of management has had such a vital impact on the modern and technologically driven 

society than marketing. However, marketing scholars and practitioners observe that the capabilities 

that drive marketing in the contemporary era of complexity are not driven by a profound theory 

derived from marketing, but moreover by the rise of AI. We propose a theoretical framework of a 

“Design Weltanschauung” (DWA). Hence, AI leverages marketing strategies as well as customer 

analysis. While many agree upon the importance of AI, some see AI as a panacea for solving future 

marketing problems. We want to create a roadmap that leads to a well-balanced use of AI in 

marketing. We will first take some glamour of AI by “downsizing” it to Machine Learning (ML). 

Hence, most AI applications are designed for only a limited amount of problem-solving sets. The 

DWA framework is designed to be implementable and which can leverage marketing theory by 

substantiating a solid path towards a rapprochement between marketing and modern AI approaches. 



 

124 

 

Keywords: Marketing theory, artificial intelligence, machine learning, design, design 

Weltanschauung 

Key Contributions to Academe and Practitioners  

DWA as a meta-model for marketing theory and its application for a holistic marketing practice 

delivers normative robustness for the firm by constructing a model of adequate response beyond the 

reductionism of silo thinking. Marketing scholars seek a foundational framework to cope with the 

rising complexity of managing data, the sustainability-driven global shift in consumers behaviour and 

marketing-driven integration of AI tools. Within the dimension of DWA, marketing could evolve 

towards a holistic foundation, wherein many fields are put into a designerly context of observing the 

possible synergies of many fields of sciences as philosophy, semantics, ethics, aesthetics, physics, 

mathematics, statistics, robotics and computer science. These sciences are integrated to establish the 

firm’s viability in a disrupting global and digital environment. Practitioners can decode the weak 

signals of the wider market and design favourable marketing strategies. Holistic thinking in marketing 

embraces disruption as a powerful motor to proactively designing non-linear consumer-experience-

spaces, beyond the purely transactionary modus operandi of marketing of the past. Therefore, we 

suggest observing marketing from the lenses of design instead of a pure economics lens. While 

economics connects the actors in a transactional mode of interaction, DWA within the context of 

design delivers a wider foundation, wherein not only the diverse fields could be aligned, but 

moreover, a foundation for the development of a foresight-oriented marketing theory could be paved. 

The future in marketing depends on assimilating ML from a legitimacy driven by marketing. Scholars 

and practitioners have to be prepared for lifelong learning sessions in adapting the most recent AI 

technologies. While the age of hyper-specialization will further evolve, we deliver a theoretical 

framework substantiated by empirically driven examples, wherein a foundation for a holistic 

marketing organization is established. 

Literature Review on Marketing 
This literature review analyses the publications in the research area of the field of marketing with a 

special focus on indigenous marketing theory, the existing oeuvre of Service-Dominant Logic (SDL) 

(Vargo and Lusch, 2004a) and the Design Dominant Logic (DDL) paradigm, introduced by Kamran 

et al. (2020). At this part, the authors aim at providing an in-depth literature review of marketing that 

will be of high interest for the Artificial Intelligence (AI) people. Hence, paving the way towards 

designing a universal model with elements of both fields which will help to cope with the rise of 

complexity by a model of rapprochement between marketing and AI. 
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Marketing is a vast field and its scope is unquestionably broad (Hunt, 2014). It includes a 

conglomeration of diverse subject areas such as consumer behaviour, pricing, purchasing, sales 

management, product management, marketing communications, comparative marketing, social 

marketing, the efficiency/productivity of marketing systems, marketing ethics, the role of marketing 

in economic development, packaging, channels of distribution, relationship marketing, marketing 

research, international marketing, algorithmic marketing, brand equity, commodity marketing, and 

physical distribution of artefacts and services (Hunt, 2014). Even though the list of the diverse subject 

areas could continue, some scholars argue that several subject areas mentioned above do not belong 

under the general marketing rubric. In the fall conference of 1972 at the American Marketing 

Association (AMA), Philip Kotler made some comments concerning the classification of marketing 

phenomena by using the concepts of micro, macro, normative, and the notion of positive (Kotler, 

1972). Constructing on Kotler, Hunt (1976) designed a model of the scope of marketing, which he 

presented in his famous article under the title, “The Nature and Scope of Marketing” (Hunt, 1976), 

and which is contemporarily known as the three dichotomies model (TDM). This was considered as 

one of the most provocative and influential articles ever written in marketing as the TDM stirred up 

much debate and received much attention from top scholars in marketing who commented and 

published evaluative papers on Hunt’s model for a long time (Arndt, 1982). Hunt has designed the 

TDM of marketing in a way that the entire scope of the marketing field including all phenomena, 

problems, issues, theories, perspectives, and models can be categorized and analysed by simply 

following the three established dichotomies: 1) positive/normative; 2) micro/macro, and 3) 

profit/non-profit (Hunt, 1976). 

Inspired from Kotler’s presentation at the fall conference of AMA, and the dimensions of Hunt’s 

TDM, Arndt decided to contribute with a critical paper where he evaluates the model and produces a 

simplified version of it, which is illustrated in the table below in Table 4. While there are many 

similarities between both models, Arndt has different labels of the dimensions, however, the yield  

2 x 2 x 2 = 8 classes or cells in the schema stays the same (Arndt, 1982). 
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Table 4: Describing the Dimensions of Hunt’s Three Dichotomies Model of Marketing 

Dimensions Categories  Definitions (From Hunt 1976b, [1.p. 20]) 

 

 

 

 

Focus of analysis  

 

 

Positive 

 

 

 

Normative  

Adoption of "the perspective of attempting to 

describe, explain, and understand the marketing 

activities, processes, and phenomena that actually 

exist. This perspective examines what is." 

Adoption of "the perspective of attempting to 

prescribe what marketing organizations and 

individuals ought to do or what kinds of 

marketing systems a society ought to have. That 

is, this perspective examines what ought to be and 

what organizations and individuals ought to do. 

 

 

 

Level of aggregation  

 

Micro 

 

 

 

Macro  

"Marketing activities of individual units, 

normally individual organizations (firms) and 

consumers or households." 

 

Marketing activities at "a higher level of 

aggregation, usually marketing systems or groups 

of consumers." 

 

 

 

Objectives of 

organisations or 

other entities  

 

 

Profit 

 

 

 

 

Non-profit 

 

"Profit sector encompasses the study and 

activities of organizations or other entities whose 

stated objectives include the realisation of profit. 

Also applicable are studies that adopt the 

perspective or profit-oriented organizations." 

 

"Conversely, the non-profit sector encompasses 

the study and perspective of all organizations and 

entities whose stated objectives do not include the 

realisation of profit." 
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The elegant symmetry and simplicity of the model have made it very appealing and since its 

introduction, it has been very useful for university teaching as scholars like Arndt have claimed that 

they have used the model to explain the scope of marketing in a meaningful way to many marketing 

students (Arndt, 1982).  

As one can understand from the model presented in Table 4 and to complete his model, Hunt added 

the profit/non-profit categories and by developing the operational definitions of the categories into 

his model. After completion, the model managed to gain acceptance among marketing educators. 

Hence, becoming a classical reference concerning the scope of marketing (Arndt, 1982). 

Each one of the six categories is defined and interpreted by Hunt and his inspiration after Kotler. 

However, for the Macro category, a multidimensional perspective has been adopted by the Journal of 

Macromarketing (Fisk and Nason, 1982). “Macromarketing should (must) refer to the study of 

marketing systems, the impact of marketing systems on society, and the impact of the society on 

marketing systems.” He even lists three criteria that set up the multidimensional perspective of the 

Macro category where he states that: “Criterion (1) is a level of aggregation criterion that allows the 

inclusion of topics such as comparative marketing, the institutional structure of marketing, and 

relationships in channels of distribution. Criterion (2) is a generalized “interests of society” criterion 

that brings in topics such as “social responsibilities” and the role of marketing in economic 

development. Criterion (3) recognizes that society impacts on marketing and would include such 

topics as the legal aspects of marketing and the consequences for marketing of different political and 

social value systems.” (Fisk and Nason, 1982). 

Regarding the conceptual status of the model, in his initial article, Hunt (1976) coined his construction 

as a “conceptual model of the scope of marketing” and a “schema”, whereas, in other writings, he has 

also used the term “taxonomical schema” (Hunt, 1977). In another contribution a year later (Hunt, 

1978) he even coined his construction as a “general paradigm of marketing”. However, since 

paradigms tend to refer to examples of scientific activity, examples including law, theory and 

application, and instrumentation together (Kuhn, 2012), therefore, it is clear that Hunt’s model cannot 

be labelled and observed as a “paradigm” or a “general paradigm” within marketing theory. 

According to Arndt (1982), Hunt’s model is not a theory and does not purport to be one, neither it is 

a definition of marketing. Hence, by taking into account Hunt’s criteria, it can be claimed that the 

TDM is a “classificational schema”, which according to Hunt itself, it is a device for portioning some 

universe of elements or statements into homogenous groups (Hunt, 1976).  
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Looking at the pivotal early (the 1920s) approaches of marketing one can say that a large portion of 

them reside in the profit/macro/positive perspective (Hunt, 2014). Thus, indicating that marketing’s 

main aim was merely focusing on the institutional commodity, and functional approaches that 

typically analysed the existing business activities from a marketing systems’ perspective. However, 

some studies had a slightly different approach with a profit/macro/normative perspective such as 

Weld (1920), where he examined existing distribution systems for farm commodities and attempted 

to evaluate normative issues (Weld, 1920). In addition, there was also work that combined the 

profit/macro/positive and the profit/macro/normative perspectives such as (Stewart and Dewhurst, 

1939; Borden, 1942) and (Cox et al., 1965). Hence, implying that regardless of the early stages, a 

convergence of diverse opinions from scholars and their ideas were circulating. Moving forward, in 

the early 1960s, the managerial approach to marketing (McCarthy, 1960) evolved into a perspective 

where the marketing manager often would be positioned within a manufacturing corporation, where 

the emphasis is micro and in the profit sector (Hunt, 2014). This managerial approach consisted of 

three main questions: (1) What is the optimal marketing mix? (2) What segments should be targeted? 

(3) How should customer relationships be managed? Hence, in addition to the micro and profit 

dimension, it also contained the normative perspective. Furthermore, a systems approach to marketing 

with a profit/micro/normative perspective, consisting of optimizing models such as linear and 

dynamic programming, was introduced in the mid-1960s from Lazer and Kelly (1962), Adler (1967) 

and Fisk (1967). Some writers were using the systems approach in a profit/macro/positive sense to 

analyse complex interactions among marketing institutions, and others were using it to include the 

profit/macro/normative (Hunt, 2014). Major historical developments took place between the years 

1955-1975 in the field of marketing with Alderson, who led towards a pragmatic shift within 

marketing by introducing three essential changes, (1) focus from macro to micro-distribution, (2) 

moving forward from the purely economic lens Weltanschauung towards a broader integration of 

behavioural sciences, and (3) advancing towards a theory-building shift within the field and focusing 

less on description and classification dimensions (Shaw and Jones, 2005). Another affirmative 

contribution in the mid-1960s was Fisk’s book where he uses a method called the general systems 

approach and examines the goals, organization, inputs, and outputs of marketing to determines the 

efficiency and effectiveness of marketing in an organizational setting (Fisk, 1967). In the last few 

years of 1960s, the scene was dominated by Holloway and Hancock (1964; 1968) and Scott and 

Marks (1968) with their environmental approach which they promulgated to marketing without 

leaving aside consumer behaviour, culture, competition, legal framework, technology, and the 

institutional framework. Hence, falling under the profit/macro/positive perspective one more time. 
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As the years passed by, societal issues and social marketing emerged as trends in the 1970s as a result 

of an increase of the significance of social responsibility, ethics, and a general environmental 

awareness. The first trend that surfaced was social marketing (Kotler, 1972). Social marketing’s main 

ontology was the problem of non-profit organizations; hence, it is considered as non-

profit/micro/normative, whereas the second trend, societal issues, concerned topics such as 

consumerism, ethics, marketing and ecology, and other socially-responsible related topics. Therefore, 

it should be viewed as profit/macro/normative or non-profit/macro/normative.  

Edging towards the modern era of marketing, Vargo and Lusch have identified seven research streams 

that emerged in the 1980s and continue through the 2000s (Hunt, 2014). These seven streams view 

marketing as a social and economic process. The research streams have been inspired by top scholars 

after research conducted by Vargo and Lusch (2004a). 

1. Market Orientation – “leads to a cohesive product focus, clear leadership, better coordination of 

sales activities, much better job of reviewing products from a worldwide basis, help in terms of 

differentiation.” (Kohli and Jaworski, 1990) 

2. Services Marketing – the more the organization moves towards the right marketing strategy 

continuum, away from a transaction-type situation, the more the market offer expands beyond the 

core product as an exchange of information is imminent (Grönroos, 1994; Parasuraman et al., 

1988). Hence resulting in a slow establishment of a relationship with the customer by adding 

elements of services within the relationship. 

3. Relationship Marketing – although there are various definitions and perceptions regarding 

relationship marketing, one common element is that all agree on its increasing relevance and that 

firms are competing through developing stable relationships with their stakeholders (Gummesson, 

1994, 2002; Morgan and Hunt, 1994). As stated in Hunt’s book “to be an effective competitor in 

the global economy, requires one to be an effective co-operator in some network” (Hunt, 2014). 

4. Quality Management – a pivotal framework coined “House of Quality” designed for quality 

management and support for the management for making the right decisions in multiple spheres 

within the business (Hauser and Clausing, 1988). 

5. Value and Supply-Chain Management – it is difficult to create value by simply positioning a fixed 

set of activities along the value chain in today’s rapid-changing environment. Therefore, the key 

strategic task is to reconfigure and reorganise roles and relationships among suppliers, partners, 
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and customers, hence, mobilizing the creation of value by new combinations of players (Normann 

and Ramirez, 1993; Srivastava et al., 1999) 

6. Resource Management – the resource advantage theory designed by Hunt and Morgan (1996) 

explains firm diversity, the differences between market-based and command economies on the 

dimensions of productivity, quality, and innovation. It is genuinely dynamic and provides a 

theoretical foundation for endogenous growth models (Hunt and Morgan, 1996; Constantin and 

Lusch, 1994). 

7. Network Analysis – the organisation is the locus of rapid change and evolution, in an environment 

where there are three dominant characteristics: “(1) more and increasing diversity, (2) more and 

increasing knowledge, and (3) more and increasing turbulence” (Achrol, 1991). A typical 

marketing organisation serve as organizing hubs of complex networks as a part of a functionally 

specialized firm (Achrol, 1991). 

The world has been exponentially moving towards a complexity-based paradigm shift and traditional 

marketing is facing major difficulties to provide organizations with an innovative and pragmatic 

framework within the new hyper-connected and globally intertwined market spheres of cyber-

physical realities of today (Kamran et al., 2020). According to Vargo and Lusch and their foresight, 

marketing should shift towards an S-D logic, in seeking for value which is generated through the 

process of co-creation with the consumer (Vargo and Lusch, 2004a).  

The Service-dominant logic lens 
The emergence of market complexities in an environment that has been exponentially advancing 

towards a complexity-based paradigm shift has brought in the spotlight the limitations of traditional 

marketing in the need for establishing an innovative and pragmatic framework within the new 

environment (Kamran et al., 2020). The world of the twenty-first century requires marketing to be 

more service-centred, where service is rendered based on co-creation of the dynamic capabilities of 

multiple firms working in concert through the design of competitive global value chains (GVCs) 

(Kamran et al., 2020). Pivotal revolutions have taken place in marketing during different periods. 

There are four key revolutions and advancements that were made in the field of marketing which is 

closely linked with the evolutions of the human societies (Kamran et al., 2020) as illustrated in Figure 

26. 

The need for developments within marketing theory of the contemporary era must integrate more 

complex and holistic scientific pillars, beyond the inherited logic of pure economics and later 
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psychological sciences as the only regimes, whereupon marketing has relied on. Hence, in Figure 26 

the illustration of the evolution of human societies and the state of current affairs, where marketing 

has been challenged by the new world of transition from managing the atoms towards managing the 

bits, is demonstrated.  

 
Figure 26:  Defining the Many Revolutions within the History of Technological Developments in Marketing 

from Managing the Atoms towards Managing the Bits. 

1. Conquering matter – it all started with the simple things such as man’s control over basic 

resources (water, fire, wood, and stones) 

2. Conquering energy – as advancements were made, the control was expanded, resulting in 

man’s control over energy resources such as steam, coal, fossil, fuel, and nuclear power.  

3. Conquering information – the era we are still living in, where technology is key and the 

development of cyberspace, computer science, AI and Data Science, virtual realities, internet 

of things (IoT), and the rise of smart machines are becoming pivotal towards managing 

complexity 

4. Embracing cyber-physical realities – where the barriers between realities divided so far in 

cyber and physical will disappear, hence, furtherly advancing towards a unified reality from 

which firms’ survival for operating within this emerging new reality is essential.  

The majority of the traditional marketing theories have been constructed by capturing the realities 

within the era of managing the atoms. Hence, implying that most of the development within marketing 

theory has been done based on the logic of “click or mortar” environments. This is an indication that 
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sufficient areas for new marketing theories in the era of cyber-physical realities and AI exist. In this 

age, the need to respond in real-time to emerging complexities and other factors which directly affect 

the firms’ marketing success is pivotal.  

Kamran et al, 2020 have observed, four key trends that are dominating and influencing marketing 

today. These dominant trends that have become pivotal for marketers and marketing firms, which 

need to embrace them to be able to design solid and effective frameworks and strategies for a 

sustainable and healthy growth and thus their organizational homeostasis: 

1. The rise of AI  

2. The Rise of a global sustainability movement 

3. The need for a ubiquitous response to the complexities, crises and shifts within the fabrics of 

the converged global societies 

The bounded rationality within transitional marketing that is still occupied with the vanished 

world of n atomistic universe in a data-driven complexity of totality (Kamran, 2020) 

For Vargo and Lusch (2004), marketing should shift toward a Service dominant logic (SDL) and 

become even more customer-centric, market-driven, and services-centred. As they furtherly observe: 

“value is defined by and co-created in concert with the consumer” (Vargo and Lusch, 2004a). The 

SDL initially constructed, had eight foundational premises (FP) when it was firstly launched in 2004, 

and then two additional premises were adopted within the framework in 2008. The existing original 

FPs have also been updated and modified by its authors. These are defined below in the following 

manner: 

 FP1: Service is the fundamental basis of exchange – indicating that the application of 

knowledge and skills known as operant resources is the basis for all exchange. “Service is 

exchanged for service” (Vargo and Lusch, 2004a) 

 FP2: Indirect exchange masks the fundamental basis of exchange – meaning that the service 

basis is not always apparent as service is provided through a complex combination of goods, 

money, and institutions.  

 FP3: Goods are a distribution mechanism for service provision – durable and non-durable 

goods derive their value through utilization and the service they provide for the customer.  

 FP4: Operant resources are the fundamental source of competitive advantage – the ability to 

cause desired change triggers competition and the main source of competitive advantage is 

the set of knowledge and skills of the organization.  
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 FP5: All economies are service economies – due to a rapid increase in specialization and 

outsourcing, economies are becoming more and more service-oriented and service is 

becoming apparent.  

 FP6: The customer is always a co-creator of value – another key indicator that value and its 

creation is interactional, 

 FP7: The enterprise cannot deliver value, but only offer value propositions – hence, indicating 

that enterprises can offer their applied resources for value creation and interactively create 

value by following acceptance of value propositions. However, it could not create or deliver 

value in an independent way.  

 FP8: A service-centred view is inherently customer oriented and relational – since service is 

defined in terms of a customer-determined benefit and co-creation is customer-oriented and 

relational.  

 FP9: All social and economic actors are resource integrators – indicating that the context of 

value creation is networks of networks.  

 FP10: Value is always uniquely and phenomenologically determined by the beneficiary – 

Vargo and Lusch view value as idiosyncratic, experiential, contextual, and meaning-laden 

(Vargo and Lusch, 2008c, 2008a). 

The ten FPs that Vargo and Lusch have constructed within the SDL during the years strongly imply 

that SDL has still not been able to convert towards transcendence of becoming a theory, instead, it is 

a mindset an, a lens through which one can view the social and economic exchange phenomena and 

potentially see more clearly. The SDL positions at the pre-theoretic, paradigm level, but it can evolve 

into a general marketing theory in the future if used in a more specific way which requires focus on 

particular issues related specifically to marketing (Vargo and Lusch, 2008b). SDL in general is 

viewed as a basis for a reorientation of theories of society and economic science. Even though this 

may look like an ambitious evaluation, we have to keep in mind that for its first one hundred years, 

marketing has largely borrowed most of its core concepts, theories, and models from other disciplines 

and it still does (Hunt, 2020). Vargo and Lusch (2008b) observe that it is time that marketing, from 

its somewhat unique, market-centred dimension, contribute more towards a general understanding of 

value creation and exchange processes seen from an institutional resources’ integration perspective. 

This major objective is also in line with Alderson’s claims in 1957 where he observed that: “What is 
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needed is not an interpretation of the utility created by marketing but a marketing interpretation of 

the whole process of creating utility.” (Alderson, 1957). 

1. Traditional marketing merely focuses on natural resources and goods of the firm (known as 

operand resources). As a result, the goods-centred view postulates: The purpose of economic 

activity is to produce and distribute goods that can be sold 

2. For the goods to be sold, they must be embedded with utility and value during the production 

and distribution processes and must offer more value than the rival products to the customer 

3. It is beneficial that the firm sets its decision variables at a level that allows it to maximize the 

profit from the sale of output.  

4. To achieve maximum control and efficiency and production, the goods must be produced and 

standardized away from the market.  

5. Finally, the goods can be stocked until demanded for delivery (Vargo and Lusch, 2004a). 

Analysing these five purposes one can easily understand that traditional marketing was 

concerned merely with agricultural products and physical goods. Hence, it was compatible 

with its rudimentary view.  

On the other hand, the service-centred view which is inspired on Alderson’s call (Alderson 1957, 

p.69), suggests that marketing is a continuous series of social and economic processes that is largely 

focused on operant resources with which the firm is constantly targeting better value propositions 

than its rivals (Vargo and Lusch, 2004a). Different to the goods-centred view, the service-centred 

view can be stated as follows:  

1. Identifying and developing core competencies – the fundamental knowledge and skills of a 

firm that represent a sustainable competitive advantage (Prahalad and Hamel, 1997) 

2. Identifying potential customers that could benefit from the firm’s core competencies 

3. Cultivating relationships with the customers and involving them in the process of product or 

service design, hence, competitively compelling value propositions to meet specific 

requirements 

4. Constantly seeking feedback from the customers to identify the gaps for improvement and 

value co-creation. The author believes that the development of this new logic and this 

advancement from a goods-centred view towards a service-centred view has been pivotal in 

the history of the development of modern marketing. Building on this logic, another 

affirmative conceptualization of a new modern marketing logic has been developed by 

Kamran et al (2020), who coined it a Design-Dominant Logic (DDL). 
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Design-Dominant Logic 
The authors of this new logic construct upon a theory-enhancing path towards a DDL by agreeing 

consistently with the accomplishments of the SDL framework and the necessity of establishing the 

solid differences between the goods-centred view and service-centred view of the marketing logic. 

Kamran et al (2020) observe that… “the reoccurring themes within the SDL framework fall short of 

enhancing the theoretical-practical accomplishment beyond the original publication (Vargo and 

Lusch 2004), hence, the notion of the evolving logic remains to the degree that a new paradigm shift 

in marketing due to the vital technological developments and the holistic nature of the value chains 

within the field, would require a robust design that could align the diverse fields in a unified way. 

This observation suggests that the new logic guides marketing towards the lenses of design instead 

of pure economics, hence, aiming to achieve a solid foundation of alignment to be absorbed for all 

the diverse trends affecting marketing of the contemporary era. The main driver for this logic is the 

authors' observation that economics connects the actors in a transactional mode of interaction, 

whereas design delivers a holistic foundation, wherein not only diverse fields could be aligned, but 

moreover, a foundation for the development of marketing theory for the contemporary era could be 

paved (Kamran et al., 2020). The authors view the notion of service as an output of the organizational 

system, whereas the SDL views actors as resource-integrating entities. The gap within the SDL 

according to Kamran et al. (2020) lays in the further explanation of co-evolving marketing and 

disrupting phenomena beyond the notion of co-creation. It is precisely this gap which by the 

emergence of DDL has been addressed. Hence, the DDL advances the notion of “co-creation” 

towards the dimension of “co-evolution”, wherein the marketing spectrum based on the self-

organization of the actors brings forth additional windows of opportunities that may not be foreseen 

avant la lettre and at the time of the design of the cyber-physical organizational embodiment 

(platform), which we coin as the “marketing within” foundation. The DDL framework also divides 

the transition of diverse lenses of marketing into four eras, by using the normative, strategic, and 

operations approach inspired by (Schwaninger, 2000a).  

The operational logic captures the economic performance dimensions, whereas the strategic logic 

evaluates the essence of how a firm can survive. On the other hand, once the economic constraints 

are met, the normative dimension is concerned with, whether the firm is aware and pro-actively 

constructs a ubiquitous value-laden assessment of its purpose. The traditional marketing era started 

with the notion of matter in motion, hence, the main objective was to bring the goods to the market 

and selling them through a unique sales proposition (USP) modus operandi. While, the next frontier 

in marketing was the managerial logic, which set-forth the foundation towards knowing the best 
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consumers’ perception of value. Thus, advancing the focus toward the customers' perception of value 

and trying to know the customers better. The next era was observed as the service-centred marketing 

paradigm, wherein the emergence of the SDL re-shifted the focus once again toward the customer by 

empowering the customer through a much larger involvement in the product or service creation 

process, thus, co-creating value for both the organization and the customer. In terms of shifting the 

foundational premise of marketing from exchange towards co-creation in terms of the market with 

the consumer. While the DDL perceives actors to align themselves within the spectrum of a “co-

evolving” and self-organizing foundation of a unique design proposition (UDP), thus by transcending 

the co-creational meaning space towards a new joint design search space, wherein the marketing 

relations are extended towards the evolutionary phenomenon and wherein actors’ are engaged in a 

co-designing foundation of the “self-actualizing cyber-physical space reality” of the “market(ing)- 

within” the design possibilities a firm provides. Having stated that, one can create the idea that DDL 

provides an alignment between all the essential dimensions that a firm requires to cope with, within 

the turbulent environment and global disruptions of the future. An affirmative example would be the 

high-tech companies like Apple, Samsung, and Google Inc., and the path towards designing a unique 

design experience, which in other words is an evolution towards a global consumer attraction force 

that is a key transcendence from the pure product development and linear customer relationships 

(Kamran et al., 2020). 

The key difference to the main update that has been added to the SDL by the emergence of DDL is 

the basis on a three-dimensional connection between the firm and the customer. Hence, indicating 

that the engagement between the firm and the customer is much more dynamic and interactional. The 

Design Weltanschauung (DWA), which is based upon three spectrums of preservation, ambidexterity, 

and transformation is a foundational premise upon which DDL is constructed. Thus, DDL is all about 

the meaningfulness that the firm brings to the customer and vice versa, on the other hand, the SDL is 

more resource-oriented and does not provide sufficient holistic spectrums and dimensions. Firms e.g. 

Netflix delivers an affirmative example, they didn’t start creating content or operating cinemas, they 

disrupted the industry with their “all in one” approach by changing the very nature of “movies” as a 

product and how they are consumed, and this can be thoroughly explained by the DDL framework. 

As a result, Netflix is now a data science expert company, an expert of creating local content, and the 

number one entertaining platform in the world. All of these dimensions have been achieved by 

integrating the customer, not based on a “market with” but more based on “market-within”, where 

the firms give so many possibilities for the customer so that the customers can proceed towards their 

own dimensions of self-actualization, thus co-evolving simultaneously with the company. 
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The constant rise of complexity and the rapid development of technology has formed a 

conglomeration of competition-related problems which require much faster responses and a proactive 

management system. Even after the emergence of the SDL and DDL, the marketing field still needs 

a universal model or theory to cope with the new complex phenomenon in the 21st century. The DDL 

is designed as an upgrade within contemporary marketing theory and it provides a solid foundation 

for marketing to cope with the rising complexity, we still may have to observe and study the 

possibility of a model with elements of AI and Data Science that will bridge the field of marketing 

and AI. A universal model which will be able to self-actualize and update itself. while inviting the 

customer to do the same.  

The Contemporary Role of AI in Marketing  
“AI is going to make our lives better in the future” – Mark Zuckerberg, CEO, Facebook 

In the future, AI is likely going to substantially change both marketing strategies and customer 

behaviours (Davenport et al., 2020b). Table 5 describes some interesting AI applications in different 

industries and companies and illustrates the potential impact that these applications have had or may 

have in the future in particular industries and customer behaviour. It is fascinating to see the level of 

AI that is currently being applied and the strong impact that it is having in almost every industry and 

most importantly in most of our lives.  
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Table 5: Describing the Diverse AI Applications 

Application of AI Description  

AI in driverless cars (e.g. Tesla)  

 

In the future, AI-enabled cars will be able to complete journeys 

without any drivers’ input. It is interesting to see how this will 

impact the insurance and taxi industries, as well as customer 

behaviour.  

Online retailing AI (e.g. 

Birchbox)  

 

With AI assistance, better predictions on customer tastes and 

preferences will be possible, which may push companies from 

a shopping-then-shipping business model towards a shipping-

then-shopping approach.  

Fashion-related AI (e.g. Stitch 

Fix)  

AI applications that support stylists in terms of analysis of 

numeric and image/other non-numeric data. 

Sales AI (e.g. Conversica) 

 

AI bots are now capable of fully executing and completing a 

sales process.  

Customer service robots (e.g. 

Rock'em and Sock'em) 

Robots can answer simple customer questions automatically 

(e.g. how to make a cocktail).  

Emotional support AI (e.g. 

Replika) 

It is possible to communicate with a robot for emotional 

support purposes.  

In-car AI (e.g. Affectiva)   

 

It analyses various driver data such as facial expression and 

tiredness to evaluate drivers’ emotional and cognitive states. 

Customer screening AI (e.g. 

Kanetix) 

 

It is possible to identify customers who should be provided 

incentives to buy insurance and avoid the ones who are 

unlikely to buy.  

Business process AI (e.g. IBM 

Interact)  

This is used for multiple applications such as customized 

offers (e.g. Bank of Montreal) 

Retail store AI (e.g. Café X, 

Lowebot, Bossa Nova) 

 

Robots that can serve coffee and perform barista tasks, as well 

as respond to simple customer requests.  

Security AI (e.g. Knightscope’s 

K5) 

Security robots patrol designed for offices or malls, equipped 

with superior sensing capabilities.  

Spiritual support AI (e.g. Bless U-

2) 

Customizable robots capable of offering blessings in different 

ways and languages. 

Companion robot AI (e.g. 

Harmony from Realbotix)   

A customizable robot which tends to help reduce loneliness. 
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AI, in essence, is about designing an autonomous intelligent system that enhances the human 

condition. It is therefore essential to understand intelligence avant la lettre. before embarking on the 

journey of defining AI.  

The Design Weltanschauung of Marketing 

Marketing’s raison d’être has shifted from the boundaries of a purely “transactional mass- 

marketing”-market understanding towards being a field of essential and vital societal implications. 

The contemporary dimension of thought in marketing needs to meet the evolution of the emergent 

designerly co-created cyber-physical-service-economy (Kamran et al., 2020). The global 

sustainability mindset held by the consumers delivers many additional aspects that go beyond the 

dimensions of rational economics driven by price or other short-term stimuli, towards embracing 

many additional values. The contemporary valid definition of marketing gives scholars and 

practitioners some solid points of departures to look into meaningful innovative search spaces of high 

impact: 

“Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, 

and exchanging offerings that have value for customers, clients, partners, and society at large” (AMA, 

2017).  

Marketing thus is founded by conducting three jobs concurrently. The notion of “creating an artefact” 

as the first job is the foundational activity and which embraces the holistic framework of a value 

defining apperception for all stakeholders such as firm, customer and society at large. Here not only 

creating the artefact (product/services, henceforth referred to as service) whereby the fulfilment of a 

job is rendered (Christensen et al., 2016c) is a foundational design activity, but moreover, the 

dimensions of communicating and delivering value could also be regarded as vital areas of a 

designerly way of firms interacting with the market. 

The hyper-connected and globalized world is moving rapidly towards very complex realities. The 

challenges that firms must cope with are not only severe but also their impact is highly disruptive. 

Marketing firms are much in need of an adequate response to the rapidly emerging changes in the 

shortest amount of time. While marketing was founded within the boundaries of physical product 

productions, more enhanced theories as Service-Dominant Logic (SDL) and a marketing reality, 

driven by the AI developments, have emerged. Marketing is thus a bridge for a well-founded 

rapprochement between the era of managing the atoms to managing the bits. 

Among the most prominent shifts affecting marketing theory in the future is the whole AI movement 

as the holistic embodiment of the contemporary socio-technical evolution of the “digital turn”.  
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Figure 27 displays within the foundations created above, the gap between traditional marketing and 

where the technological developments based on AI have been exponentially diverging and which 

have challenged traditional marketing. Here we recall the foundational proposition of Alderson, 

which remains unanswered, hence the field has to create a marketing interpretation of the whole 

process of value creation (Alderson, 1957; Dixon, 1990). Alderson’s call cannot be introduced within 

marketing theory dominated by the age of AI, without a convergence of marketing with the field of 

computer science, which is led by a solid marketing foundation and not to be overwhelmed by AI, 

where marketing needs to make retreating concessions.  

 
Figure 27:  Illustrating the Emergence of the gap between a traditional and AI-driven marketing reality. 

Within contemporary scholarship, a vital fulfilment of this need has been sensed, wherein the design 

of marketing interpretation of AI, ML, Deep Learning (DL) and their integration for interpreting the 

emerging new and complex world has taken a pivotal role. However, the AI-driven developments are 

combined with additional multiplicators, which have much challenged traditional marketing. To take 

an empirical example: firms as Apple have displayed that a solid organizational platform upon which 

all the core competencies of an organization can be mobilized to meet the newest technological 

possibilities, is called Design with a big “D” (Archer et al., 2005; Archer, 1979). Hence for Apple 

design has been a systemic foundation of integrating all the necessaries dimensions such as an 

ambitious vision, product aesthetics and industrial design, quality, material sciences, internal-driven 

software developments, cyber-physical marketing capabilities and superb execution. While Apple did 

not only apply this strategy towards a single industry such as the mobile phones by producing the 
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iPhone, he was essentially able to apply and repeat the same strategy to animation movies (Pixar) and 

the music industry. Furthermore, this notion was applied to a man-machine interface by changing the 

whole relationship of this generation with technology by aesthetically combining hardware and 

software produced by a single firm. The launching power of the apps’ economy, whereby the 

evolutionary forces of self-organizing app-reneurs and app-developers have had societal changing 

implications in all the aspects of our lives, is another solid example of this strategy.  

Within the constructed logic above, we would like to propose the application of design as the third 

pillar of human knowing besides arts and sciences (Simon, 1962, 1969; Archer et al., 2005; Archer, 

1979) to confront the gap, wherein the whole AI-movement as the holistic embodiment of the “digital 

turn” can be based on possible fruitful grounds. Hence, designerly interacting with the environment 

is the pivotal activity of marketing, especially within the disrupting times of today. We propose the 

normative model of organizational embodiment called the Design Weltanschauung (DWA) (Kamran 

et al., 2020) as the logic of synthesis towards a holistic model of a rapprochement between marketing 

and AI. DWA asks three essential questions that each marketing scholar and practitioner need to ask 

her/his organization: 

1. What is our firms’ legitimacy and raison d’être, who are we, what is our purpose? 

2. How can we manage the firms’ existing priorities within the time window of today “now” and 

within the internal organizational capabilities point of view? 

3. What needs to be created in the future, that we need to start the transformation process today? 

 
Figure 28:  Illustrating the Design Weltanschauungs Model 
Source: Kamran et al. (2020) 
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Constructing on Derrida, who stated: “In general, I try to distinguish between what one calls the future 

and ‘l’avenir.’ The future is that which – tomorrow, later, next century – will be. There’s a future that 

is predictable, programmed, scheduled, foreseeable. But there is a future, l’avenir (to come), which 

refers to opportunity or threat, which comes, and its arrival is totally unexpected” (Dick et al., 2005). 

For the contemporary theorists of marketing, the dimension of DWA can establish a boost in their 

capabilities. Additionally, by enhancing the boundaries of better communication and designing 

organizational resilience in delivery (e.g. operations, logistics), the essence of a sustainable 

competitive advantage can be realized. This notion of a solid “differentiation” by the structural 

organizational design capabilities has distinguished Amazon from Sears, or Netflix from Blockbuster 

or Apple to Nokia, Research in Motion and Motorola. 

Figure 29 below displays the foundations of the DWA, where firms can navigate the turbulent markets 

within the dimensions of 1) “preserving” the legitimacy of the firms' ethos, while 2) “transforming” 

the organizational raison d’être by the structural dynamics of the firms’ ambidextrous embodiment, 

thus exploiting opportunities within the time frames of today, while exploring the capabilities that are 

essential for the future survival of the firm (O’Reilly III and Tushman, 2008). 

Figure 29 illustrates, how designerly-based marketing via a possible application of DWA- model can 

be postulated, thus, the hyper-digitally driven markets are bending towards complexity within the 

pivot of the “digital turn”. With an ever reducing “dynamic of responsiveness in time” for 

organizations to attenuate the rapidly changing complexity of the global environments, more robust 

models of ubiquitous control need to be designed. Special attention is given to already established 

philosophical and artistic foundation that define marketing from a designerly way of inquiry. 

Furthermore, the integration of diverse fields of sciences with an understanding of organizational 

structure is illustrated. In many organizations, the notion of structural dynamics is left to chance or 

either based on a bureaucratic family tree or this essential aspect is considered as a given, which is a 

vital source of failure. 
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Figure 29: Describing a Possible Application of DWA Based on a Systemic Integration of Diverse Fields of 

Science. 
Source: Kamran et al. (2020), extended 

The additional triad constructed upon an understanding of the essence of technology, the dimension 

of the cyberspace combined with vital physical space capabilities, which are demonstrated, are also 

displayed as a possible solid response towards coping with the complexities of the contemporary age.  

Application of Theoretical Synthesis to the Problem 
The meta-model of DWA and its application deliver normative robustness for the firm by constructing 

a model of holistic response beyond the reductionism of silo thinking towards the holism of designerly 

thinking and acting. They develop a solid ground for marketing towards sustainable and marketing-

driven developments within the field. Within the dimension of DWA, marketing evolves towards a 

holistic foundation, wherein many fields are put into a systemic integration and designerly context of 

observing the possible synergies of many fields of sciences as philosophy, semantics, ethics, 

aesthetics, cybernetics, physics, mathematics, statistics, robotics and computer science. They are 

integrated to establish the firm’s viability in a disrupting global and digital environment. Practitioners 

can decode the weak signals of the wider market and design favourable marketing strategies. Holistic 

thinking in marketing embraces disruption as a powerful motor to proactively design non-linear 

consumer-experience-spaces, beyond the purely transactional modus operandi of relations. To 

achieve a solid foundation for all the diverse fields, we suggest observing marketing from the lenses 

of Design instead of pure economics. While economics connects the actors in a transactional mode 
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of interaction, Design delivers a wider foundation, wherein not only the diverse fields could be 

aligned, but moreover, a foundation for the development of a foresight-oriented marketing theory 

could be paved.  

DWA evolves marketing towards one of the major fields of business studies that have affected society 

beyond the notion of pure markets. Furthermore, by the application of DWA marketing evolves 

towards a holistic foundation, wherein many fields, which typically were not aligned are put into a 

designerly context of observing the synergies of diverse fields of sciences, which could be aligned to 

establish the firms’ viability in a disrupting global and digital environment.  

Roadmap of AI applications to change the Design Weltanschauung 

Definition and prerequisites of AI 

AI can substantially change the development of marketing strategies in the near future (Davenport et 

al., 2020a). To realize the rapprochement between marketing and computer science we construct a 

solid understanding of the terminology of AI.  

Most practitioners referring to AI rather mean the application of ML. Although there is no general 

definition of AI and ML, scholars agree about the differentiation between strong (SAI) and weak AI 

(WAI). An SAI would pass the Turing Test and would be able to mimic human-like consciousness 

and empathy (Turing, 1950; Searle, 1980). An SAI as of todays’ standards does not yet exist and 

researchers do not expect to discover it in the near future. Current marketing ML applications are 

weak forms of AI. There are two fundamental subdivisions of ML namely supervised and 

unsupervised learning methods (see Figure 30).  

 
Figure 30:  Illustrating an Overview of Different Machine Learning Algorithms and Differentiation Between 

Strong Artificial Intelligence and Weak artificial Intelligence 
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Supervised learning requires clearly defined input variables a) to either forecast another dependent 

variable (regression), e.g. for predicting future sales or b) to label the output variable (classification), 

e.g. for churning customers.  

Unsupervised learning algorithms reveal structure within a dataset, e.g. instead of subdividing 

customers into already pre-existing labels, like churning and non-churning customers, the algorithm 

analyses the entire input data and automatically forms clusters or reduces the dimensionality of the 

input by combining variables into factors. A prominent clustering algorithm is k-Means for example. 

In the case of factor analysis, the Principal Component Analysis (PCA) is the predominant choice. 

Both solutions are easy to implement either by relying on open-source packages or commercial 

software distributions.  

Reinforcement learning works by nudging the algorithm in form of human interaction mostly by 

punishment or reward actions that refine the incentive function of the ML.  

Reinforcement has been prominently used in training Google’s DeepMind for playing AlphaGo, a 

game that cannot be solved by so-called brute force methods (Silver et al., 2017a; Silver et al., 2017b).  

Although there is no free lunch algorithm which generally beats all other ML algorithms, Artificial 

Neural Networks (ANN) prove to be viable for Big Data. ANNs originate to works of McCulloch and 

Pitts (1943) and were further formalized by Hebb (1949). ANNs try to mimic the workflow of the 

human brain by storing information perceived from the environment through an input layer into 

neurons thus creating decision weights for future actions in similar environments. With an increasing 

amount of data and enough computational power, DL algorithms evolved consisting of a collection 

of multiple ANNs. As Figure 31 implies, the higher the amount of training data, the better the 

performance of ML in general. This fact corresponds to the central theorem in statistical learning 

(Vapnik, 1995). Moreover, traditional ML algorithms, like linear programs, or k-Means clustering, 

tend to flatten in performance on Big Data while DL methods reveal its superiority among traditional 

methods, shallow nets (i.e. with one hidden layer of neurons) and medium neural networks (with 

some hidden layers). 
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Figure 31:  Displaying the Amount of Data vs. Performance of Different ML Algorithms. 
Source: Ng (2017) extended by the author 

Convergence of AI with Marketing 

Brynjolfsson and McAfee (2017) see ML establishing as General Purpose Vehicles (GPV) leading to 

complementary innovations for processes, in all companies. As the previous section points out, most 

algorithms, like ANNs, require Big Data typically stemming from unstructured data, like social media 

accounts, customer databases, or video and image platforms. Open-source web crawlers can be used 

to extract data efficiently from websites. Furthermore, Text mining, Natural Language Processing 

(NLP) and Optical Character Recognition (OCR) can be used to transform unstructured data into 

structured data. The question occurs why does ML enter into marketing now? The reasons are 

manifold: 

i. Big Data grows exponentially. 

ii. There is enough storage and CPU capacity to store and manage Big Data. Cloud Solutions 

like Amazon, Google, Microsoft and Apple offer cost-efficient ways to store data and make 

it available to a broader community.  

iii. New algorithms (like LSTM and GANs) have been improved in terms of precision, speed and 

tractability. 

iv. There is a variety of open-source and commercial toolkits and bibliographies that offer ready-

to-use and up-to-date ML algorithms (see Figure 32). 

v. There is an increasing offer of open accessible online material like lectures, books and blogs. 
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Figure 32:  Illustrating the Machine Learning Applications and Tools Available as of Buxmann. 
Source: Buxmann and Schmidt (2019) 

Besides this, firms like Amazon, Airbus and EA Sports offer datasets ready to be analysed by global 

researchers in form of online competitions held on Kaggle.  

AI in the DWA model 

As pointed out in section 2, ML can close the gap between marketing and computer science. 

Therefore, we have enriched Kamran’s (2020) DWA model by various state-of-the-art ML 

applications (see Figure 33) that already contribute to the convergence. 

The legitimacy of AI has already been proved in many areas, e.g. Gozes et al. (2020) use 

Convolutional Neural Networks (CNN) to develop a DL-based approach to detect, localize and 

quantify the severity of COVID-19 manifestation from chest CT scans. Deep Neural Networks 

(DNNs) are central to Apple’s Siri or Google’s Assistant (Tyagi et al., 2019). In autonomous driving, 

Waymo and DeepMind use DNN to train self-driving cars. But still DNNs, as a conglomerate of 

ANNs, are viewed as black boxes (Sjöberg et al., 1995). 
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Figure 33:  Describing the Application of DWA Based on an Exemplary Foundation on How Many Diverse 
Dimensions Could Be Aligned and Applied by a Marketing Driven AI. 

As a result, the interpretability of ML algorithms stepped into regulatory focus. Taylor (2006) and 

Montavon et al. (2018) already presented methods and procedures for the verification and validation 

of ANNs. Calo (2017) and Dafoe (2018) set up the regulatory framework about how the future 

governance of AI can be achieved. 

Although there is a natural fear of new technologies prevalent in our society, AI emerges in many 

areas. In Marketing Baysean Neural Networks (BNN) offer a good alternative for modelling purchase 

incidences (Baesens et al., 2002). John Deere already evaluates the extent to which cognitive AI 

systems such as IBM Watson provide assistance and decision support for maintenance work of 

machinery and equipment (Yang et al., 2016). In the fashion retail industry, Random Forest (RF) and 

DNNs are used to forecast sales (Loureiro et al., 2018). Baysean Ensemble Learning (BEL) has been 

applied to sentiment analysis (Fersini et al., 2014).  

The future in marketing depends on assimilating ML into its raison d’être. Scholars and practitioners 

have to be prepared for lifelong learning in adapting the most recent AI technologies. As Malone et 

al. (2011) point out, an age of hyper-specialization will evolve. Among the grand variety of promising 

ML technologies, we see three frameworks that will affect future marketing research: 

1. Generative Adversial Nets (GANs) as proposed in Goodfellow (2014) have already been 

tested successfully in image recognition.  
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2. Recent developments in quantum computing will help to leverage the power of ML induced 

optimization (Moret-Bonillo, 2015). 

3. Generic cloud-based solutions designed by IBM, Microsoft, Google and Amazon, offer 

opportunities to outsource ML tasks. 

Future marketing scholars and practitioners, therefore, do not necessarily have to become computer 

science experts. However, it is important to have a good understanding of research design and data 

gathering. 

Conclusions 

To observe the raison d’être of marketing coping with the disruption of today, we see the DWA as a 

new lens for the possible developments within marketing theory. Thus, to achieve normative 

robustness, we have constructed a model of convergence of traditional marketing theory with AI. The 

application of DWA has displayed a path in marketing with vital societal impact by integrating 

diverse essential fields. Firms in the future need to transcend beyond the traditional path of linear 

relationships towards the holism of a designerly co-created reality. Design has helped many top firms 

secure their competitive advantage positions. We have tried to answer Alderson’s call by designing 

a marketing interpretation of value-creating perception in the age of AI and have demonstrated this 

convergence led by marketing. We have designed a meta-model, whereupon many solid 

interpretations based on the needs of the practitioner could be constructed. 

Contributions 

The Design Weltanschauung as a meta-model for marketing theory and its application for a holistic 

marketing practice delivers normative robustness for the firm by constructing a model of adequate 

response beyond the reductionism of silo thinking. Marketing scholars have sought a foundational 

framework to cope with the rising complexity of managing data, the sustainability-driven global shift 

in consumers’ behaviour and marketing-driven integration of AI tools. Within the dimension of 

DWA, marketing could evolve towards a holistic foundation, wherein many fields are put into a 

designerly context of observing the possible synergies of many fields of sciences as philosophy, 

semantics, ethics, aesthetics, physics, mathematics, statistics, robotics and computer science. These 

sciences are integrated to establish the firm’s viability in a disrupting global and digital environment. 

Practitioners can decode the weak signals of the wider market and design favourable marketing 

strategies. Holistic thinking in marketing embraces disruption as a powerful motor to proactively 

designing non-linear consumer-experience-spaces, beyond the purely transactionary modus operandi 

of marketing of the past. Therefore, the author has provided a foundation to observe marketing from 
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the lenses of design instead of a pure economics lens. While economics connects the actors in a 

transactional mode of interaction, DWA within the context of design as the third pillar of human 

knowing delivers a wider foundation, wherein not only the diverse fields could be aligned, but 

moreover, a foundation for the development of a foresight-oriented marketing theory could be paved. 

The locus of innovation in contemporary marketing depends on assimilating AI (machine learning, 

deep learning) from a legitimacy derived and driven by marketing. Scholars and practitioners have to 

be prepared for lifelong learning sessions in adapting to the most recent AI technologies. While the 

age of hyper-specialization will further evolve, the author delivers a theoretical framework 

substantiated by observation within an empirically driven context and examples, wherein a foundation 

for a holistic marketing organization is established. 
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PAPER 4: THE NEXT FRONTIER OF NEW GLOBAL CONSUMPTIONS 

SPACE 

Co-authored with S. Topp, submitted at AMA 2021 Winter Conference 

History of the paper  

This research is also based on the “defining pillar” of the DT methodology. Hence, it defines the 

convergence of the new global consumption space within the theory of market(ing)s. It establishes 

the new culture of consumptions and defines the new rules of the game form a sociological point of 

view by providing a new framework upon which the notion of marketing segmentation could be 

designed. In essences, this paper introduces Bourdieu’s theory of culture capital into marketing for a 

more profound segmentation and robust market analysis observing the culture capital framework as 

an alternative to market-segmentation. Furthermore, to highlight the emerging the new space of global 

consumption coined as the “fifth space”, thus extending Bourdieu’s theory by the introduction of 

another consumption space of global convergence of taste, judgements and also access to the 

accumulation of essential culture capitals needed within the specific cultural and social-economic 

fields. This research is essential to display the limitation of the traditional market-segmentation theory 

in the age of AI, and to display the diagnostic power of additional profound sociological theories of 

societal analysis via a design lens of inquiry. The paper was written in summer 2020 and submitted 

to the AMA 2021 Winter Academic Conference - The Human Side of Marketing in the Age of Digital 

Transformation- session- Consumption, Markets and Culture.  

Keywords- Marketing segmentation, AI, marketing theory, culture capital, field, habitus, illusio 

Abstract  

Marketing segmentation has been an essential key to attracting and also serving customers efficiently. 

However, this concept has been challenged within the digitally-driven globally converging consumer 

culture capital spaces within diverse societies. We speak of harmonization of concerns, wants, desires 

and also equally the dimension of global access of the globally connected social actors to diverse 

sources of capitals, which enhances their capacities and thus their rise in social and economic status, 

and their impact in accumulating more capital. We introduce Bourdieu’s theory of culture capital into 

marketing for a more profound segmentation and robust market analysis observing this phenomenon. 

Our pursuit has also been to extend Bourdieu’s theory by the introduction of another consumption 

space of global convergence of taste, judgements and also access to the accumulation of essential 
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culture capital needed within the specific cultural and social fields. Understanding this cultural space 

is essential for marketing, hence it is the foundational organ of not only a field of business but 

moreover it has social responsibilities that would ensure sustainable organizations and societal 

implications. 

Statement of Key Contributions  

Scholars and practitioners of marketing have understood that marketing is the essence of relating the 

firm to its environment. The concept of market-oriented-ness has emerged by the introduction of the 

market segmentation (Smith, 1956) which has become a foundational concept in both marketing 

theory and practise ever since. However, the power of hyper-digitally driven globalization has 

changed the dimension of market segmentation towards an emerging new space of global 

consumption. To identify this new emerging space of consumption more precisely we apply the tools 

of Bourdieu’s sociology, however, the evolution the new identified space within marketing, which 

we have coined as the of the fifth space or possibly similar spaces in the future cannot be explained 

by the roam of market segmentation analysis alone. Bourdieu’s concepts are “culture capital”, 

“habitus”, “field” and “illusio”. We observe a marketing transcendence from the roam of business 

studies towards a new foundation based on the rise of AI and global interconnectivity, with societal 

changing powers, thus a rapprochement with Bourdieu’s theories and constructs opens new paths for 

constructing robust marketing theories in the future. The fifth space of global consumption and 

convergence amplified by ubiquitous technological possibilities has created a market space, where it 

embraces the integration of the most sustainable ideas and characteristics beyond the previous 

segmented hierarchical market playgrounds. Bourdieu’s holistic theoretical contributions would 

support marketing scholars and practitioners to design adequate and sustainable marketing strategies 

enhancing organizational growth and development by more precise and valid segmentation 

capabilities. 

Introduction 

Marketing has become a field of high impact in the evolution of modern societies and its 

contemporary study cannot only be limited within the boundaries of business administration (BA) but 

moreover, it has been the engine of growth for transforming the human condition. Scholars and 

practitioners of marketing have understood that marketing is the essence of relating the firm to its 

environment. The concept of market-oriented-ness has emerged by the introduction of the market 

segmentation (Smith, 1956) which has become a foundational concept in both marketing theory and 

practice, then and now. However, the power of hyper-digitally driven globalization has changed the 



 

153 

 

dimension of market segmentation towards an emerging new space of global consumption. This new 

emerging space of consumption could be more precisely identified by the tools of sociology, however, 

the evolution of the fifth space or possibly similar spaces in the future cannot be explained by market 

segmentation alone. To understand this new emerging consumption space, we have applied the 

sociological tools of Bourdieu. These theories are “culture capital”, “habitus”, “field” and “illusio” 

to identify and explain the emergence of the emerging new global consumption space. By the 

application of the theories above, we open a vital and new window of opportunity for marketing 

scholars to understand and to make an impact within the evolving logic of contemporary and future 

marketing theory. At this critical point in time within the evolution of marketing, we decide either to 

be driven by the dimension of technological disruptions, which have affected our field, or we 

introduce robust culture theories to understand consumer behaviour and structural shifts within 

marketing and the nature of markets. To steer our field in the right direction, we have chosen to pivot 

towards identifying the next converging consumption culture space we hereby coin as the fifth space.  

Methodology 

This paper is of conceptual nature and therefore relies on the structure as presented by Vargo and 

Koskela-Huotari (2020a). The background of the problem to be solved by this article has been 

presented in the introduction. By reviewing the literature predominantly of Bourdieu, the authors try 

to extend his contribution by the notion of the fifth space. A reconciliation of his works on Capital 

and Culture will be synthesized into the framework presented in the following for solving the issues 

introduced before. Finally, implications and proposals for further research will be discussed. 

Point of Departure 

Understanding Bourdieu starts with the observation that he was a material structuralist (Mahbub and 

Shoily, 2016). From a marketing perspective, Bourdieu could be established also as a major culture 

theorist, however, most essential imports of culture theory into management have recognized Geert 

Hofstede, Stuart Hall and Raymond Williams (Mahbub and Shoily, 2016). This lack within the 

managerial theorizing complex has had consequences as Bourdieu’s major frameworks are not 

integrated and thus the definition of culture has been adopted in a limited fashion. Managerial culture 

concepts are more comparative windows, which draw in particularly on Hofstede’s culture concepts. 

Hall as a founding culture theorist observed that from the 1950s to 1980s cultural studies as an 

academic discipline has been mainly framed by moments and raptures embedded within the culture 

and structuralist theoretical traditions (Mahbub and Shoily, 2016). He, furthermore, suggested that a 

post-structuralist interpretation of the concept of “culture” may be an adequate path for the evolution 
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of culture theory by the integration of Foucault’s “power and knowledge” or Lacan’s “psychoanalysis 

of subjectivity and Gramsci’s concept of hegemony” (Mahbub and Shoily, 2016). While Hall can be 

regarded as the founding figure of cultural studies, the Bourdieusian concepts e.g. “culture capital” 

or additional influential theoretical imports of Bourdieu have been absent from his overall oeuvre. A 

possible reason could be that the contrast in the definition of culture that has embodied the greater 

work of the early culture theorists in comparison to Bourdieusian definition (Mander, 1987). For 

Bourdieu culture is the traditional foundation, wherein the foundation of social cultivation, especially 

the judgement of taste in an artistic sense is cultivated. 

Recent developments on dimensions of accumulation of cultural capital in various European nations 

establish that Bourdieu's original framework of “cultural capital” as famously constructed in 

“Distinction” (Bourdieu, 1984a) needs to be revised to account for the decline of ‘highbrow’ culture 

which these studies reveal (Prieur and Savage, 2013). While, Prieur and Savage (2013) argue that this 

shift does not embrace the disintegration of cultural capital as a framework, or the rise of the so-called 

“cultural omnivore”, so much as the emergence of a converged embodiment of a “cosmopolitan 

cultural capital” could be observed. However, this involves an in-depth discussion of the relationships 

between how Bourdieu has used the concepts of “practice” and “field”, hence the scientific object of 

what was constructed in “Distinction” is not mere consumption per se, but moreover, social 

judgements and critique of taste, whereby the relationship between consumption and practice needs 

to be further revealed (Warde, 2016). Practice for Bourdieu contrary to the positivist materialism 

emphasizes on the objects of knowledge to be constructed and unconcealed and is not passively 

established. Hence to Bourdieu knowledge is not a record-keeping act but moreover a forward 

designing and navigating in terms of accumulation of culture goods in the various forms of capital 

within the field, which is thus governed by forces lex insita in terms of the regularities and structures 

that give the structuring structures of the agents embedded therein the meaningfulness in 

accumulating them.  

The notion of habitus is a guiding mechanism within Bourdieusian thought, however, one must not 

forget his contribution to the ubiquity of the terms “doxa” that the authors regard as equally essential 

in society's taken-for-granted and unquestioned truth. A good example of doxa is the taking of “pure 

economic rationale” in managerial (marketing) discourse or economics the Smithian concept of the 

“invisible hand”. In the world of corporate business, the term “shareholder value” is the foundational 

doxa that has been created as an illusio within the universe of the capitalist discourse. Bourdieu (1977) 

defined doxa as the “quasi-perfect correspondence between the objective order and the subjective 

principles of an organization in which the natural social order appears as self-evident”. The 
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foundation of traditional marketing has been on a structuralist doxa founded in marketing 

segmentation of the diverse class of people observed by their economic viability and capital portfolio. 

Segmentation theory in marketing has thus, itself been based on an economic illusio, where capital is 

much simplistically defined, while Bourdieu’s take on capital has been much different and more in-

depth. For Bourdieu, the social world is understood based on the terms of an accumulated history of 

capital, beyond the mechanism of equilibria, wherein agents are treated as interchangeable particles 

(Bourdieu, 1986b). 

While there is a general agreement among Bourdieuphiles on his essential role among the pantheon 

of few individuals, who shaped the foundations of social science at the beginning of the 21st century 

(Lamont, 2012), some have taken a part of the concept and adopted them into their academic and 

managerial mindsets, while others have decided to take the whole oeuvre. We belong to the first 

group; thus, we have mentioned some of the concepts, which are much intertwined in each other, 

however, the main concentration has been on the concepts of culture capital and habitus. The below 

pages will highlight these concepts and illustrate the necessity of their integration within the 

marketing discourse, hence the mechanism that has guarded the access to capital goods have 

weakened, especially now via the ubiquity of the cyberspace they have changed and enable the class 

mobility among social actors. Furthermore, the material structuralist concepts that have functioned in 

the old world need also to be changed to fit the new converged realities amplified by the power of the 

cyberspace. We observe a shift and a convergence in the structuralist tradition of the societal 

structures and hence we propose a new segmentation policy for marketers. 

Culture Capital 

Bourdieu has been so far absent from the practice of marketing and especially within the tradition of 

theoretical contributions, even-though the richness and originality of him, especially that he has been 

an essential contributor towards understanding the hidden mechanisms of societies, are well known 

within diverse fields of sciences. While, the intellectual inheritance of being difficult, which lies 

within the French academic milieu, may have contributed towards this absenteeism, we regard 

Bourdieu as a source of constructing a robust understanding of the mechanism of society and how the 

disruptions can be dealt with via the application of superb theories of understanding the essence of 

culture and behaviour. Christensen and Carlile (2009, p. 1) describe the notion of “theory” very 

simply – as a body of understanding. It is the nature of the possessed and accumulated capital that 

distinguishes the social actor’s perception of thought and ability to fulfil her/his wants and the degree 

of freedom s/he enjoys in pursuing it. However, CC must be understood in a normative manner, hence 
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based on this meta-structure, which structures the appreciation of further accumulation of additional 

forms of capital and the means to achieve them avant la lettre. The actor inertly and by empirical 

exposure in the process of accumulation of CC decides the ability to construct social phenomenon 

and notions of judgement and taste. “The social world is accumulated history, and if it is not to be 

reduced to a discontinuous series of instantaneous mechanical equilibria between agents who are 

treated as interchangeable particles, one must reintroduce into it the notion of capital and with it, 

accumulation and all its effects. Capital is accumulated labour …, which, when appropriated on a 

private, i.e., exclusive, basis by agents or groups of agents, enables them to appropriate social energy 

in the form of reified or living labour” (Bourdieu, 1986a, p. 15). While some aspects of Bourdieusian 

thought has been discussed in marketing (Tapp and Warren, 2010), we see the many tools, which he 

has developed over a very long and successful carrier as a holistic total-construct within his anti-

scholastic tradition of bringing philosophy down towards the domain of society and the foundation 

of the analysis of the forces affecting the social actors and making sociology and anthropology highly-

driven by empirical evidence. We see the nature of marketing in a legitimacy shift within the 

developments of the cyberspace and artificial intelligence (AI). We observe a marketing 

transcendence from the roam of business studies towards a new foundation with societal changing 

powers, thus a rapprochement with Bourdieu’s theories and designs open new paths for constructing 

robust marketing theory. 

 

Figure 34: Illustrating Bourdieu’s Culture Capital Theory 

Technically a society is distinguished within the structured structures class and the structuring 

structures class. Figure 34 displays the model of Bourdieusian social structures, wherein the four 

spaces are defined; 1) economics capital (-); 2) culture capital (+); 3) economic capital (+) and culture 
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capital (-). A social actor can have a hybrid version of the capitals distributed within society. A 

refugee entering a new country as a doctor or engineer and already speaking English, has EC (-), 

while in CC he has a (+), thus making her/his ability to accumulate the rest of the capitals necessary 

to attain the rising social status less difficult. The ability to deliver a critique on literature and key 

philosophical writings or the taste for vital classical music may not be necessary for an accountant or 

even a marketing professional, but to be a citizen among the target group for more business generating 

opportunities, may turn this ability to a very lucrative source of capital. Thus, this distinguishes a 

networker and cultivated social actor, who gets invited into the necessary door-opening occasions 

from a salesman that must push towards opening diverse constraining gates that would exist. Figure 

34 further highlights, that the mix between the EC and CC defines the attainable social capital. We 

see also the dimensions of a field which is merely the playing field for accumulating diverse types of 

capital, wherein each field is defined by the forces that exist there which are either constraining or 

amplifying the abilities of individual actors for more progress. Here understanding to play according 

to the rules is key. The intrinsic understanding of the rules is referred to in a Bourdieusian-speak as 

illusio and via the concept of habitus, which is regarded as practical efficiency are the foundations of 

a functioning society. 

The Embodied State  

From a poet or essayist to a sought-after industry designer or software engineer, they have internalized 

the foundation for creating meaningful artefacts. This process of internalization will take time and 

efforts to be accomplished. “Most of the properties of cultural capital can be deduced from the fact 

that, in its fundamental state, it is linked to the body and presupposes embodiment” (Bourdieu, 1986a, 

p. 17). The accumulation of cultural capital in this state of the embodiment of knowhow such as 

culture, cultivation and Wissen derives from a process of integration of skills, which embraces the 

labour of love and patience of time to accumulate the state of culture-competence and expertise 

beyond delegation, outsourcing or anything else.  

The Objectified State  

According to Bourdieu (1986a, p. 19): “Cultural capital, in the objectified state, has several properties 

which are defined only in the relationship with a cultural capital in its embodied form. The cultural 

capital objectified in material objects and media, such as writings, paintings, monuments, instruments, 

etc., is transmissible in its materiality”. However, the transferability of this type of CC depends on 

the embodied state of CC, hence the internalization of means to appreciate the properties of art or 

advanced technological machines requires its possession. The Steve Jobs, who run Apple in the 
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nineties, then started and run Next Computer, afterwards running Pixar and then coming back to 

Apple, may have been the same person but something within the embodied state of his CC changed 

that made him make use of the objectified CC in such a way that he changed actively many industries 

concurrently.  

The Institutionalized State  

Bourdieu underpins the institution of cultural capital by the notion of collective magic, in terms of 

the value that can be transferred as legal guarantees the beholder of a certain qualification possesses. 

“The objectification of cultural capital in the form of academic qualifications is one way of 

neutralizing some of the properties it derives from the fact that being embodied, it has the same 

biological limits as its bearer…” (Bourdieu, 1986a, p. 20). This is also the state of a possessing a 

legally binding accomplishment that guarantees a certain qualification for which a certain price and 

labour must be paid avant la lettre.  

Social Capital 

As illustrated in Figure 34, “Social capital (SC) is the aggregate of the actual or potential resources 

which are linked to possession of a durable network of more or less institutionalized relationships of 

mutual acquaintance and recognition — or in other words, to membership in a group — which 

provides each of its members with the backing of the collectively- owned capital, a “credential” which 

entitles them to credit in the various senses of the word. These relationships may exist only in the 

practical state, in material and/or symbolic exchanges which help to maintain” (Bourdieu, 1986a, p. 

21). Furthermore, SC is the ability to mobilize people and a social milieu for efficient conversion into 

economic or the acquisition of additional cc. While standardization (tests and entry regulations) is the 

essential tool in getting into top academic programs, however, if an upcoming scholar has visited a 

conference or has not tried to get the internalization of the academic method in terms of style of 

writing that differentiates that specific journal or group, the rate of success by own lack of 

understanding of the SC there, may be reduced. Research, in essence, is a social act and the success 

in all walks of academic or corporate level depends on this essential capital. 

Habitus 

Social investment creates the notion of “Illusio”, which means investing oneself for a yield of 

investment conducted at a later stage in life. A social actor is in a constant state of accumulating it. 

Illusio is not a mere quantifiable property but is all about the intensity of commitment within a social 

gravity a social actor is embedded within and one wants to be recognized for a major skill hold dear 
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in terms of the (self-)illusion the group accumulates. Habitus, a term Bourdieu borrowed from 

Aristotle, describes a social actor’s dimension and intensity of accumulating efficiency within a 

certain illusio. It is the mechanism of transferring of passivity into a creative activity. Habitus is the 

state of internalization externalized for value and patterns of behaviour that guide and navigate the 

process. It is also the transformation of biological dispositions into social dispositions, thus the social 

attunement of a person’s capacity to classify and recognize patterns or capacity to foresee. A good 

example would be the biological ability to speak a language such as English etc. But to speak English 

to whom at which level and how with which tonality, grammar and wording, distinguishes the habitus 

of the social actor. (Bourdieu and Nice, 1990, p. 53) states: “A system of durable, transposable 

dispositions, structured structures predisposed to function as structuring structures, that is, as 

principles which generate and organize practices and representations that can be objectively adapted 

to their outcomes without presupposing a conscious aiming at ends or an express mastery of the 

operations necessary in order to attain them.” Habitus is the Weltanschauung that one has been given, 

whereby to observe the world, appreciate the culture tools of meaningfulness of the properties that 

distinguish one from another one. 

Theoretical Synthesis 

We have described the concept of habitus as the recursive overcoming of the subjective/objective 

dichotomy, however, the dimension of practice involves the interplay between the diverse forms of 

capitals, the field, wherein the game for accumulation of power/capital is perused, the habitus and the 

synthesis of the lives, or their practice, hence, the notion of practice involves more than habitus. Thus, 

“… conceptualizes action as the outcome of a relationship between habitus, capital and field 

...Practices are not to be reduced to either habitus or field but grow out of the "interrelationship" 

established at each point in time by the sets of relations represented by both (Swartz, 1997).  
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Figure 35: Describing the Interplay Between Marketing and Bourdieu’s Theory of Practice 

Marketing for an organization is the ultimate form of practice of managerial and organizational 

collective habitus applied in the reality of the field/market. Figure 35 describes the interplay of 

multiple capitals within the interdependence of the interplay of habitus and field. Marketing, hence, 

is the social practice that defines the practice of marketing in the recursion of influencing the field. 

Here we see a great chance of how the multiple trends affecting the contemporary society can be 

affected by marketing. A new dimension of an emerging trend of field is observed as the fifth space. 

The Evolving New Fifth Space Marketing 

Observing markets from a cultural-economic perspective, three strands are part of widespread 

activities in the study of economics (Berndt and Boeckler, 2011): (1) market conceptualization as 

heterogeneous arrangements of people, things, and sociotechnical devices; (2) the insight that 

multiple frames of reference are mobilized in market activities as an addition to instrumental 

rationality; (3) approaches that combine diversity and difference in concrete market contexts with 

attention to mobility in network capitalism. While, income-inequality is globally rising “… the 

dynamics of wealth distribution reveal powerful mechanisms pushing alternately toward convergence 

and divergence…, and there is no natural, spontaneous process to prevent destabilizing, inegalitarian 

forces from prevailing permanently.” (Piketty and Goldhammer, 2014) and populism amplified by 

social media has created a sense of much separation of class and race within the diverse fabrics of 

societal classes of the global societies, in contrast to these developments a new type of unified and 

converged emerging societal order has been sensed. This convergence is shaped by an evolving 

habitus of this generation stimulated by the possibilities of the ubiquitously connected global world. 
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According to (Bourdieu, 1984a, pp. 170–171):“The habitus is not only a structuring structure, which 

organizes practices and the perception of practices, but also a structured structure: the principle of 

division into logical classes which organizes the perception of the social world is itself the product of 

internalization of the division into social classes. Each class condition is defined, simultaneously, by 

its intrinsic properties and by the relational properties which it derives from its position in the system 

of class conditions…”  Many of Bourdieu’s insights still hold, however, within his identified 

conditions of existence of habitus and CC, based on the contemporary technological developments 

and possibilities within the digital turn of the cyberspace, a fifth space of distinction of values, tastes, 

preferences, concerns and structuring dominant structures of judgement spheres have emerged that 

aligns the differences by a set of values that cannot be distinct by class nor by social status or ethnicity. 

An expensive fur coat, or a lion-hunting expedition, were once observed as a superb display of 

aristocracy and social class, which were totally accepted and expected behaviours in some 

Bourdieusian fields, but which are both regarded today as animal cruelty. While we agree with Sissors 

(1966b), as “markets are people”, that the nature of market is more than the generic class of products, 

the eight descriptive classifications, which Sissors distinguished by defining a market as: 1) size of 

the market, 2) geographic locations of purchasers, 3) demographic description of purchasers, 4) 

social-psychological characteristics, 5) reasons why products are purchased, 6) who makes the actual 

purchase and who influences the purchaser, 7) when purchases are made, and 8) how purchasing is 

done, may be challenged, within the fifth space. 

In today’s emerging markets, an ill-judged twitter-feed can cost many celebrities, politicians and even 

elite-academics losing their positions and the vital sources of social and academic capita; a viral 

online video of an employee’s treatment of customers, can drop the stock value of the firm 

significantly, and while the training of taste in arts and culture, once acquired with many investments, 

can be obtained today by enormous possibilities of the online education by semi-paid or freemiums, 

making these acquisitions possible with less cost to capital and opportunity. Furthermore, the 

distinctions of class, taste and judgements, which once evolved because of the boundaries of a general 

lack of access to sources of capital within the lower echelons of the societies (Bourdieu, 1985b, 

1985c) are disappearing, hence creating a new space of inclusion, not separation of an emerging new 

fifth space within the markets. Marketing today can be regarded as a foundation for enhancing the 

human condition and should not waste this opportunity. Marketing is beyond selling because it is the 

part of the organization that ensures viability for the long run. Hence the service lens tends to broaden 

the perspective of exchange and value creation by implying that all social and economic actors engage 

mutually in value creation (Vargo and Lusch, 2011a). Marketing is the organizational function that 
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creates and ensures the conditions of existence of the firm and the societal well-being within the 

resonating back and forth-loop of a meaningfulness recursion between the acting stakeholders. Jeff 

Hammerbacher the once co-founder of Facebook underpins: “The best minds of my generation are 

thinking about how to make people click ads,” thus, marketing is more than that (Vance, 2017a). 

Within this new space a unified and a non-zero-sum co-creation and mutually gaining convergence 

of taste and judgment based on the foundational shifts that have been realized in the holism of access 

to better education, access to ubiquitous cycles of information, a rising buying and bargaining power-

driven by social-digital currency, and co-evolved by a new type of brand behaviour and brand raison 

d’être, which gives equal access to all actors embedded in the four previously defined but separated 

fields by Bourdieu. The new iconic brands are mega actors like Google, YouTube, Netflix, Apple 

Inc., and Amazon, Zara, Facebook, Instagram or LinkedIn etc., regardless of the buying power or the 

social class they are either freemium services or semi-freemiums, contributing towards some sort of 

new form of capital within the digital space. A good example here is, not the sold concert tickets of 

an artist, which matters, but the number of “views”, “likes”, “ubiquitously globally trending content” 

and “shares”, which are the dominant forms of capital emerging today. In addition, the previously 

mentioned brands are available to almost all social classes, thus redefining, what once was observed 

as “the brand marketing for the few” to a new situation of “a brand experience of all”. As the level of 

education is rising and different business models even in education institutions are emerging, not only 

because of the possibilities that the MOOCs offer, but moreover more students are joining top schools 

in Europe from China and also the US, where access to education is mainly available for free. 

Computer science schools as 42 in France and now also in Silicon Valley have evolved based on the 

necessity of the markets, to offer free or much attractive tuition payment options, by the modus of the 

co-creation principle between multiple stake-holding entities that have found these schools, enhance 

further the dimension and growth of the new fifth space. The model of these universities is access on 

merit, not a social privilege.  



 

163 

 

 

Figure 36: Defining the Fifth Consumption Space of Global Marketing 

Figure 36 describes the fifth space of a converging societal sphere, that needs to be addressed not 

only by the distinction of taste and judgement but moreover by the unification of habitus, perception 

and socio-political awareness and concerns. According to Bourdieu (1986a, p. 24): “The 

convertibility of the different types of capital is the basis of the strategies aimed at ensuring the 

reproduction of capital … by means of the conversions least costly in terms of conversion work and 

of the losses inherent in the conversion itself…”. This convergence amplified by ubiquitous 

technological possibilities has created a market space, where it embraces the integration of the most 

sustainable ideas and characteristics beyond the previous segmented hierarchical market playgrounds 

to which Bourdieu, referred to as: “… in the sense of illusio, belief, an involvement in the game which 

produces the game” (Bourdieu, 1986a, p. 86). The digital turn has produced a new culture that can 

only be understood by the marketer entering this culture, it is not a top-down or a bottom-up approach, 

but moreover a “market-within”.  

“Culture is a stake which, like all social stakes, simultaneously presupposes and demands that one 

take part in the game and be taken in by it; and interest in culture, without which there is no race, no 

competition, is produced by the very race and competition which it produces.” (Bourdieu, 1984a, p. 

250). The culture of the digital space redefines the logical function of capital in terms of not only the 

economics but moreover within the dimensions of CC  as systematically structured by Bourdieu, “… 

as the long-lasting dispositions in the mind and the body” (Bourdieu, 1986a, p. 243). The authors are 

not purely referring to the emergence of a social media amplified popular culture but are giving 
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attention to the fifth, but a foundational shift in terms of a new social space of an emerging dominant 

market in terms of capital and market dynamism beyond the segmented lens. To succeed within this 

emerging socio-cultural space, the mechanism of control and reproduction and the understanding of 

behaviour within this social space would be essential for the development of market theory within a 

global context. 

Conclusion 

Marketing has moved beyond the roam of Business Administration; it has experienced a 

transcendental rise towards incorporating societal changing powers. However, marketing finds itself 

still at the pivotal point of its transformation of legitimacy. This structural shift within the fields of 

marketing practice in a Bourdieusian sense also requires a shift in the tools that marketing needs to 

integrate for a better sense-making and sense-giving for a sustainable future society. Our objective 

has been here to introduce Bourdieu’s concepts and particularly his CC theories as tools of analysis 

for explaining the emerging a new cultural consumption space and in addition to being used as another 

robust tool for better segmentation of a highly digitally connected society. The fifth space of global 

consumption is driven by common concerns, beliefs and leitmotifs from the dimension of 

sustainability to the application of AI, to the notions of effective management of resources for an all-

inclusive society. 

Contributions 

Scholars and practitioners of marketing have understood that marketing is the essence of relating the 

firm to its environment. The concept of market-oriented-ness has emerged by the introduction of the 

market segmentation (Smith, 1956) which has become a foundational concept in both marketing 

theory and practice ever since. However, the power of hyper-digitally driven globalization has 

changed the dimension of market segmentation towards an emerging new space of global 

consumption. To identify this new emerging space of consumption more precisely the author has 

applied the tools of a Bourdieu’ian œuvré in sociology, however, the evolution the new identified 

space within marketing, which the author has coined as the of the fifth space (or possibly similar 

spaces in the future) cannot be explained by the roam of market segmentation analysis alone. This is 

a solid contribution towards defining a new framework imported from sociology for marketing to 

change and thus mitigate the weaknesses of the segmentation-method within marketing, hence by 

illustrating a new set of tools.  Bourdieu’s concepts are “culture capital”, “habitus”, “field” and 

“illusio”. This research, furthermore, observes and describes a marketing transcendence from the 

roam of business studies towards a new foundation based on the rise of AI and global 
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interconnectivity, with societal changing powers, thus a rapprochement with Bourdieu’s theories and 

constructs opens new paths for constructing robust marketing theories in the future. The fifth space 

of global consumption and convergence amplified by ubiquitous technological possibilities has 

created a market space, where it embraces the integration of the most sustainable ideas and 

characteristics beyond the previous segmented hierarchical market playgrounds. Bourdieu’s holistic 

theoretical contributions as highlighted within the context of marketing would support marketing 

scholars and practitioners to design adequate and sustainable marketing strategies enhancing the 

organizational growth and development by more precise and valid segmentation capabilities. 

Marketing is understanding the habitus of the consumers while feeling the pulse of the diverse 

societies and the changes necessary to create a viable global market based on a shared value co-

evolved for all. 
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PART IV: IDEATE 

„‘Das Glänzen der Natur ist höheres Erscheinen.‘ Das Glänzen is a favourite word of Hölderlin’s 

and of Heidegger’s, as will become more evident in what follows, but oftentimes this word is 

translated into English simply as “shining.” Yet this is inadequate. Das Glänzen requires a more 

striking translation, and English obliges with a number of alliterative words that carry forward both 

the form of the German word and its distinctive sense: gleaming, glistening, glimmering, glittering, 

glowing. Nature does not just “shine,” it “gleams”“ (Capobianco, 2014, p. 29) 

PAPER 5: THE EVOLVING NEW TOPOLOGY OF MARKETING FROM A 

DESIGN WELTANSCHAUUNG 

Co-authored with S. Topp, J. van Dijk and J. Henseler.  

History of the paper 

Based on the diverse foundations constructed so far in part I, with the integration of this paper into 

the author’s dissertation the “ideating phase” of the DT methodology, which belongs to the creative-

solution-search-space has begun. The author highlights here the ideation of the major concepts and 

models developed so far into an integrative and coherent dimension. These constructs were for the 

validity of the models precisely placed in and distributed within the global marketing community in 

a major academic conference on bridging gaps in marketing in the era of disruption, for which the 

author’s frameworks were designed and intended as the raison d’être of this dissertation.  

Thus, this paper presents the new evolving dimension of marketing, which comes as a result of the 

evolution of AI and the rising global complexity in terms of coping with the emergence of the global 

sustainability mindset of the consumer and the nature of an adequate response within decreasing time 

horizon. It was written in Spring of 2020 and accepted and published as a competitive paper at AMA 

Summer Academic Conference -Bridging Gaps: Marketing in an Age of Disruption. The paper was 

presented on August 18th at Session Title: Responsible Services Marketing and Emerging 

Perspectives- Session Day and Time: Tue,18 Aug 2020 @ 9:45 AM- Session Topic: The Service 

Revolution Stage at the 2020 AMA Summer Academic Conference. The author was also asked by 

AMA to chair this session.  

Published at: AMA Summer Academic Conference Bridging Gaps: Marketing in an Age of 

Disruption August 18-20, 2020 | Virtual PROCEEDINGS, Volume 31 Editors: Simon Blanchard, 
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Abstract 

We enhance the theory beyond the dimension of Service-dominant-Logic by constructing a 

conceptual framework coined as the Design-Dominant Logic aligning diverse challenges that 

marketing faces into a holistic framework by delivering a solid model to cope with disruptions. We 

construct for co-evolutionary a foundation towards the “market-within” dimension of relations. 

Introduction 

Marketing is the field of business studies that relates the firm to its wider environment, while its 

raison d’être is shifting to have wider societal implications beyond the limited dimension of the pure 

market, wherein it has originated. The dimension of thought within mainstream marketing is not 

adequate for the contemporary evolution of the design-based digital-physical-platform-economy. The 

current Zeitgeist of sustainability delivers many aspects that go beyond the notion of the rational 

economics Weltanschauung, which has occupied marketing-thought from foci on the time-horizon 

and the spectrum of its applicability. The complexity and diversity of challenges from a multitude of 

streams hitting every fibre of the globally operating enterprises result in shaping another pivotal 

challenge to marketing by relating the firm to a field that is not covered by the purely economic 

rationale, and within the spectrums covered by the study and practice of marketing.  

 
Figure 37:  Defining the Diverse Forces Affecting Marketing. 

A welcoming breath of fresh air to the field came from the seminal article and subsequent additional 

contributions, which was coined under the term service-dominant logic (SDL) (Vargo and Lusch, 
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2004a). SDL as a new lens for marketing has paved the way for a more embracive path of logic on 

how marketing can align the diversity of challenges and conflicting socio-institutional arrangements, 

within the disrupting complex forces of the contemporary era. The SDL critique of a pure economics 

Weltanschauung that has guided marketing within a transactional firm-customer-interaction-space 

enabled to observe customers and suppliers, not as a Porterian-dominated industrial force that firms 

have to guard against but rather to be embraced as symbiotic resources-integrators with a co-evolved 

reality that makes any societal progress even possible. 

Diverse original contributions to SDL have integrated and highlighted its implications for many fields 

of managerial studies (Lusch et al., 2007; Vargo and Lusch, 2004a), however, the exemplary 

dimensions that are covered so far have not contributed towards forming a general theory, nor the 

complexity that has aroused since, based on the fields illusio (Accardo et al., 1999) founded on the 

dichotomy between the established dimensions of products vs. services has made the inception of the 

logic of “service” within SDL anything else but a confusing task. The service-transcendence as a pre-

theoretical nudge towards a paradigmatic shift in the field has created a solid basis within the 

topological evolution of marketing’s modus vivendi bending towards pure technicity.  

As the possible proposed path, marketing needs to embrace a strong dimension of holism within its 

systematic framework, thus the notion of design delivers a promising foundation. With design, we 

use the term in the Simonian and Archerian tradition (Simon, 1988; Archer, 1979). The research so 

far aligning the fields of SDL and design is founded within a product-design-perspective, which does 

not contribute towards any transcending logic (Wetter-Edman, 2014; Kimbell, 2009a, 2009b). The 

evidence that we have found highlights merely that design is a process of professional practice, 

embedding designer’s craft for a better commercial offering and it is observed as an ongoing enquiry. 

Thus, design is more than product design and it needs to be observed as a meta-logic, wherein a 

conceptual framework that aligns the contributions from SDL and technology within marketing can 

be paved. This rapprochement is modelled in a way that bears fruit towards a potential unified and 

holistic framework, whereupon the disruptive forces could be absorbed. 

Service-Dominant Logic as a transitionary typology of Marketing 

The revolution in Service Marketing to converge goods-dominant logic (GDL) with service-dominant 

logic (SDL) was a necessary step in evolving towards a new logic of marketing (Vargo and Lusch, 

2004a). The demystification of the four myths of intangibility, inseparability, heterogeneity and 

perishability led marketing towards a new normative dimension of evolving a new emerging 

foundation of service (Vargo and Lusch, 2004a). 



 

170 

 

SDL has delivered a multiangle perspective with much broader implications for marketing theory, 

practice, and pedagogy towards solving macro-societal challenges in general management and public 

policy. The locus of innovation within the field of marketing is to observe the understanding of service 

provision towards a unique foundation and a change from the exchange mode of the relationship of 

marketing towards a shift from the exchange model based on the framework of “co-creation of value” 

with the resources’ integrators (Vargo and Lusch, 2004a).  

The shift within the field of economics that has focused on the production and distribution of goods 

has been challenged by the broader logic that SDL has provided, hence the ubiquitous transmission 

of information and export of skills beyond topological and timing boundaries provide a much better 

understanding of the societal shifts that could be better coped with by the SDL model (Lusch et al., 

2006). SDL has established “service” beyond the understanding of “services” in lieu of products. 

Thus, economic entities are service integrators, which give a solid conceptualization of designing 

global value chains (GVC) and relational webs of the firms via the application of their dynamic 

capabilities and ambidexterities by dissolving the challenges of core rigidities, which took shape 

within a linear model of GDL. 

The notion of value in use and the holistic observation that all economic activities bend towards the 

provision of service has provided a much-enhanced understanding of marketing activity in the 

contemporary era of disruptions and AI-driven organizational realities. Hence, the objective is to 

release service from the interplay of a diversity of operand and operant resources contributing towards 

the customer centred value co-creation.  SDL has been observed as a pre-construct towards a general 

theory in marketing beyond any output-oriented exchange, thus the role of core competencies and 

knowledge is pivotal (Lusch and Vargo, 2006). 

Marketing has grown out of the economic logic of pure economics; thus, the same logic applies also 

to SDL, hence there is a need for developing a self-sustaining positivistic methodology for the field 

(Vargo, 2007). SDL delivers another solid logic beyond the roam of economics, while the proposition 

of Alderson remains unanswered, thus the field has to create a marketing interpretation of the whole 

process of value creation, as specialized core competencies are applied into mutual symbiotic win-

win relationships (Dixon, 1990; Alderson, 1957). This illustrates the gap in the field that could be 

fulfilled based on a design Weltanschauung. To understand the evolution of marketing thought from 

its inception the field underwent three evolutions;  

1. “to market” means bringing the products to some sort of market 
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2. “market to” means the marketing of the products and or service to some sort of segmented 

customers’ focus-groups 

3. “market with” means co-creating a value based on the resources’ and core competencies’ 

integration of the perceived value.  This dimension opens the path towards moving 

marketing and the notion of the contemporary practical dimension of marketing towards 

philosophy (Lusch, 2007), which we see within the domain of AI and DS. 

SDL observed the dimension of how service as a process can be conceptualized, rather seen as merely 

a unit of output, furthermore it focuses on the integrative dynamic of resources and core competencies 

beyond static integration of resources such as natural resources (Lusch et al., 2008). “Services are 

activities (including the use of hard products) that make new relationships and new configurations of 

elements possible ... Viewing the economy as a web of activities and actors linked in co-productive 

value creation gives us another ...” (Normann, 2001). Value creation is based on the co-producing 

(co-creating) dimension of customer’s involvement within the value-producing domain of offerings 

based on the operant resource integration (Michel et al., 2008). While SDL focuses on using the core 

competencies of the stake-holding parties for the benefit of one another as the foundation of economic 

exchange, there is a vital need for revising the whole logic of marketing via a service-driven structural 

Weltanschauung (Vargo and Lusch, 2008b). SDL according to Maglio et al. (2009) is a proposition 

of abstraction for the 21st century, wherein an emerging revolution of thought regarding the enterprise 

and economics is based.  

Markets are complex systems and they can be better observed as configuration for co-created value 

provisions (Vargo, 2011). They are defined within the boundaries of the three recursive levels of 

micro, meso and macro relations, wherein ubiquitous exchanges take place (Chandler and Vargo, 

2011). SDL is a broader perspective of exchange and value-creating processes; hence it establishes 

the notion of B2B as a general rule within marketing, thus as a transcendence towards an actor-to-

actor (A2A) orientation, it delivers a solid ground for a dynamic, networked and system-oriented 

understanding of value creation (Vargo and Lusch, 2011b). SDL establishes the notion that co-

creation of value is therefore pertaining to be hypernymic and not a continuation of the co-production 

modus operandi. Thus, it is beyond the linear process of the unidirectionality of customers’ resource 

integration and the enterprises’ centeredness, wherein SDL as a framework is a foundation for 

resource integration and based on a multidirectional approach, whereupon on a mutually symbiotic 

relationship of A2A and which recursively benefit the network, this foundation can be based (Vargo, 

2008). Wieland et al. (2012) enhance the dimension further by shifting the notion of symbiotic A2A 

value co-creating relations towards complexity, cybernetics, viable systems model (VSM) and 
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systems sciences. Hence, a multidisciplinary approach is suggested to bring forth meaningful paths 

to the field by simplifying the complex interaction of the economic agents.  

Vargo (2011) underpins that SDL is to be seen as a Weltanschauung and not as a general theory for 

marketing, thus a pre-theoretic dimension of the relevance of SDL beyond the mainstream economics 

is established. Dominant logic and Weltanschauungs are very difficult to change, however, in times 

of turbulence and complexity, it is better to apply pragmatic and functioning logic of a more adequate 

responsiveness. As an example, higher education is undergoing a categorial and paradigmatic shift, 

thus education observed contrary to the GDL logic, is a co-created learning service. Here SDL 

delivers a new logic that can guide the interplay of strategic thought and public policy in this regard 

(Lusch and Wu, 2012). Marketing requires a new Weltanschauung to effectuate its vital role in 

creating a sustainable competitive advantage for business schools and beyond. This extended lens of 

topology for marketing beyond the notions of offerings, the enterprise and the mainstream practice 

of marketing must be observed via the “service” glass as what jobs are there emerging within the 

lives of the knowledge working economy and even everyday lives of the actors participating within 

a society that would require a solution-service from the educating institutions. 

A wider observation of service innovation underpins that innovation is a collaborative engagement 

of actors, hence service is based on the integration of symbiotic core competencies within an A2A 

network and, where the notion of generativity of resources’ integration is enhanced, with much 

density by contributing fundamentally to the framework of holistic service innovation. Furthermore, 

SDL delivers a triadic concept, based on the notion of service-eco-system for service innovation, 

which can be observed as emerging A2A-structures for resources integration and co-creation of value, 

service platforms which enhance the efficiency and effectiveness of service integration and 

underlying mechanisms and processes that make the co-creation UVP ever possible (Lusch and 

Nambisan, 2015). 

Design-Dominant Logic (DDL) 

While the development of the new logic from GDL to SDL was a pivotal moment in the history of 

the development of modern marketing, SDL so far remains as an evolving logic.  At this part of the 

research, we construct a theory-enhancing path towards a new DDL. We agree with and construct 

upon the accomplishments of the SDL framework and the necessity of establishing the solid 

differences between GDL and SDL as an essential beaten track within the development of marketing 

theory, towards a more holistic framework.  
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The evidence-based search, which is committed to analysing SDL describes the understanding of how 

the SDL movement evolved since its foundation (Vargo and Lusch, 2004a). We believe that the 

reoccurring themes within the SDL framework fall short of enhancing the theoretical-practical 

accomplishment beyond the original publication (Vargo and Lusch, 2004a). Hence the notion of the 

evolving logic remains to the degree that a new paradigm shift in marketing due to the vital 

technological developments and the holistic nature of the global value chains within the field would 

require a robust design that could align the diverse fields in a unified way. 

 
Figure 38:  Establishing the Marketing Theory Development towards the Dimension of DDL 

To achieve a solid foundation for all the diverse fields, we suggest observing marketing from the 

lenses of design instead of pure economics. While economics connects the actors in a transactional 

mode of interaction, design delivers a holistic foundation, wherein not only the diverse fields could 

be aligned, but moreover, a foundation for the development of marketing theory for the contemporary 

era could be paved. We see the notion of service as an output of the organizational system. While 

SDL sees actors as resources-integrating entities and the notion of shifting the model of interaction 

form exchange to co-creation of value in a joint-value enhancing mode, in terms of service-for-

service-exchange was a necessary step in developing the theoretical foundation of marketing, 

however, this model still does not explain co-evolving marketing and disrupting phenomena beyond 

the notion of co-creation. As we display in Figure 38, firms, who have captured the digital space avant 

la lettre and embark towards capturing physical spaces e.g. Apple, Amazon and Netflix etc., co-evolve 
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actors-driven and self-organizing marketing opportunities that cannot be exploited by pure brick-and-

mortar stores nor by firms, which do not see themselves as a platform of design of the service delivery 

in terms of fulfilling the jobs (Christensen et al., 2016b). The design-dominated logic (DDL) advances 

the notion of co-creation towards the dimension of “co-evolution”, wherein the marketing spectrum 

based on the self-organization of the actors brings forth additional windows of opportunities that may 

not be foreseen avant la lettre and at the time of the design of the platform, which we coin as the 

“marketing within” foundation.  

 

Figure 39:  Defining the Transition of Diverse Lenses of Marketing. 

Firms from a systemic lens navigate in 3 logics of 1) operations; 2) strategic and 3) normative, which 

align all the relevant logic of the firm. The operational logic displays, where the dimensions of 

economic performance are captured, while strategic dimension captures the essence of how a firm 

can survive, once the economic constraints are met. At the normative logic, the firm is aware and pro-

actively constructs a ubiquitous value-laden assessment of its raison d’être. 

The traditional marketing started with the notion of matter in motion, thus bringing the produced 

goods “to market”, within the “transactionary interaction-space of exchange” (TISE), by making sales 

via a USP modus operandi, which was dominated by the economic logic of the firm. The next 

managerial logic of marketing set-forth the foundation towards knowing the consumers’ perception 

of value by reductionism of market segmentation. At this stage, the TISE still dominated the 
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foundation of marketing via the UVP. SDL paved the way towards the meaning of “what job needs 

to be done within the lives of consumers and firms?” (Christensen et al., 2016a), wherefore the actors 

(A2A or B2B etc.) would hire us to do the job better than any other competing rival. Here a major 

step was paved in understanding the “joint co-creation-meaning space” (JCCMS) of a value-based 

reality of UMP that the firm perceives with the recourses integrating actors under the spectrum of 

service, thus, shifting the foundational premise of marketing from exchange towards “co-creation” in 

terms of “market with” the consumer.  

DDL perceives actors to align themselves within the spectrum of a “co-evolving” and self-organizing 

foundation of a unique design proposition (UDP), thus by transcending the JCCMS towards a new 

“joint design search space” (JDSP), wherein the marketing relation is extended towards the 

evolutionary phenomenon and wherein actors’ are engaged in a co-designing platform of “self-

actualizing cyber-physical space reality” of the “market within” the design-possibilities a firm 

provides. A good example here would be firms like Apple, Samsung, Google, etc., where what they 

are designing are “unique design experiences” (UDE), which evolve to a global consumer attraction 

force that lies beyond pure product development and linear consumer relationships. The DDL 

provides an alignment of all the essential dimensions that the firm would require to excel within the 

turbulence of global disruptions and where the core competencies of the firms are aligned by the 

unique “consumer design search spaces“ (CDSS), which are powered by the interplay of technology, 

the cyberspace and the physical experiences space that serves as the UDP that firms provide. To 

observe the raison d’être of marketing coping with the disruption of today we introduce the “Design 

Weltanschauung” (DWA) as a new lens which is described in Figure 40. For marketing to achieve 

normative robustness, we construct a model of convergence from reductionism towards holism.  
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Figure 40:  Describing the Design Weltanschauung Applied and Aligning Diverse Essential Fields for 

Marketing. 

DWA evolves marketing towards one of the major fields of business studies that have affected the 

society beyond the notion of pure markets, as the major car for converting inventions to innovations. 

Within the dimension of DWA marketing evolves towards a holistic foundation, wherein many fields, 

which typically were not aligned are put into a designerly context of observing the synergies of 

diverse fields of sciences as philosophy, semantics, ethics, aesthetics, cybernetics, physics, 

mathematics, statistics, robotics and computer science, which are aligned to establish the firms’ 

viability in a disrupting global and digital environment.  

Netflix delivers a good example, wherein our ideas could be demonstrated solidly. Since the year 

2011 Netflix’s core competency is founded within the digital streaming of entertainment that covers 

a vast amount of content for a diverse public, disrupting all brick-and-mortar competition. While the 

original disruption was concentrated within the DVD’s business, Netflix has moved far ahead and 

now is defying a new product-lifecycle for movies as we have known them. To establish this notion 

by an example, Figure 41 illustrates the products life cycle of the movies before and after the Netflix 

phenomenon. 
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Figure 41:  Illustrating the Traditional Lifecycle of Movies vs. Netflix’s Approach. 

The traditional path for new movies was their first release to theatres, then within a period of approx. 

3 months they would be released to DVD (sales and rentals), furthermore, another release was 

conducted to video on demand (VoD) and pay-per-view services for approx. another 6 months. 

Additional releases to networks would take another 6 months. Finally, for approx. 7 years the movies 

were broadcasted for a larger audience on TV. Netflix has changed the traditional mode of product-

lifecycle of movies globally, thus not only has it innovated the way we consumers watch movies but 

moreover that we are experiencing a shift in the whole digital entertainment consumption from TV 

to movies, documentaries, TV-shows and comedy. This shift also embodies a change from the linear 

and passive model of entertainment consumption towards an interactive model of viewer-

participating and co-creating mode. Netflix’s move towards vertical integration to become a top 

content producer itself has delivered much success and a vital competitive advantage for the firm. 

Furthermore, to save the iconic “Paris” theatre in New York is a vital display of how streaming 

services are changing the film industry.  
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Figure 42:  Showing an Illustration of the “Paris” theatre in New York Broadcasting a Netflix-produced 

Movie. 

The whole entertainment-experience-economy by covering both the cyber-physical environments 

also gives Netflix the leverage to move beyond laptops, smart-TVs and post-PC devices.  

Conclusion 

The rise of complexity and the exponential development of technology converge to a disruption that 

requires faster responses and a proactive management system. While many diverse fields are semi-

aligned within the major publications in SDL, however, as displayed through-out the paper, a holistic 

developed model is still lacking in the field of Marketing that can cope with the new complex 

phenomenon in the 21st century. DDL provides a foundation to answer these wicked problems. 

Consumers need to be enabled to self-organize towards transcending co-evolutionary relationships 

that emerge with a systemic integration of many aspects that would provide them with the possibility 

to create their own unique experiences. Firms are a platform for consumers’ unique experiences, 

where the DWA provides a solid foundation upon which they could establish a macrostructure of 

consumer loyalty. 

Contributions 

The design dominant logic, derived in this paper advances the notion of co-creation towards the 

dimension of co-evolution, wherein the marketing spectrum based on the self-organization of the 

actors brings forth additional windows of opportunities that may not be foreseen avant la lettre, coined 

as the “market within” dimension of the firm and consumers’ relation. The main contribution within 

this research underlies within the understanding that “customers are designers”, thus they are not only 
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co-designers of the artefacts, but moreover the designer of the direction the organization will be 

pivoting towards in terms of, where the locus of innovation may lay. Henceforth, based on the notion 

of the customer as a designer, organizations co-evolve towards realities not foreseen a priori as this 

shifts the logic of value in use, towards a co-evolving dimension of marketing based on the market 

(ing) within requisite varieties the firm provides. This view perceives actors to align themselves 

within the spectrum of a “co-evolving” and “self-organizing” foundation of the unique design 

proposition (UDP) for the firms to postulate in the market and the within the industry at large. The 

perceived spectrum of “unique design experiences” (UDE), which do evolve towards a global 

consumer attraction and loyalty force lay beyond pure product developments and linear consumer 

relationships. The Design Dominant Logic (DDL) perceived, provides an additional alignment of all 

the essential dimensions that the firm would require to excel in coping with disruption. Furthermore, 

the firm’s core competencies are intertwined by the “consumer design search spaces” (CDSS) 

introduced in the paper, which are powered by the interplay of technology, cyberspace and physical 

experience spaces that serve as the UDP. The DWA achieves normative robustness for the firm by 

constructing a model of convergence from reductionism towards holism. It develops marketing 

towards one of the major fields that affected the society beyond the notion of pure markets, as the 

major car for converting inventions into innovations. Within the dimension of DWA marketing 

evolves towards a holistic foundation, wherein many fields are put into a designerly context of 

observing the synergies of diverse fields of sciences as philosophy, semantics, ethics, aesthetics, 

cybernetics, physics, mathematics, statistics, robotics and computer science, which are integrated to 

establish the firm’s viability in a disrupting global and digital environment. Practitioners can decode 

the weak signals of the wider market and design favourable direct- to-consumer-strategies (DTCS) 

by embracing disruption as a powerful motor to proactively design non-linear consumer-experience-

spaces (NLCES). This notion would give the firm proactive flexibility to create a sustainable 

competitive advantage (SCA). 
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PART V: PROTOTYPE  

“Design has been a companion of mankind for thousands of years. Design had its birth when people 

began to purposefully create tools, cloths, shelters, and other artefacts“ (Henseler, 2015, p. 8) 

PAPER 6: THE DESIGN OF AN ARTIFICIAL GENERAL MARKETING 
INTELLIGENCE (AGMI) 

Co-authored with A. Reshani, submitted at AMA 2021 Winter Conference 

History of the paper 

While, this paper is embedded within the intertwined logic of the creative-solution-search- space in 

part III, which embeds the dimensions of “ideation and prototyping/testing”. While, this paper is 

coined in terms of “prototyping”, as with other papers the boundaries of this paper and the rest of 

the chapters need to be seen within the holism of the design-search-space, which is intertwined, and 

no prototype, nor ideation can ever merge in a vacuum. To design is holistic and thus it cannot be put 

within the reductionist measures.  This paper highlights the dimension of intelligence to be 

interactional and not purely computational, hence marketers navigate the firm within complex 

environments. It highlights the essential role of structure for marketing organizations and proposes a 

model-based management methodology of aligning all the essential spheres of marketing-firms 

within a proposed and necessary logical triad of the structural dynamics of the organizational design. 

This research contributes to designing a marketing interpretation of understanding and applying AI. 

The purpose was to fill the gap between the limitations of traditional marketing and the AI-driven 

marketing of today. The paper was written in summer 2020, submitted and accepted to the AMA 

2021 Winter Academic Conference - The Human Side of Marketing in the Age of Digital 

Transformation - Track-Customer Insights from Data Analytics, AI and Machine Learning, February 

19-21 St. Pete Beach Florida – Virtual.  

Abstract  

In the age of AI, marketing needs to transcend into the essential role of relating the firm to its wider 

environment. Thus, ensuring the viability of the firm in a globally interconnected global 

environment.  We established the essential role of intelligence and define it in a marketing logic, 

which is beyond computation. We call this dimension of intelligence to be interactional as marketers 

navigate the firm within a complex environment. We highlight the essential role of structure for 
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marketing organizations and propose a model-based management methodology of aligning all the 

essential spheres of the firm within the necessary logical triad of the structural dynamics of the 

organization. We conclude by proposing a marketing definition of AI and design for a model of 

alignment of traditional marketing with AI that delivers many promising possibilities, where 

marketing could become the foundation for coping with the complexity of a large amount of market 

data and creating patterns to recognize weak-signals avant la lettre hidden within the large volume of 

unstructured data that is on an exponential rise.  

Keywords: Artificial intelligence, artificial general marketing intelligence, marketing theory, model-

based management  

Statement of Key Contributions  

In the contemporary era of globalization driven by hyper-connectivity and AI, marketing theory needs 

to develop its own interpretation of what intelligence means and how to integrate AI into a marketing 

logic. We distinguish between making profits in the short-run and the long-term homeostasis of the 

firm. Therefore, we highlight the role of structure in the marketing organization. We define 

intelligence from a marketing lens and suggest for an MBM-methodology, whereupon a 3-ply model 

of the logical layer of a successful marketing organization is designed. We see the viability of firms 

based on good marketing that considers the designing a solid operational layer (body), a strategic 

framework of thinking (brain) and a normative sphere that defines (philosophy) that looks beyond the 

myopic view of the market and towards maintaining the firm’s legitimacy in the wider environment. 

Our designed framework of AI coined as artificial general marketing intelligence (AGMI) is holistic 

and understands the nature of rising data to be unstructured and that absorbing data requires as defined 

above a solid organizational structure that has that capacity of absorbing data in the right manner and 

within the right channel. Marketing professionals from the academe and practice require a marketing 

framework that gives them a robust model, whereupon they can cope with the diverse challenges of 

the contemporary rate of complex and globally interconnected market reality. The path of intelligent 

behaviour from a marketing lens is promising, whereupon the AGMI model can be put into a solid 

application, thus, to be tested as a powerful diagnostic tool for marketing, thriving in a changing 

environment. By aligning the fields of traditional marketing and AI we have designed an approach, 

how this can be brought into a cohesive whole within the structural dynamics of an intelligent 

marketing organization. 
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Introduction  

In essence, marketing relates the firm to its environment in a way that the firm preserves its long-term 

viability. While the notion of making profits is pivotal to good marketing, however, we take 

marketing as a field that unifies all the essential layers of the firm based on a holistic and multi-

decadal perspective, thus marketing cannot be reduced to a campaign, a function nor a plan. 

Marketing professionals from the academe and practice require a marketing framework that 

essentially gives them a robust model, whereupon they can cope with the diverse challenges of the 

contemporary rate of a highly complex and globally interconnected market reality. We see the next 

frontier of successful marketing in mastering data within 3-ply (Beer, 1972, 1985) logical layer of an 

intelligent marketing organization. Hence, all viable organizations embody:  

1. an operational apparatus, upon which a task and action is executed (body) 

2. a strategic framework that makes the action a result of the firms’ recursive layers of 

intelligence systems (brain), and  

3. and a normative meta layer that distinguishes the firm from the competition and declares its 

long-term legitimacy in the market (philosophy), hence its sustainable competitive advantage.  

Based on our findings, intelligence cannot be defined purely by the ability of a system to compute. 

While most definitions of intelligent behaviour reside within the boundaries of computability of a 

system, we take the stance against the computational definition of intelligence as a single regime, 

hence, we see intelligence from a marketing perspective, which is interactional and not mere 

computational. However, we do not exclude computability from our interactional model of 

intelligence, in contrary we see the power of computation as a major force in doing good and holistic 

marketing. Based on the exponential rise of technology and to cope with the rising complexity and 

interconnectivity, firms must evolve towards designing profound capabilities that would leapfrog 

their transition from an inherited logic of an atomistic universe towards a data and bits driven global 

economy (Kamran et al., 2020). This dimension makes modelling and the ability to absorb the 

exponentially rising data the next pivotal frontier and locus of innovation that all successful marketing 

systems need to master. We design a model-based-management (MBM) approach towards the 

necessary holism that robust marketing systems need to embody, as reductionist approaches of the 

past may not have sufficient requisite variety (Ashby, 1956, 1958b; Conant and Ashby, 1970) coping 

with the contemporary challenges facing marketing professionals. Therefore, we seek to align the 

fields of traditional marketing and AI via a marketing lens of interpretation, which defines the playing 

field, where avoiding marketing myopia (Levitt, 1960) of silo-thinking is critical. 
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Approach 

The design of a complex system of regulation is required to cope with a complex reality of the 

environment. No simplistic model of control would be able to absorb the dynamic perturbations of a 

complex environment. Thus, we seek to align three essential dimensions in designing our approach 

of a robust system of marketing control. A foundational law of regulation was proposed by Ashby 

(1956, 1991), which marked the birthplace of management cybernetics (Beer, 1960, 1972, 1981a), 

wherein the first revolutionary model of a viable organization was designed. Besides, we seek to 

underpin our approach based on the proven good regulator theorem (Conant and Ashby, 1970), which 

has since made the ability of a system to model its environment not merely as an option but moreover 

to be the necessary condition for organizational survival. Intelligent systems must proceed in learning 

by the formation of a model(s) of their environment. Thus, this isomorphism of modelling acuity as 

illustrated in Figure 43 is essential with the system being regulated (Conant and Ashby, 1970; Bach, 

2020; Schwaninger, 2009).  

 
Figure 43:  Describing Sommerhoff’s Five Variables of Regulation. 
Source: After Conant and Ashby (1970) 

In terms of regulation, there are multiple approaches possible, we postulate five variables throughout 

this whole process (Sommerhoff, 1950) as described in Figure 43. On one hand, there is a total set Z 

which represents the number of events that may occur disregarding their regulation. On the other 

hand, the set G (a sub-set of Z) represents only the good regulated events. Furthermore, the set R of 

events serves as a regulator and the set S represents the events in the rest of the system. Whereas, set 
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D is known as the disturber by causing the events in the system S and hence, driving the outcomes 

out of G. The objective is to increase the capacity of G by the capacity of the regulating model to 

enhance marketing effectiveness.  

Another dimension, which would make our approach stable is the framework of MBM (Schwaninger, 

2009). MBM describes the modelling ability of an organization to be based on the logical triad as 

described in Figure 44. Good regulating models need to capture the width of the complexity of the 

situation they model, then a breadth of this spectrum needs to be illustrated. Furthermore, the acuity 

of the model connecting all the logical modelling spheres is pivotal to good regulation, hence, the “… 

use of models can fulfil different functions, such as description, explanation, design, decision and 

change” (Schwaninger, 2009). Designing regulation is not to be regarded as an imposed system on 

the overall system under control but moreover as a steering capability of a feedback-oriented larger 

organizational system. 

 
Figure 44: Describing the Three Dimensions of Model-Based Management, which Consist of Width, Breadth, 

and Acuity of the Model. 
Source: After Schwaninger (2009) 

Constructing on Conant and Ashby, we underpin the necessity of modelling in the following manner: 

“The significance of models and modelling to organization … can hardly be overestimated, a factor 

that has a deeper reason… In general, models can trigger the discovery of new perspectives and 

insights, support the ascertainment and assessment of options, highlight priorities, illuminate 

uncertainties, and unveil the dynamic features, propensities, risks, and vulnerabilities of a system. 

They are very helpful in disciplining the organizational discourse” (Schwaninger, 2009). The MBM 

methodology corresponds with the dimensions of organizational intelligence that we would expand 

upon in the next part. 
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Understanding Intelligence 

It is essential to create a logical path towards the dimension of what intelligence means and why to 

pursue such a task within the context of marketing. Marketing finds itself within a pivotal stage of its 

evolution as a field of managerial sciences. The emergence of high-tech and in particular artificial 

intelligence (AI) has changed the essence of marketing today. We see three emerging possibilities for 

the further developments of marketing today: 

1. Marketing stays within its origin as a major field of business and managerial studies 

2. Marketing pivots towards a transcending merger with computer science and AI 

3. Marketing evolves towards becoming a field of its own and pivots towards redefining digital 

humanities 

We concentrate on the first option, which for us as marketing-management scholars is the favourite 

option and to whose realization we are contributing to this research. Understanding intelligence from 

a marketing lens has been so far observed as a firm’s ability to increase its sales within the context of 

growth. While we are aligned with this notion in a Druckerian sense of that profits are the costs of 

staying in business (Drucker, 1954). However, we still want to focus on the overall fitness of the firm 

for which profits and capital may be an indicator, but do not represent the overall fitness of the firm.   

A rich repository of the definition of intelligence and coping with its nature was published by (Legg 

and Hutter, 2007; Legg et al., 2007). According to Ashby (1991) “Intelligence today is defined by 

the method used for its measurement; if the tests used are examined, they will be found to be all of 

the type: from a set of possibilities, indicate one of the appropriate few. Thus, all measure intelligence 

by the power of appropriate selection (of the right answers from the wrong)”. We construct upon the 

vast collection of the definitions of intelligence (Legg and Hutter, 2007; Legg et al., 2007) and do 

agree with their final definition: “Intelligence measures an agent’s ability to achieve goals in a wide 

range of environments”. However, one point of critique here would be, that which authority decides 

on what the dimension of the goal is in terms of the applied yardstick that defines it as a worthy ideal 

to be pursued? Many additional definitions exist that embody validity as well. We also acknowledge 

Kurzweil’s definition: “Intelligence is the ability to use optimally limited resources—including 

time—to achieve goals.” (Kurzweil, 2000), hence from a managerial point the notion of timing is 

pivotal. However, our task is to define the dimension of intelligence from a marketing perspective. 

In alignment with Bach (2020): “Intelligence as the ability to make models”, we define: Intelligence 

is the ability to maintain viability while designing models of possible worlds. Thus, marketing 
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intelligence is the ability to maintain viability, while transforming marketing’s means to thrive in a 

changing environment.  

Artificial General Marketing Intelligence (AGMI) 

While artificial general intelligence (AGI) was the original focus of computer scientists but due to 

the nature of the difficulty it provided, the notion of narrow AI became the locus of innovation within 

the AI-scientists’ milieu. For marketing of the contemporary era, this notion may solve some 

problems, however, we suggest a hybrid and holistic embodiment of AI be conceptualized. We coin 

this application of AI as AGMI. 

 

Figure 45:  Illustrating the Artificial General Marketing Intelligence Framework, whereupon a Hybrid 
Model of a Marketing Interpretation of AI Could be Paved. 

We view AGMI as a platform which is capable of integrating the collective knowledge of the 

organization and design a marketing interpretation of AI in an ethical, sustainable, and multi-cultural 

fashion. The platform represents eight different dimensions which need to be intertwined for optimal 

results while their nature may be contradictory. We derive these dimensions in the following manner:  

Learning/Adapting – a classical example of this dimension would be the Deep Neural Networks 

(DNN) models due to their immense capabilities of learning difficult tasks and achieving excellent 

results (Goodfellow et al., 2016; Sutskever et al.).  

Handcrafted – a well-known example of handcrafted knowledge AI system is the tax preparation 

software which requires entering the data and information, and the IBM-developed knowledge system 

“Deep Blue” that managed to defeat the human world chess champion in 1997 (Allen, 2020).  
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Embodiment – this dimension is inspired by (Pfeifer and Bongard, 2006; Scheier and Pfeifer, 1997) 

and their new view of intelligence. Wherein intelligence requires a physical embodiment so that 

experiences in uncontrolled environments and the specificity of physical material could contribute to 

how the machines think. 

Logic-based – the logic-based problem-solving machines use no advanced decision algorithm; it 

rather relies on rudimentary mathematics and “ingenuity” in the manner of a clever high-school 

student for example (Gelernter and Rochester, 1958; Hassabis et al., 2017). 

Active – Deep learning enables computational models with multiple processing layers to learn 

representations of data with multiple levels of abstraction. As LeCun states, “Deep learning discovers 

intricate structure in large data sets by using the backpropagation algorithm to indicate how a 

machine should change its internal parameters that are used to compute the representation in each 

layer from the representation in the previous layer.” (LeCun et al., 2015). 

Passive – a classical example for this dimension is the long-short-term memory (LSTM), “a method 

developed to learn how to bridge minimal time lags in excess of 1000 discrete-time steps by enforcing 

constant error flow through constant error carousels within special units” (Hochreiter and 

Schmidhuber, 1997). 

General – this dimension is inspired from the work of Legg and Hutter, where they collected 

intelligence definitions from experts of different fields and conceptualized a general understanding 

of intelligence (Goertzel, 2006; Legg et al., 2007). 

Specific – tasks with a high level of specification (e.g. vision, image, speech) require deep 

architecture to be executed. “Deep architectures are composed of multiple levels of non-linear 

questions, such as in neural nets with many hidden layers or in complicated propositional formulae 

re-using and sub-formulae” (Bengio, 2009).  

One additional dimension that marketing scholars do not consider to be a marketing problem is the 

aspect of how the firm is structured. This in particular means that the organizational structural 

intelligence is taken as a given phenomenon. Good marketing decisions embrace a marketing-guided 

integration of AI is always as a result of the collective intelligence of the firm, whereupon we 

construct the AGMI. 

Structure is Strategy 

The notion of structure and strategy paradigm through the Chandlerian weltanschauung has delivered 

the foundation of the contemporary understanding of all strategic thought and practice so far. As a 
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solid contribution and point of concentration to the state of current theory and practice of 

management, the essential role that Chandler (1962) played from a meta-analytical point of view, 

cannot be underestimated. The debate between structure and strategy as a point of entry here is 

essential. A major foundation, whereupon all of the contemporary managerial models rely on was 

paved therefore by Alfred Chandler (1962). Thus, based on the recursive nature of the structure of 

organizational systems, it is foundational in designing organizational homeostasis (Simon, 1969), that 

this debate must be had (Kamran and Neise, 2018).  

Business administration based on the economics’ Weltanschauung of the market equilibrium assumes 

that organizational structure as long as the output of the organizational systems (enterprises) obeys 

the doxa of the supply and demand theory, any additional enquiries into the structural dynamics of a 

firm are mere an externality. Furthermore, an all-embracive organizational structure has never been 

developed within the managerial theory, which means whatever organizational model that works in 

terms of chance or legal risk analysis is thus optionally preferred. Put simply in physics’ terminology, 

a standard model has never been pursued nor developed within the large volume of managerial 

publications (Kamran, 2019). A major gap within managerial and strategic discourse also has been 

that the quest for survival was never questioned in terms of the viability of the organization beyond 

an economic reality. All organizational fitness has been reserved and reduced to economic fitness, 

which is the very doxa that is responsible for most of the contemporary corporate failures. 

Organizational demises do not always reveal themselves in any other forms except in terms of 

financial and economic distress. However, the very nature of demise usually is related to normative 

or strategic crises avant la lettre. Furthermore, the role of inadequate structures and political games 

played within the organizational rationales, where employees’ motivation are steered through 

monetary benefits and volumes of sales generated, founded in the rationale of management by 

objectives (MBO), display that self-interest is not a solid organizational glue to maintain a healthy 

corporate and industry culture and employee retention. The financial industry has displayed this 

observation in the 2008 management crisis, to which some still ill-informed refer to as the financial 

crisis.  

The authors observe strategy not purely from a top-down designed apriori calculus of Wahrheit 

imposed on a system, but moreover from coping with emergent phenomenon constructed and 

designed by the intertwined interactional intelligence of the organization’s internal systems and 

structures navigating the complex and turbulent global environment in an embodied (structured) sense 

(Pfeifer and Bongard, 2006).  
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This top-down and hierarchical understanding of the essence of strategy based on the dimension laid 

in terms of Chandler’s thesis “...structure follows strategy”, has been responsible for the evolution of 

strategy with vital implications for strategy and management in general. Among many scholars, who 

have dominated the field the role of Porter (1979, 1980, 1985, 1996, 2008) cannot be equally 

overestimated. Porter’s understanding of strategy and organizational structures in terms of value 

chains (VCs) was much influential (Porter, 1985). His 1996 paper “What is strategy” as found within 

the Chandlerian sense, delivers a solid point of entry to bridge operations research and strategy and 

is based on the analogy that: “operational effectiveness is not a strategy”. Research in understanding 

VCs has established Porter’s original contributions to strategy and deliver a solid and essential 

foundation to embed a new and more holistic approach (Ramos‐Rodríguez and Ruíz‐Navarro, 2004). 

However, no top-down imposed system could establish sufficient requite varieties in terms of 

managing the unforeseen or complexities beyond the bounded rationality and an industries illusio. 

Thus, organizational structure cannot be left to chance nor to a next fashionable trend, especially in 

times of mega disruptions e.g. the corona pandemics and the global trade-wars etc. We propose to see 

the structure from a triad of the essential functions that guide organizational viability (Beer, 1972, 

1981a, 1985; Schwaninger, 2009). In times of rising complexity due to the nature of global inter-

connectivity, the exponential rise of highly unstructured data, the convergence of global consumer 

culture and a vital need for quick responses, marketing needs to look into dimensions of robust 

structural dynamics of regulation that has the necessary requisite variety in absorbing the 

perturbations affection the homeostasis of the firm.  

 

Figure 46:  Defining the 3-Ply Recursive Structure of Organizational Embodiment for Viability. 
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Viability, in essence, is founded within the recursive nature of managing three organizational spheres 

concurrently. A firm must prevail by managing its operational sphere by understanding and 

conducting what objectives must be realized today. It also needs to understand what dimensions of 

“possible worlds” in the future and their condition for succeeding to be laid. Furthermore, it needs to 

embody an assessment of its raison d’être in terms of what is the legitimacy in the market, which 

means; how can the firm preserve its homeostasis, while transforming its autopoiesis by embracing 

disruptive innovation (Christensen, 1997). An example of a firm, which did not maintain this 

dimension would be Nokia, which proclaimed that “connecting people” is its most vital justification 

existence. However, after Apple introduced the iPhone guided by the normative assessment of “think 

different”, the legitimacy of Nokia and many others were jeopardized and not even the takeover of 

Microsoft has helped to save it. Hence, the obsession of growth and capital is not a substitute for 

organizations’ homeostasis and having capital and resources did not substitute organizational fitness. 

Intelligence Behaviour from a Marketing Point of View 

AGMI is the changing logic, whereupon recursive embeddedness of AI within the triad of the 

structural design for viability in marketing could be integrated. This means the firm copes and 

assesses the data generated from the environment not by a single lens of acquiring more volume, but 

moreover by seeking to guide the firm into the possible worlds of future growth in terms a designed 

condition for ambidexterity of exploiting the contemporary opportunities while exploring the bridges 

of growth of tomorrow.  

 

Figure 47:  Defining a Practical MBM of How Data is Generated from a Dynamic Environment and 
Interpreted Adequately Within the 3-Ply Channel-structure Guided by the Integration of AGMI. 

In addition, firms seek to observe the shifts within the global market via the lens of normative 

homeostasis of its raison d’être. This requires a meta-lens which may be different and in some cases 

contradictory. The essence of a strategy thus is choosing what not to do (Porter, 1996). A solid 
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example here for clarity is when Apple was losing ground to Microsoft and was technically bankrupt 

in 1996. BusinessWeek (1996) published the title “The fall of an American icon” and Wired magazine 

underpinned that notion by publishing “101 Ways to Save Apple” (Daly, 1997). Apple had to 

transform its identity and go beyond being just a computer manufacturing company to survive. It did 

the unexpected, first by not lessoning to anybody except its inner collective voice, of who Apple was 

and unexpectedly gave the world the iPod and entered the music industry, then the iPhone, entering 

the mobile-phone industry, and the iPad. By each fully focused marketing introduction, it went full 

force in reclaiming its competitive position, not being obscured by purely sales generation alone, but 

by actually changing the nature of multiple strategic industrial games (Rumelt, 2012). In the logic of 

integrating AGMI, firms have now the capacity to process all the unstructured data in the sense of 

segmenting them into the triple streams of information channel receivers and make them available by 

designing machine learning (ML) algorithms that would give the data solid cybernetics integrity to 

be used by the three different spheres of the firm adequately. Each channel has to achieve a different 

but collective objective contributing to the overall fitness of the marketing organization; thus, 

marketing could be regarded a firm’s organ that keeps a well-balanced cohesion between the 3-ply 

recursive embodiment of the firm intelligence coping with the complex and dynamic environment. 

Conclusions 

We have established that intelligence is beyond computation and requires from a marketing 

Weltanschauung that the firm understands the importance of the recursive nature of steering the 

organization within the logical spheres of operations, strategy and a meta-layer. Hence, this notion 

requires the recognition of the various nature of coping with the information gained from the 

environment by the triad lens in designing the channels of communication. To convert the 

unstructured and ill-defined data, marketing scholars are advised to set up an organizational 

embodiment, which with the amplification of AI has the capacity of distinguishing the nature of the 

data and their integrity. We have postulated an extended definition of intelligence, which we have 

constructed to be interactional, as the legitimacy of marketing is steering the firm in its wider 

environment. We underpinned this notion by a marketing interpretation, to which we referred to as 

“interactional intelligence”. The path of intelligent behaviour from a marketing lens is promising, 

whereupon the constructed AGMI model can be put into a solid application, thus, to be tested as a 

powerful tool of diagnosis for marketing to thrive in a changing milieu. By aligning the fields of 

traditional marketing and AI, we have illustrated an approach, how this can be brought into a cohesive 

whole within the structural dynamics of an intelligent marketing organization. We conclude by stating 

that AI is a means for marketing to be interpreted within the context of organizational homeostasis 
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and that the dimension of marketing myopia beyond the single regime of sales and growth needs to 

be constructed. Organizational viability depends on the total fitness of the firm, where marketing 

plays a pivotal role. 

Contributions 

In the contemporary era of globalization driven by hyper-connectivity and AI, marketing theory needs 

to develop its own interpretation of what intelligence means and how to integrate AI into a marketing 

logic. The author distinguishes between making profits in the short-run and the long-term homeostasis 

of the firm. Therefore, the paper highlights the role of structure in the marketing organization. The 

author defines intelligence from a marketing lens and suggests for an MBM-methodology, whereupon 

a 3-ply model of the logical layer of a successful marketing organization is designed. The research 

observes the viability of firms based on good marketing management that considers the designing a 

solid operational layer (body), a strategic framework of thinking (brain) and a normative sphere that 

defines (philosophy) that looks beyond the myopic view of the market and towards maintaining the 

firm’s legitimacy in the wider environment. The designed framework of AI coined as artificial general 

marketing intelligence (AGMI) is holistic and understands the nature of rising data to be unstructured 

and that absorbing data requires as defined above a solid organizational structure that has that capacity 

of absorbing data in the right manner and within the right channel. Marketing professionals from the 

academe and practice require a marketing framework that gives them a robust model, whereupon they 

can cope with the diverse challenges of the contemporary rate of complex and globally interconnected 

market reality. The path of intelligent behaviour from a marketing lens is promising, whereupon the 

AGMI model can be put into a solid application, thus, to be tested as a powerful diagnostic tool for 

marketing, thriving in a changing environment. By aligning the fields of traditional marketing and AI 

we have designed an approach, how this can be brought into a cohesive whole within the structural 

dynamics of an intelligent marketing organization.
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PART VI: TEST 

“Thinking das Ereignis is not more fundamental than thinking Being as Being; rather, fundamental 

thinking is mindful of Being as Being (Being itself) as das Ereignis“ (Capobianco, 2014, p. 23) 

PAPER 7: THE DESIGN OF ARTIFICIAL GENERAL MARKETING 

INTELLIGENCE (AGMI) AS A UBIQUITOUS CONTROL SYSTEM  

Co-authored with A. Reshani, submitted at AMA 2021 Winter Conference.  

History of the paper  

This paper is also founded within the triad of the creative solution space. The designed model 

embedded within the “testing” part/paper is a model of a systemic symmetry for designing robust 

marketing systems.  The research illustrates the design of an applicable model of a control system 

coined as the artificial general marketing intelligence (AGMI) by the previous paper. The framework 

is an operationalization’s framework of the AGMI model to cope with the rising complexity by 

designing a solid model of alignment of AI with traditional marketing from a management cybernetics 

perspective. The proposed framework embeds many essential contributions that have been tested in 

practice in terms of displaying a model of marketing management that includes many contributions 

from strategy management, innovation management and cybernetics. It displays a model of the 

essential role of marketing and how an AI-amplified embodiment could be prototyped to be tested. 

Here it is essential to establish, that conceptual papers are empirical too, in terms of the choice and 

the evidence provided whereupon these models were designed and introduced may be provided not 

from data but moreover from the evidence of previously developed concepts that were tested through 

empirical research (Hirschheim, 2008; Jaakkola, 2020). This means it is significant that the author 

designs a new more adjusted framework for a new emerging reality based on addressing the identified 

challenges precisely and to start from focal theory and illustrate the inadequacies and incompleteness 

of the theory and thus addressing these shortcomings in the literature (Jaakkola, 2020).  

The paper was written in summer 2020 and is submitted and accepted to the AMA 2021 Winter 

Academic Conference - The Human Side of Marketing in the Age of Digital Transformation - Track 

- Customer Insights from Data Analytics, AI and Machine Learning, February 19-21 St. Pete Beach 

Florida – Virtual.  
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Abstract  

Marketing has been highly affected by the rise of artificial intelligence (AI), with less interpretation 

from the traditional marketing side to postulate a strategy of rapprochement between the fields of AI 

and traditional marketing towards an aligned interpretation of the future. With the rise of global 

complexity of markets and the real-time cyberspace economy, marketing management needs to 

design adequate tools of control to cope with this state of turbulence. We postulate an applicable 

model of a control system coined as the artificial general marketing intelligence framework to cope 

with the rising complexity by designing a solid model of alignment of AI with traditional marketing 

from a management cybernetics perspective, whose raison d’être is the embodiment of the science of 

effective organization. Our proposed model incorporates not only the whole dynamic of the 

environment but moreover, it recognizes the organization as a complex model that needs to be 

cultivated by the framework of structural intelligence of the organization. We conclude by 

establishing the notion of control as the essence of marketing within the contemporary era. 

Keywords: Design, artificial intelligence, ubiquitous computing, marketing theory, marketing 

intelligence 

Statement of Key Contributions  

Marketing in the age of cyberspace-economy finds itself within a normative structural shift 

concerning its identity. Marketing scholars and practitioners are overwhelmed by the constant state 

of disruptions and challenges they must cope with. We propose a holistic model of illustrating this 

complexity by designing a robust framework of control coined as the artificial general marketing 

intelligence (AGMI). We understand control as the essence of marketing management; hence firms 

must be steered within the complex global markets, requiring novel responses from marketing 

scholars and practitioners. Our postulated model is adaptive and marketing professionals depending 

on the nature of their firms adapt or advance its technological inputs, however, one dimension may 

stay with us for a longer period, thus the state or predictable markets is over and we have a constant 

companion, which is the complexity and this force must be understood avant la lettre by marketing 

scholars and professional and attenuated properly within the theoretical transcendence of the 

marketing of the 21 century. We apply cybernetics models, as the science of effective organizations. 

Furthermore, by the integration of holistic and interdisciplinary sciences as complexity economics 

and AI we introduce an approach for synthesizing these diverse essential tools for marketing into a 

coherent model. As marketing has raised to shape our global society, the tools of traditional marketing 

must also deliver a dynamic shift in their applicability and validity for the complexity of the global 
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markets of today. This means we are a marketing interpretation of a digitally and complexity driven 

societal understanding of the global markets and how we could contribute that marketing is 

established as a foundation of sustainability in terms of organizational survival and long-term 

profitability.  Thus, marketing relates the firm to its environment and the notion of structural 

intelligence plays a major role, whereupon we construct our contributions. 

Introduction  
The global marketing environment has become too complex to be navigated by simplistic and 

reductions models of management. Marketing scholars and practitioners are overwhelmed by the 

constant state of disruptions and challenges they must cope with. We propose a holistic model of 

illustrating this complexity by designing a robust model of control coined as the artificial general 

marketing intelligence (AGMI). The model bridges many fields of sciences as cybernetics, artificial 

intelligence (AI) and complex adaptive systems (CAS) to deliver an adequate market reality for the 

navigators of the firms to make better and more intelligent decisions. We display a larger role for 

marketing due to the nature of its effects on the global societies and thus give the marketing helmsmen 

of today a design of a promising general navigator model. 

Marketing in the age of cyberspace-economy 

Marketing in the age of cyberspace-economy finds itself within a normative structural shift 

concerning its identity. While volume generation by growth was once the mantra of good marketing, 

today, however, we see that this logic needs to be extended by the notion of “control” of a complex 

system within a dynamic environment. We understand control as the essence of marketing; hence 

firms must be steered within the complex global markets, requiring novel responses from marketing 

scholars and practitioners (M-S&P). A solid foundation was laid by the publication of “Cybernetics, 

the science of control and communication in the animal and the machine” (Wiener, 1948). Control 

for our understanding is not imposed on the system to be regulated, but moreover, it is an essential 

apparatus of regulation of the system to be navigated by the integration of ubiquitous feedback from 

a rapidly changing milieu. However, our era of exponentially rising complexity based on the global 

cyberspace-connectivity requires the design of adequate control system-mechanisms that can cope 

with diverse disruptions and crises, which require functioning global regulation. Our logic in this 

paper differs from the traditional habitus of observing managerial conduct merely from the economics 

of equilibrium lens, whereby the world has paid a high price for this equilibrium finesse (Arthur, 

2015). “If we assume equilibrium, we place a very strong filter on what we can see in the economy. 

Under equilibrium by definition there is no scope for improvement or further adjustment, no scope 
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for exploration, no scope for creation, no scope for transitory phenomena, so anything in the economy 

that takes adjustment—adaptation, innovation, structural change, history itself—must be bypassed or 

dropped from theory. The result may be a beautiful structure, but it is one that lacks authenticity, 

aliveness, and creation” (Arthur, 2015). Seen from the lenses of cybernetics and complexity 

economics, we could technically postulate the thesis that all firms doing business globally are in a 

state of constant crises, however, it depends only on the adequate recognition of the change by the 

helmsmen of the firms, and the available time to designing an appropriate response, which 

distinguishes the winners from those on the losing side. This, in our view, is the essence of control, 

thus, time is the currency of the marketing strategist. By the notion of equilibrium taken out of our 

marketing equation, the foundations of a timely response can be designed if the structural conditions 

of organizations are set within the context of managing high-level environmental complexity avant 

la lettre. Hence, M-S&P are in need to find their interpretation of control by designing holistic models 

of sense-making and sense giving within a managerial context. The essence of management today is 

not only managing constraints but moreover by establishing the necessary conditions to pivoting 

towards the adequate holism of the managerial realm, which requires an interdisciplinary 

engagement. Furthermore, we see our field of marketing to be highly affected by the rise of artificial 

intelligence (AI), with less interpretation from the traditional marketing side to postulate a solution 

towards an aligned interpretation. Thus, to establish an applicable model of a control system of coping 

with complexity, which marketing organizations are facing today and to design a solid model of 

alignment of AI with traditional marketing from a management cybernetics perspective, whose raison 

d’être is the embodiment of the science of effective organization (Beer, 1972, 1981a, 1985). 

The Century of Complexity 

The globally interconnected and ubiquitous market has challenged much the homeostasis of many 

large firms. However, the dimension of damage that the Coronavirus did to the global economy is a 

reminder of an intensifying trend of global complexity. Observing these challenges that have had the 

most vital destruction of business and organizations globally, we see the disparate need for designing 

better control systems at the frontier of management and thus marketing as the major organ of the 

firm relating the firm to its environment. To design a marketing interpretation of dealing with 

complexity, it is essential to understand the nature of it, which arises from simple and emergent 

phenomenon over time. However, we need an interpretation of what a complex environment means 

to marketing and which tools of complexity science we could integrate into our field. “If the first 

three centuries of modern science have extended the human sensorium, learned the properties of 

matter and life, the next three centuries will see the rise of the sciences of complexity. The arrival of 
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these sciences will mark the completion of the scientific enterprise as we now know it, for complexity 

is the last frontier of science as far as we can see” (Pagels, 1988). The larger the varieties of managing 

the environment of a complex system, the more varieties the controller of the system must generate 

for handling the dynamics of the system’s interaction with the environment (Ashby, 1956, 1958a). 

“Complexity economics holds that the economy is not necessarily in equilibrium, that computation 

as well as mathematics is useful in economics, that increasing as well as diminishing returns may be 

present in an economic situation, and that the economy is not something given and existing but forms 

from a constantly developing set of institutions, arrangements, and technological innovations” 

(Arthur, 2015). 

We propose a model of managing complexity based on a designed structural intelligence incorporated 

within the control system of the marketing organization. Structure from a cybernetics 

Weltanschauung is not static, but moreover dynamic (Malik, 1984). It is not only the relations 

between the components of a system to be considered but moreover, it is the contextual arrangements 

of the designing capability of the system to illustrate and visualize patterns and models of order and 

systemic stability to coping with the complexity that is essential for ubiquitous control. We propose 

a model of managing complexity as displayed in Figure 48. We understand marketing organizations 

as a complex adaptive system (CAS) (Holland, 1995). CAS is a framework that assists organizations 

in terms of quality improvement and is flexible enough to be used in various dimensions. The ideas 

of the system/framework are usually associated with developments in second-order thinking, thus, it 

describes recursive interactions between different layers of systems – typically control loops and 

feedback, and principles that guide several systems to achieve their goals through the return of 

information that forms a closed loop. There are several core CAS elements with diverse features and 

management principles: (1) Multiple agents with schemata: which typically respect democratic 

management principles, thus, leading to mutual adjustment. (2) Self-organizing networks: which tend 

to adjust the fitness landscape by offering incentives and long-term rewards. (3) Coevolution: is 

known for monitoring the implications of feedback, and (4) System adaption: avoiding major change 

and respecting individuals and their organizations that exist in an ecosystem. Within this logic, we 

construct on the dimensions of a spontaneous/polycentric or taxi/teleological systems that process 

complex (ill-structured) data within the dimension of the structural dynamics of a viable system 

(VSM) (Beer, 1972; Schwaninger, 2000a). According to (Beer 1984) five key subsystems are 

interactively involved in any organism or organization that help us maintain our identity in an 

independent way within a shared environment. The first subsystem of any viable system regards the 

elements that produce it; thus, these elements are themselves viable systems. Like a community where 
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the citizens constitute the system of the State, by producing communities, firms, cities, industries, and 

other viable agglomerations – Which are themselves all elements to be included in the shared 

environment. The second subsystem serves as a coordinator of subsystems and attenuates the 

potential oscillations between them, whereas the third subsystem deals with the operative 

management side of the subsystems as well as auditing and monitoring. Furthermore, the fourth and 

the fifth subsystem interfere respectively with the management of long-term relationships with the 

shared environment and the normative dimension of management and corporate ethos. Concretely, a 

system is considered viable if, and only if, its structure fulfils the requirements mentioned above, 

which the theory specifies. “A complex adaptive system can function (or continue to exist) only if it 

makes a continued adaptation to an environment that exhibits perpetual novelty”, thus, “… perpetual 

novelty is the hallmark of CAS” (Holland, 1995). On the other side, we see a constructivist and 

evolutionary design, thus by putting the different structure of a problem-solving mechanism into a 

coherent whole we have created the necessary conditions for a systems’ methodology, which could 

then be put together in concert to solve strategic problems (Malik, 1984). 

 
Figure 48: Illustrating the Dimension of Managing Complexity in Marketing 
Source: After Malik (1984), Extended by the Author 

Our general approach of the CAS and VSM within the logic a holistic and interdisciplinary marketing 

management answers Ansoff’s call, who stated: “Most of the current theories deal with average 

properties of organizations as a class, and not with differences and extremes of behaviour. (Note the 

typical titles: Behaviour Theory of the Firm, Microeconomic Theory of the Firm, and the common 
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reference to 'organizations', in the plural, as if they were all alike.) The search for averages and 

archetypes is typical of young sciences trying to unravel complexity. But, from the point of view of a 

practicing manager, averages are secondary to his interest in the extremes: in the reasons for 

pathologies and for successes” (Ansoff, 1990). Thus, we seek to bring attention to a methodology of 

a marketing transcendence of being an organ of viability for the firm and the whole society.  

Model-Based-Management (MBM): A Methodology of Symmetry 

We have arrived at the age of the globalization of totality (Kamran et al., 2020). The nature of 

competition has been shifted from the pure economic boundaries of organizations, industrial 

structures and mere linear understanding of markets that could be fixed by financial predictions, top-

down calculations, linear planning, and forecasting methods. Strategic thought in marketing today 

needs to embrace a symmetry of the structural design of the firm and its web of networks, 

configurations and intelligence of the organizations’ systems reflecting the globally hyper-connected 

market. We propose a model of a viable marketing organization that reflects internally the necessary 

requisite variety in terms of the complexity of the environment it faces. “Globalization does not only 

mean ecological and economic problems. After the fall of the Berlin wall, politicians believed in the 

linear assumption that coupling the dynamics of free markets and democracy would automatically 

lead to a community of modernized, peace-loving nations with civil-minded citizens and consumers. 

This was a terrible error in a complex world” (Mainzer, 2005). The homeostasis of the organizational 

steering mechanism within the complex environment can be a model of the needed ambidexterity of 

being competitive today, and innovative in the future, while modelling the complexity of the markets 

within the dynamics of the structural integrity of the viable marketing system. 
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Figure 49: Displaying the Meta-model of a Systemic Symmetry for Designing Robust Marketing Systems 
Source: After Malik (1984) Extended by the Author 

The figure above describes a path towards designing a viable marketing system and maps out the 

steps and elements required to achieve a “Meta-systemic symmetry”. Depending on the shared 

environment in which the organization functions and the objectives it is trying to achieve, the design 

of a viable marketing system may pave the way into pivoting towards internal dynamics 

(differentiation & integration) and pivoting towards the outside (positioning). To pivot towards 

internal dynamics there are three key elements that the organization must fulfil: (1) internal readiness 

– being ready in terms of strategy, mentality, and consensus within the organization. (2) internal 

flexibility – being agile and possessing strategic depth to cope with spontaneous risks. (3) self-

awareness – being aware as an organization about the risks that may arise during the journey. On the 

other hand, to pivot towards outside also requires similar elements but with a focus on the external 

factors of the environment rather than the internal factors within the organization. Only those 

marketing systems are in control of their organization and the playing field, who generate more 

requisite variety respecting the foundations of cybernetics laws of good governance. The volume of 
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perturbations to a system form the environment cannot be larger than the number of attenuating 

choices the organizations have. 

Artificial General Marketing Intelligence (AGMI) 

The term AGMI is seeing the developments within AI as an integral part of top management and of 

marketing in the age of AI. AGMI is a pursuit of alignment between marketing management theory 

and how it can be bridged with the possibilities of AI and machine learning (ML) and good and solid 

organizational design. Thus, the rising complexity of marketing in the ubiquitous and globally 

connected cyberspace economy requires a control system that equally displays enough requisite 

varieties to attenuate the shocks that firms will be facing. “Someday we may exceed nature. However, 

for today, nature exceeds what we can do in many areas, especially in intelligent, adaptive behaviour. 

The challenge of building an artificial brain or intelligence is at the frontier of the new sciences of 

complexity. Again, it is the advent of the computer that has opened this frontier” (Pagels, 1988). 

 

Figure 50: Describing the Artificial General Marketing Intelligence Model. 

A convergence of top management models is selected on the right side of the control system to be 

implemented within the AGMI platform: (1) Core competencies – underpinning of the core products 

or services in which the organization is best at (Prahalad and Hamel, 1997). (2) Core capabilities – 

underlining the core activities of the firm (Leonard‐Barton, 1992). (3) Weak signals scan – the 

applicability of the concept of weak signals, specifying ways in which different signals can be 

identified, collected and interpreted (Ansoff, 1975). (4) Scenario planning – in a world of complexity 

where information technology is driving an information evolution scenario planning must be taken 

into account (Lindgren and Bandhold, 2003). (5) Predictive modelling and scoring – with the help of 

AI and ML one is capable of setting up a scoring model which is necessary to quantify different risks 

and factors (Houthooft et al., 2015). (6) Advanced marketing mix – a complex environment requires 

an advanced marketing mix with comprising elements which are ground-breaking for organizations 
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in making right marketing decisions across geo-demographic consumer segments. (7) Value 

disciplines – a strategic framework which helps better understand and execute on the one thing that 

the organization is known for (Treacy, 1993). (8) System dynamics – is a model used for 

understanding the nonlinear behaviour of complex systems over various factors (Ogata, 2004). (9) 

Patter recognition – concerns the automatic discovery of regularities in sets of data through computer 

algorithms and classifies them into different categories (Bishop, 2006). Figure 50 above displays the 

interplay between a dynamic and complex environment that is governed by a VSM integrated within 

a CAS model. The VSM is the prerequisite of an effective organization. The model is the embodiment 

of viability and it is still one of the most robust organizational models. We illustrate further the 

dimension of widening grasp of marketing that is affecting firms and societies. Hence, marketing 

could afford to be only preoccupied within the dimension of growth of the firms and mere a tool of 

it. Marketing today, however, needs to integrate for the wellbeing of the organization also the well-

being of the societies. While this was not considered in a Miltonian universe as the social 

responsibilities of the enterprise, we see the consequences much clearer with a fast-paced digital 

economy. We integrate also a self-governing MDM based control instrument in terms of an 

operations/situation room, wherein the marketing data can be visualized in real-time for the steering 

committee of the firm. The environmental scan will then be processed within the foundation of AI 

tools that are governed by ML and deep learning tools trained by the firm’s intelligence systems (the 

brain of the firm) to support the marketing management team playing many scenarios and choosing 

the most viable one. This model of control incorporates not only the whole dynamic of the 

environment but moreover, it recognizes the organization as a complex model that needs to be 

cultivated and a framework of intelligence by modelling environmental dynamics aligned with the 

power of AI would possibly boost much the controlling ability of marketing, within the necessary 

and holistic understanding of the markets and the environment.  

Conclusions 

Marketing today has become a much complex system that cannot be understood nor navigated via 

the Ps and additional models defined in times of global linearity and predictable markets via the lenses 

of equilibrium economics that have taken organizational structure and the dynamics of control 

systems as a given. The contemporary global environment could be better explained via globalization 

of a holistic nature, where diverse forces and their interplay have many complex consequences for 

the survival of the firms, wherefore novel models driven by adequate technological advances and 

holistic marketing management are necessary for effective and efficient control. “Science has 

explored the microcosmos and the macrocosmos; we have a good sense of the lay of the land. The 
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great unexplored frontier is complexity….” (Pagels, 1988). Our postulated model is adaptive and 

marketing professionals depending on the nature of their firms adapt or advance its technological 

inputs, however, one dimension may stay with us for a longer period, thus the state or predictable 

markets is over and we have a constant companion, which is the complexity and this force must be 

understood avant la lettre by marketing scholars and professional and attenuated properly within the 

theoretical transcendence of the marketing of the 21 century. 

Contributions 

Marketing in the age of cyberspace-economy finds itself within a normative structural shift 

concerning its identity. Marketing scholars and practitioners are overwhelmed by the constant state 

of disruptions and challenges they must cope with. The author proposes a holistic model of illustrating 

this complexity by designing a robust framework of control coined as the artificial general marketing 

intelligence (AGMI). The research underpins control as the essence of marketing management; hence 

firms must be steered within the complex of global markets, requiring novel responses from 

marketing scholars and practitioners. The prevailing complexity and its force must be understood by 

marketers and professionals to react to the dynamic nature of firm behaviour and adoption of 

advanced technological inputs is necessary to be attenuated properly within the realms of marketing 

in the 21st century. The paper applies cybernetics models, as the science of effective organizations. 

Furthermore, by the integration of holistic and interdisciplinary sciences as complexity economics 

and AI, the author introduces an approach for synthesizing these diverse essential tools for marketing 

into a coherent model. As marketing has raised to shape our global society, the tools of traditional 

marketing must also deliver a dynamic shift in their applicability and validity for the complexity of 

the global markets of today. This means we need a marketing interpretation of a digitally and 

complexity-driven societal and understanding of the global markets and how we could contribute that 

marketing is established as a foundation of sustainability in terms of organizational survival and long-

term profitability. Thus, marketing relates the firm to its environment and the notion of structural 

intelligence plays a major role, whereupon the paper recursively constructs our contributions. 
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PAPER 8: TOWARDS THE CO-EVOLUTION OF FOOD EXPERIENCE 

SEARCH SPACES BASED ON THE DESIGN WELTANSCHAUUNG MODEL 

IN FOOD MARKETING 

Co-authored with S. Topp and J. Henseler 

History of the paper 

This paper is also based within part II of the dissertation embracing the creative solution space. It is 

essential to illustrate here that the paper is a “test” of application of the essential dimensions derived 

so far for marketing theory and applied to the “food marketing industry”. The paper highlights that 

the developed concepts complement the disruptions and opportunities within the industry and 

provides a solid foundation, whereupon food-marketers can display a solid impact by exploiting the 

opportunities available within the food-experience-search-spaces.  

This paper describes the changes in the food industry and provides food marketers with valid 

conceptual models and frameworks to cope with the changing environment. This research is based 

on the previous theoretical contributions of the Design Weltanschauung Model that has been 

substantiated by practical examples from diverse industries and applied to food marketing and the 

Global Value Chains in the food industry. The model has displayed how marketing theory and 

practice can evolve towards a powerful framework of integrating diverse essential perspectives, as 

the major car for converting the shifting societal dimensions to sustainable innovations. 

The paper was submitted and accepted in form of a poster presentation at the 27TH IPDMC: 

Innovation and Product Development Management Conference of the European Institute for 

Advanced Studies in Management on June 8-9, 2020 in Brussels Belgium (virtual). The paper was 

extended and also submitted to the Cogent Business & Management open journal. 

Abstract 

Contemporary socio-technological shifts within global societies indicate that the preferences and 

values of a converging, well-informed and digitally connected society have shifted towards a 

movement based on sustainability and healthy and environmentally friendly common values. The 

effects of artificial intelligence and related fields have changed the natures of marketing and 

communication between firms and markets. Food marketers need to adjust to this new situation and 

integrate proven interdisciplinary concepts and theoretical frameworks, as these approaches can be 

aligned to address this situation. Due to the limitations of traditional marketing theory, the field has 
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not captured this gap by addressing emerging trends effectively. This paper addresses these new 

developments by introducing and applying the design Weltanschauung model, which is based on 

marketing within the dimension of designing a firm-consumer relationship based on cocreation and 

coevolution within the design and meaning search spaces. We apply a model-based management 

methodology by aligning the nature of rigorous theory-building and relevant practice via the design 

science research methodology. 

Keywords: Food-marketing, service-dominant logic, design, artificial intelligence, cyber-physical-

capabilities 

Introduction 

The contemporary “digital turn” (DT) has provided food marketing (FM) with a great opportunity of 

exponential proportion. Thus, to shift its raison d’être inherited from the goods dominant logic (GDL) 

(Vargo and Lusch, 2004a), where the boundaries of mass-marketing and concentration on a low-

pricing and exchange-based modus operandi have dominated. Considering the possibilities available 

within the DT, we can shift the locus of innovation in FM towards designing sustainable global value 

chains (GVC) and ecosystems. The frontier of competition in FM is currently underway, such that 

firms are aligned based on a consensus of values, which is amplified by technologically driven model-

based-management (MBM). The emerging convergence of a hyperconnected global and social 

habitus (Bourdieu, 1984a) of consumers with mutual sets of values and concerns will have vital 

societal implications (Kamran et al., 2020). Many solid opportunities are currently available for FM 

to make a game-changing impact. The focal point of FM and its evolution can be designed for 

resilience when based on a solid MBM scheme within today’s cyber-physical-service economy. The 

notion of MBM was introduced by Schwaninger (2009) and Schwaninger and Rios (2010), who 

pointed to research gaps and the lack of understanding of formal and mental models in management. 

Furthermore, he emphasized the dimension of how high-performing results within organizations 

could be achieved by their method of application. Based on a trends-based analysis of the 

contemporary environment and the changing behaviour of consumers in relation to food consumption, 

we address the major developments within marketing theory and practice. As a response to 

Schwaninger’s call for high-quality models, we address the gaps in theory and suggest a set of solid 

practical solutions for FM. 

The trends in FM suggest, that a new lifestyle that embraces the global and digitally connected 

mindset of a healthy, nutrition-based, environmentally conscious and sustainability-minded consumer 

habitus has emerged. This lifestyle is founded on many aspects that go beyond the rational economics-
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based Weltanschauung of less-informed consumers driven by price and impulses alone. Hence, these 

individuals have evolved towards being highly informed and conscious consumers. They think and 

decide to consume food based on their assessment of the food miles of the items, which is a 

transparent documentation of the workers’ safety, the water and energy usage within the GVC, the 

treatment of employees and suppliers and the quality of the food in general. Above all the nature of 

animal treatment that is based on the normative layer and the philosophy of the food eco-system plays 

a key role. Furthermore, the notion of having a variety of choices due to the changing role of 

packaging and food aesthetics is pivotal to the preferences of the globally converging and digitally 

driven consumer landscape.  

 

 

Figure 51: Describing the Emerging Trends Affecting Contemporary Food Marketing 

The dimensions constructed above are aligned within a model of trends affecting FM based on the 

trends described in Figure 51, we propose a new framework called the design Weltanschauung 

(DWA). The lens aligns the diverse necessary challenges, and research gaps, which FM needs to cope 

with. DWA fosters the dimension of co-creation within food-providers’ GVC and paves the way for 

a co-evolutionary foundation that transcends FM towards more promising business models. A new 

concept of “market-within” logic of relationships with the consumers is introduced, which bears many 

opportunities for innovation in FM based on the possibilities of direct-to-consumer capabilities firms 

can discern. 
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We conclude by providing a hybrid model for how to compete within the complexities of the cyber-

physical-service-economy and we derive solid examples from the real world for advancing FM. 

Materials and Methods 

The methodology of this paper is based on the taxonomies outlined in Keating (1995), which 

characterized that contributions to theory-building aim to 1) discover; 2) illustrate, 3) specify, or 4) 

refute a theory. We specify our findings and relate them to the theoretical issue under investigation 

in marketing theory. We display the applicability of the theory in light of the cases essential for FM 

and reassess these findings to specify how they complement and extend existing theories of marketing 

(Keating, 1995). We identify knowledge gaps, that are thus far unresolved by research within FM, 

and we construct upon solid theory refinement possibilities obtained from design science research 

(DSR) (Hevner et al., 2004). Thus, we seek to see the reality of conceptualizing a robust theory for 

marketing based on the design lens (Simon, 1969; Archer, 1979). 

Theories often appear to embody two distinct roles, which have been introduced as the dimensions 

of domain theory and method theory (Lukka and Vinnari, 2014). Based on the concept of domain 

theory we illustrate a particular set of insights into marketing theory and derive implications for FM 

practice. Furthermore, by applying method theory we define a meta-level conceptual framework from 

the domain of service-dominant logic (SDL) and we design science for studying the essential and 

substantive issues affecting FM in the future. We stress the importance of theorizing based on the 

necessary intertwined-ness of the two dimensions of the “domain and method” theories. We accept 

that their boundaries are not absolute, hence, no theory is purely structured on either one of these two 

dimensions per se, as the difference between them is based on the role of the study question (Lukka 

and Vinnari, 2014). Specifically, we ask the following questions. What is the changing nature of FM? 

How can we integrate the new theoretical developments within marketing theory into FM? What 

practical implications can we hope for? In addition, what empirical evidence exists in the real world, 

that would justify and underpin our claims?  

To answer these questions, our approach concentrates on the integration of DSR by covering 

sufficient aspects from an interdisciplinary perspective. Our suggested new models illustrate how 

sustainable business models in FM can be designed. 
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Figure 52: Describing the Methodology of Design Science Research, Which Would Bridge the Relevance and 

Rigor Gap in Marketing 

We limit our research contribution by stating that we do not intend to refute any theory but rather 

build upon available theories and embrace their functionality. Furthermore, by building on the domain 

and method dimensions, the two can interact with each other and construct roles of a nonstatic 

category. We align these dimensions by the possibility given within the DSR methodology, that this 

intertwined relationship can be structured to develop and justify solid theories for marketing, as 

illustrated in Figure 52. 

The paper is organized as follows. The next sections outline key contributions from the perspectives 

of design, cybernetics and management. Based on our research design, we identify and discuss the 

dimensions of the DWA, the role of the meaning search space, and the essentiality of direct-to-

consumer innovation and distribution and display them with supporting examples. The article ends 

with conclusions and recommendations for marketing scholars undertaking, theory-building roles, 

consultancy roles in FM and for practitioners, who would like to have the latest theoretical and 

practical insights delivered within a single paper.  

Food Marketing 

According to Dority et al. (2010) “The use of marketing practices—such as pricing, promotion, 

product design elements, and distribution strategies—to influence consumers’ food choices is widely 

established in marketing”. Contemporary marketing theory is required to conduct research into 

sustainable business models on consumers’ relationships with food and to dissolve diverse challenges 

in the process. Based on the new findings and rich data available within the refinement of options 
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from design science research the possibilities of finding an entry point by which to make an impact 

within FM starts with the perception of consumer experiences. More than ever, firms in FM are 

turning to technology to decipher hidden patterns by a designerly “how can” approach to guide 

consumers’ interest, attention and satisfaction. Holistic consumer perception is based on a variety of 

information attenuating channels such as 1) food product design, 2) packaging and labelling 

(including product history and origin of the GVC’s eco-system producing it), 3) pervasive cyberspace 

ubiquity in terms of placement, 4) brand-behaviour and association, and 5) the experiential pleasure 

of food (EPF) cognitive and emotional pleasure that consumers gain from appreciating the 

multisensory, aesthetics and cultural meanings of food experiences (Batat et al., 2019). The holistic 

dimension of consumer-product interaction based on the new possibilities available within the 

evolution of the technology poses some challenges to certain firms. As historically derived, firms had 

to focus on a niche to give them a sustainable position of competitive advantage (Porter, 1979, 1980, 

1985), while also concentrating on communicating these hyperdifferentiated values and designed 

capabilities, which often ran counter to the new possibilities available for FM firms competing within 

the cyber-physical-capabilities of “direct-to-consumer experience and service-providers”. Thus, 

based on the position of the firm in the market, healthy food may produce tension regarding taste and 

price sensitivity for some consumers, while trust about labelling organic or nutritious food production 

may be highly dependent on the history of the brand and its eco-system GVCs. Furthermore, FM is 

challenged by diverse tensions such as 1) health versus affordability, 2) health versus taste, 3) 

sustainability versus taste, and 4) sustainability versus price (Gibson et al., 2018). Aligning these 

tensions is the pivotal task of contemporary FM. Approaching these contradicting factors is a solid 

foundation for a designerly inquiry thus, we see design as the logic of postulating holistic artefacts 

and models by answering the essential questions FM must ask; for example, how can these tensions 

be approached to win consumers’ loyalty and trust, while also transforming the firm’s raison d’être? 

The literature on FM may be enriched via our approach of the DWA as a platform by which to 

embrace these contradictions via a high-quality model. “No matter what type of access issue serves 

as a barrier to the alternative adoption of consumers, the solution is in an inclusive approach….and 

well-being” (Batat et al., 2016). 

A Brief History of Design 

From the launch of research-based journals in design as “Design Studies” in 1979, “Design Issues” 

in 1984, “Design History” in 1988, “Research in Engineering Design” in 1989 and “Languages of 

Design” in 1992 (Cross, 1999), the term “Design” has been much popularized, especially since it was 

originally introduced by Simon (1969). According to Cross (2007): “design practice does indeed have 
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its own strong and appropriate intellectual culture… we must avoid swamping our design research 

with different cultures imported either from the sciences or the arts”.  

The notion of constructing design as the third paradigm of inquiry beyond art and science and goes 

back to Archer’s original definition as described below in Figure 53., which was popularized in the 

Design Society’s Conference in 1980 (Cross, 1999). “Design research is systematic inquiry whose 

goal is knowledge of, or in, the embodiment of configuration, composition, structure, purpose, value, 

and meaning in man-made things and systems” (Archer, 1981). However, additional scholars have 

equally put design as the third paradigm of human inquiry (Cross, 1999; Dalsgaard, 2014).  

 

Figure 53: Describing Archer’s Model of Design with the “Big D” as the 3rd Area of Education 

This raison d'être of design is to be reached by identifying and acting upon underlying values and 

concerns, as they emerge to satisfy the principle qualities, which made the field of design evolve as 

an additional Weltanschauung for inquiry. The dimension of arts embraces the creative framework 

that encompasses philosophy, history, aesthetics of beauty and values, however, we appeal to 

normative structure here, as the law is not about being right but moreover about justice and medicine 

is not health care but maintaining the homeostasis of humans’ health. Science, on the other hand, 

wants to understand the world as it is, by asking the foundational questions of what is out there and 

what are the essential laws and relations to be ontologically discovered, while design, as we 

understand it, is about forming and creating possible worlds, and asking how this can be done? 

In this paper, we apply design as this different culture distinguished above in its own right in terms 

of “designerly ways of knowing thinking and acting” (Cross, 2001, 2006; Simon, 1969). While we 

agree with the intellectual culture in design that has been paved by many scholars as Archer (1965), 

Buchanan (1992), Johansson‐Sköldberg et al. (2013) and Rittel and Webber (1973). The theoretical 

streams of “design and designerly thinking” could be summarized in the following manner, which: 
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1. is the relation of artefacts (Simon, 1969), application of rationalistic epistemology 

2. is the reflexive practice (Schön, 1983), application of pragmatist epistemology  

3. is the problem-solving and a stating that activity (Buchanan, 1992), hence, application of the 

postmodernist epistemology 

4. is a way of reasoning and making sense of things (Cross, 2006, 2011a; Lawson, 2006), 

application of a practical perspective/epistemology 

5. is creation of meaning (Krippendorff, 2006), application of hermeneutics epistemology 

Owen (2007) states: “… a combination of science thinking and design thinking is better than either 

alone as a source of advice”. While constructing on the diversity of the intellectual stream as described 

by (Simon, 1969; Johansson‐Sköldberg et al., 2013) furthermore, argued for establishing a design 

approach in economics and engineering and other disciplines including all activities relating to 

producing artefacts and the design of the organizations which goes avant le lettre (Bayazit, 2004; 

Beer, 1993). Design research has also much profited from architecture (Alexander, 1963)), military, 

NASA (Bayazit, 2004; Rittel and Webber, 1973; Rittel and Kunz, 1972), IT (Brooks Jr, 2010), 

business and strategy (Dunne and Martin, 2006; Martin and Martin, 2009), organization and 

management theory (Beer, 1959a, 1959b, 1971, 1972, 1973, 1975, 1979, 1985), cybernetics (Wiener, 

1948), brain science (Ashby and Stein, 1954), MBM (Conant and Ashby, 1970; Schwaninger, 2009), 

bio-inspired robotics and embodiment theory for AI (soft-robotics) (Pfeifer and Scheier, 2001; Pfeifer 

et al., 2011), and constructivist epistemology (Piaget, (1937), 1950b; Glanville, 2007a).  

The foundational definition of design states: “Everyone designs who devises courses of action aimed 

at changing existing situations into preferred ones. The intellectual activity that produces material 

artefacts is no different fundamentally from the one that prescribes remedies for a sick patient or the 

one that devises a new sales plan for a company or a social welfare policy for a state. Design, so 

construed, is the core of all professional training; it is the principal mark that distinguishes the 

professions from the sciences. Schools of engineering, as well as schools of architecture, business, 

education, law, and medicine, are all centrally concerned with the process of design” (Simon, 1969). 

Generally, research in design is based on the below-illustrated dimensions (Bayazit, 2004): 

1. Physical embodiment of artefacts - performance and function  

2. Human activity - cognition and action based on ubiquitous recursion 

3. Purposeful activity - how an artificial thing appears and what it means 

4. Embodiment of configurations - scientific practice  

5. Systematic search and acquisition of knowledge related to designing  
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According to Thomas and Carroll (1979): “Design is a type of problem-solving in which the problem 

solver views the problem or acts as though there is some ill-definedness in the goals, initial conditions 

or allowable transformations” quoted in Cross (2006) and Schön (1983). Schon substantiates this 

claim by stating: “The designer shapes the situation, in accordance with his initial appreciation of it; 

the situation ‘talks back’, and he responds to the backtalk” (Schön, 1983). The pragmatic nature of 

the designer’s work feeds back through the larger wholes characterized as habits (Kilpinen, 2009). 

To this notion, Peirce referred to as “Knowledge is habit” (Peirce, 1906), while Dewey underpinned 

the analogy of “continuity” (Dewey, 1938) within the spectrum of the designerly inquiry. Design 

research is thus, a continuous process of action and reflection of adaptation and course correction 

based on a circular causality of the feedback loops of iterations that hermeneutically bring forth 

inventions leading to innovations. 

Another emphasis concentrates on the notion of reflective activity (Schön, 1983) which has a deeper 

root in second-order cybernetics (Foerster, 1995), constructivism (Piaget, (1937), 1950a, 1950b) and 

radical constructivism (Glasersfeld, 1995; Foerster, 1981). For Piaget empiricist knowledge objects 

in themselves mean nothing until one does something with and to them, hence, knowledge is deriving 

from action, innate knowledge or built-in ability is also rejected by Piaget, because it is still within 

the dimension of giving importance to action and that actions are carried out on objects or based on 

human and object and human and environment interaction that knowledge is produced. Piaget has 

developed the constructivist paradigm of knowledge; hence knowledge is not ready made and it is a 

continuous and ubiquitous process of organizing our knowledge that creates knowledge by action and 

adaptation, which again fits to the pragmatic mantra paved by late early pragmatists (Peirce, James 

and Dewey are usually referred to in literature as early pragmatists). This notion is underpinned as 

“means and ends are the two names for the same reality” (Simon, 1969). The construction of reality 

is the design of a functioning real phenomenon or model embedded in creativity, which the ubiquity 

of thinking and acting bridges as a whole construct. Thus, constructivism leads to better 

understanding of creativity, as creativity is an essential skill in design and therefore, bears many solid 

fruits for marketing theory.  

The design world functions in multiple worlds of perceptions, interpretations and constructions. The 

ability of a good designer is not to hold the only one absolute reality but in developing the ability to 

hold multiple, complementary and competing realities, which makes him a good juggler in realities 

corresponding with the notion of the domain and the method theories. Design, therefore, is a construct 

of an action that produces additional actions that are teleological in nature of the overall designerly 

pursuits.  
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 “The ability to design well is an obligation and an opportunity…, design establishes and defines 

solutions to and pertinent structures for problems not solved before, or new solutions to problems, 

which have previously been solved in a different way” (Blumrich, 1970). Owen (2007) also observes: 

“Design exists because of the need for Form. The form giver, in the broadest use of the term, creates 

order. Because the world of design is the world of the artificial, the values of design tend to be ones 

associated with human needs and environmental needs created by or resulting from human actions”. 

The structural conditions of form are the ability to form giving based on the reality that constructs 

further functioning realities. This dimension has been taken to address the latest theoretical insights 

that are developed within marketing theory to be derived and practically applied to FM.  

The construction of new forms requires the dimension of design, hence from the form of habits 

construed as the inheritances of cultural forms in terms of habitus, the quality of seeing and observing 

of future forms arise, which brings forth as the second-order understanding of a design of design into 

the discourse of intellectual consideration. “To design artefacts for use by others requires second-

order understanding” (Krippendorff, 1996, 2006). The notion of second-order understanding is the 

cybernetics of observing systems, rather of the observed systems, of designing the design of the next 

set of actions in a circular causality (Foerster, 2007). This dimension will be explained thoroughly in 

the next part of the paper.  

Spencer Brown’s (1969) “Law of Form” is defined as: “… cognition is modelled as forms of recursive 

computation, eigen-functions, which stably compute particular relations as “objects,” eigen-values” 

(Foerster, 1971; Scott, 2003). “A science defines its subject matter with the aim of developing theories 

and laws that explain it—excluding the inquiring scientist from these explanations (Gibson et al., 

2018), von Foerster on the other hand champions for the notion: “Objectivity is the delusion that 

observations could be made without an observer” (Glasersfeld, 1995). Design, as stipulated above, 

was therefore derived to bring this gap into closure by coining it as the science of artificial (Simon, 

1969), thus creating meaning based on the patterns observed in the real world. 

The procedures of knowledge building and knowledge using are similar in all fields. It is indicated 

that there is a reciprocal relationship between knowledge and proposal and knowledge and work. In 

the paradigm of inquiry, principles for knowledge using lead to a proposal, which in turn create 

measures of knowledge building. Equivalently, in the paradigm of application, principles of 

knowledge using lead to work and its measures build knowledge. This procedure can be observed in 

every field, merely the measures are different per the field’s underlying values and the needs/goals 

which are to be satisfied (Owen, 2007). 
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Structuring the implications of the fields in this way enhances the understanding of differences 

between each field. Not only is their goal significantly different in most cases, justifying the 

separation and emergence of design as an additional field in extension of the previously existing ones, 

but also the distinction of values and measures substantiates the necessity and advantage of combining 

several fields when seeking for answers to the most complex problems (Owen, 2007). FM sets in a 

pivotal moment of its evolution. As the boundaries of classes are disappearing (Kamran et al., 2020), 

a convergence of habitus has emerged that ask for good (fast) food with all the externalities such as 

quality, origin, animal care and overall sustainable behaviour within the food eco-system,  integrated, 

which was ignored by the main food industries.  

Design embraces the bridge between the first-order and second-order stipulation. The foundation of 

the designer’s work is based on the recursive nature of subjectivity and objectivity in a hermeneutic 

loop. This notion of constructing the logic of observing the designer’s own observing is, therefore, 

the foundation, whereupon the notion of experience as a stream of connecting properties enters the 

loop by stipulating the direction of observation towards a favourable future and design. 

Cross (2011a) states: “... designing utilizes aspects of emergence; relevant features emerge in 

tentative solution concepts and can be recognized as having properties that suggest how the 

developing solution-concept might be matched to the also developing problem-concept”. Ashby 

observed this notion based on his design of the Law of Requisite Variety: “Only variety absorb 

variety” (Ashby and Stein, 1954). “Ashby had developed many interpretations of his Law of Requisite 

Variety, including that the human ability to understand systems is limited by the variety available to 

the cybernetician’s brain relative to the complexity of the system being experimented with. Ashby 

always included himself as experimenter or designer of systems he was investigating as observer” 

(Krippendorff, 2009b, 2009a). 

Design Weltanschauung 

The GVC of food services is constructed based on the normative assessment of the firms and the eco-

system involved, especially the top tier ones, which drive the GVC’s differentiation and hybrid 

strategies. A well-defined GVC relates the firm to its wider environment’s changing characteristics, 

while it understands the preserving and evolving nature of the firms’ and GVC’s raison d’être, which 

must sense and pro-actively integrate the shifts within the tastes and judgements of the consumers. 

The dimension of thought within the mainstream FM needs to adjust itself towards the contemporary 

evolution of the design-based cyber-physical-platform-economy. The current Zeitgeist of food-

wellbeing (Batat et al., 2019; Block et al., 2011; Scott and Vallen, 2019) delivers many aspects that 
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go beyond the notion of the rational economics Weltanschauung of observing food consumption. The 

complexity and diversity of challenges from a multitude of streams hitting every fibre of GVCs, 

resulting in shaping another pivotal challenge to FM to seek towards holistic and interdisciplinary 

meta models that have the capacity of a necessary and sufficient requisite variety (Ashby, 1991).  

We propose the DWA model as illustrated in Figure 54 and which is based on a designerly dimension 

of a system of the GVC understanding the essentiality that the global markets are shifting towards the 

complexity of vast proportions. A good example to clear the point here would be to understand the 

dimension of globalization of a few years back, which is reduced to the notion of “containerization” 

today, thus putting goods on a container and shipping it around the globe was once the textbook 

definition of globalization of goods and capital.  

Furthermore, the time to react to crises and challenges is becoming much shorter, then it is modelled 

within the crises management and decision systems of the firms. The danger of the time lag until an 

adequate strategy is formulated and executed makes the crises to become more severe, as the situation 

has changed from what it originally was a few days and a few hours before. Thus, marketing managers 

are chasing a problem that has been shaped by the collective actions and responses of the global 

actors. 

Firms, therefore, as it is illustrated in Figure 54 below, need to be able to train and to develop their 

organizational ambidexterity, which means, being able to exploit and explore simultaneously. 

According to O’Reilly III and Tushman (2008): “The ability of senior managers to seize opportunities 

through the orchestration and integration of both new and existing assets to overcome inertia and path 

dependencies is at the core of dynamic capabilities”. The notion of dynamic capabilities was 

introduced by Teece et al. (1997) by stating: “We refer to this ability to achieve new forms of 

competitive advantage as ‘dynamic capabilities’ to emphasize two key aspects that were not the main 

focus of attention in previous strategy perspectives. The term ‘dynamic’ refers to the capacity to 

renew competencies to achieve congruence with the changing business environment; certain 

innovative responses are required when time-to-market and timing are critical, the rate of 

technological change is rapid, and the nature of future competition and markets difficult to determine. 

The term ‘capabilities’ emphasizes the key role of strategic management in appropriately adapting, 

integrating, and reconfiguring internal and external organizational skills, resources, and functional 

competencies to match the requirements of a changing environment.”  
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Figure 54: Describing the Design Weltanschauung Model That Combines all the Essential Realities of Firms 

and GVCs. 

Based on the DWA model, it is essential the one additional dimension as the notion of legitimacy of 

the firm is added to the firm’s ability of self-assessment (Schwaninger, 2009). While this dimension 

of an organizational reality is not subject to radical changes as it is the operational layer of the firms 

and which deals with the contemporary duties of the firm. However, some essential changes may be 

necessary, when the market conditions are adequate for growth or the firm can detect weak signals of 

the market and the industry that can turn to become major future disruptions, whereupon the 

transformation dimension of the firm’s raison d’être can be perused. Hence, based on the DWA 

model, a firm and its ecosystem of GVC must ask itself three essential questions:  

1. Who are we and what is our legitimacy? 

2. What needs to be done today? 

3. What needs to be done in the future? 

Furthermore, we according to the DWA model, distinguish between two types of futures. The 

prescribed and scheduled future and the future that is based on Derrida’s analogy of l’avenir, meaning 

to come or the essence of an opportunity that reveals itself and where a firm needs to sense that and 

orchestrated an action. A good example here, to make the point clear would be, how Apple 

transformed itself and changed the whole industry by introducing the iPod, then the iPad and the 

iPhone. All of these precise movements by Apple were windows of opportunities that were executed 

with a solid and orchestrated strategy, thus, making Apple the most valuable firm in history. 
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Figure 54 and Figure 55 give solid accounts of how the DWA model can be applied to an organization 

and its GVC. In Figure 55a, the recursive nature of the relationships of the firm is demonstrated, 

which then is illustrated within the dimensions of first and second-order cybernetics. The interaction 

of these recursive fields is displayed in Figure 55b. Cybernetics according to (Beer, 1959a, 1966, 

1972, 1981a) “… is the science of effective organization”, thus constructing on Wieners original 

definition: as “the science of control in the animal and the machine.” (Wiener, 1948).  

 
Figure 55: (a) & (b) Describing the Holistic Logical Framework of Designing GVC Understanding the Three 

Essential Layers: (a) Describing the Recursive Nature of the Firm and GVC; (b) Displaying 
Dynamic Environment Attenuated by Management System/design Team. 

 

Table 6: Describing the Difference Between the First Order and the Second Order Cybernetics 

Authors First Order Cybernetics Second-Order Cybernetics 

Von Foerster  The science of observed 
systems  

The science of observing systems  

Pask The purpose of the model The purpose of the modeller  

Varela  Controlled systems Autonomous systems 

Umpleby  
Interaction among the 
variables in a system 

Interaction between the observer 
and the observed 

Umpleby  Theories of social systems The theory of the interaction 
between ideas and society  
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While the cybernetics of the first order as Table 6 displays is based on the notion of understanding 

how systems interact with their environments, cybernetics of the second order is defined for the 

modeller designer to stipulate his purpose by forming the model towards a worthy ideal. In the case 

of Figure 55, this means the designer enters the roam of the designing, in terms of joining the design 

search space of the organizational interaction with the environment. This reality is illustrated within 

the model of the logical spheres of a GVC for a sustainable management system. The birthplace of 

second-order cybernetics can be traced back to the conference in Philadelphia “Communication and 

Control in Society” in 1974, where Heinz von Foerster established the notion of observing systems 

(second-order) based on Norbert Wiener’s original work (Wiener, 1948). Wiener’s work defined a 

new science that started the information age and various branches of informatics, systems sciences 

and complexity sciences. The foundational role that Wiener’s cybernetics played was observed by 

von Foerster as the notion of the “observed systems” (first-order), while to the notion of “second-

order” or “cybernetics of cybernetics”, he referred to as the terminology of observing systems. 

According to Heylighen and Joslyn (2001), “Cybernetics focuses on how systems use information, 

models, and control actions to steer towards and maintain their goals while counteracting various 

disturbances. Being inherently transdisciplinary, cybernetic reasoning can be applied to understand, 

model and design systems of any kind: physical, technological, biological, ecological, psychological, 

social, or any combination of those”. By taking the second-order Weltanschauung, the human factor 

enters the observation and thus “the shift from a first-order to a second-order cybernetics signalled a 

shift in scientific attitude toward reality, from privileging the perspectives of detached observers, 

spectators or engineers of a world outside of themselves to acknowledging our own participation in 

the world we observe and construct as its constituents” (Krippendorff, 1996). 
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Figure 56:  Describing a Holistic Logical Framework by Designing GVCs of Sustainable FM 

Figure 56 displays, how the firms’ logical spheres are recursively intertwined to create a whole within 

the dimension of rising complexity, the necessity of short-time responses and the necessity of how 

the effects of exponential shape market realities. As technological dimensions and possibilities are 

growing rapidly the MBM of management must also be updated to facing these new realities. FM and 

GVCs need to embrace the multidimensionality of managerial work and design organizational 

structures that embody this reality. 

Meaning Search Spaces 

We construct the notion of meaning on Victor Frankl’s original assertion that the “will to meaning” 

is the basic motivation for human life and which has forever changed the way we understand the 

dimension of meaning (Frankl, 1985), thus we enter the world by entering meaning. The world is 

constructed as a will to meaning and all form of an organizational dimension is the essence of 

designing a search space of meaningfulness. GVC and firms, especially in FM, are required to 

incorporate and convey meaning within the dimension of their legitimacy within the eco-system they 

are embedded by devising a construct of an eco-system design, which embraces a meaningful purpose 

of what the system believes in, to the consumers and stakeholders. Meaning within the spectrum of 

effective marketing is the synergy of subjective and objective reality in a hermeneutical recursion of 

organizational evolution towards maturity. Hence, the world of innovation is created by the context 

of meaning that is constantly extended to some sort of customer relationships, to which one can refer 

to as product line extension or product life cycle.  
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Table 7: Describing the Design Research Guidelines According to Hevner and Chatterjee (2010) and 
Hevner et al. (2004) 

Guideline  Description 

Guideline 1: 

Design as an 

Artefact 

Design-science research must produce a viable 

artefact in the form of a construct, a model, a method, 

or an instantiation  

Guideline 2: 

Problem 

Relevance  

The objective of design-science is to develop 

technology-based solutions to important and relevant 

business problems 

Guideline 3: 

Research 

Methods 

The utility, quality, and efficiency of a design artefact 

must be rigorously demonstrated via well-executed 

evaluation methods 

  

Guideline 4: 

Research 

Contributions 

Effective design-science research must provide clear 

and verifiable contributions in the areas of the design 

artefact, design foundations, and/or design 

methodologies  

  

Guideline 5: 

Research Rigor  

Design-science research relies upon the application of 

rigorous methods in both the construction and 

evaluation of the design artefact  

Guideline 6: 

Design as a 

Search Process  

The search for an effective artefact requires utilizing 

available means to reach desired ends while satisfying 

laws in the problem environment  

Guideline 7: 

Communication 

of Research  

Design-science research must be presented effectively 

both to technology-oriented as well as management-

oriented audiences 

 

To discuss the meaning search space (MSS), the guidelines in Table 7 are presented as the foundations 

of the design search space (DSS) avant le lettre, thus by connecting design research and its underlying 
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function as a research inquiry based on the dimension of the DSS as originally postulated by Hevner 

and Chatterjee (2010) and Hevner et al. (2004).  

The DSS is the sphere designers are situated in when observing, hypothesising, constructing and 

reflecting upon a design situation. It encompasses all processes, dynamics, direct and indirect 

influences and actors necessary for the creation of artefacts by solving a problem in reality. This 

notion was stated by Simon as improving the status quo, thus creating a better state (Simon, 1969). 

An essential dimension here is that designing always depends on a goal-oriented pursuit of the 

designer, who is designing to co-create a joint-value within the eco-system. Designs and artefacts 

without meaning to an observer are irrelevant, which is why its importance needs to be stressed as a 

generator-test-cycle (Simon, 1969) and also a focus on the notion of reflection (Schön, 1983). 

The Joint Meaning Search Space (JMSS) is a term coined by us based on the notion of the DSS. 

Design is also the process of finding means and ends for solving wicked problems (Rittel and Webber, 

1973) in a satisficing way (Simon, 1969) and for creating meaning (Krippendorff, 2006). As Kamran 

(2018) states: “Design thinking embraces the bridge between the first-order and second-order 

stipulation”, it is, therefore, essential for designers to reflect as practitioners (Schön, 1983) on the 

infinite quest for the creation and thus, the hermeneutical sensemaking and sense giving, which serve 

as a ubiquitous part of the design search process for relating the designer’s phenomenologically 

created reality within the design act of the artefact, designing a social system or an experience for the 

consumers. 

All observations are offsprings of co-created meaningfulness of a reality observed within a system. 

This means that observations are meaning-laden and thus, constructions of a systems collective 

intelligence towards occupying solid niches within an ecosystem. This dimension defines the Eigen-

behaviour of a system, as “… the purpose of a system is what it does…” (Beer, 2002). The ubiquitous 

reality of observations and the resulting experience is inevitably subjective at the event, as meaning 

can only be existent subjectively and the notion that every observation is made by an observer 

indicates that experience longs for an emotional inner awareness of the observer (Eigen-behaviour). 

As displayed in Figure 57, realities in terms of hermeneutics (R) create additional realities (R+), 

which themselves may constitute more robust realities in the future (Rn). The ability of the navigator 

of a GVC to put meaning into the observation of the system determines the constructions of 

favourable realities, thus high-quality observations are integrated with the quality of the situational 

analysis of the observer, within a sense-making and sense-giving hermeneutical circularity. As all 

design activities are interactions with and within an environment, the domain of interaction with 
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consumers requires a solid loop of back-and-forth feedback within the MSS, exchanged towards a 

JMS as co-created by the designer of the GVC based on the defined Eigen-value, which is based on 

the normative layer of the system. Hence, Eigen-values encompass Eigen-behaviours of an eco-

system. Based on the preceding elaborations, of the notion of meaning, which has been defined, the 

dimension of Eigen-values (which captures the terminology of the firms’ legitimacy and self-

assessment), aimed at communicating the value and the sets of beliefs that the system has developed, 

is introduced. This means that how unique is the notion of the differentiation that the firm occupies 

within the related ecosystem.  

 

Figure 57: Describing the Co-evolution of MSS and JMSS Based on the Hermeneutics of Meaningfulness in 
a Design Science 

The phenomenon of meaning appears as a surplus of references to other possibilities of experience 

and action, which the reader can observe in Figure 57. Something stands in the focal point, at the 

centre of intention, and all else is indicated marginally as the horizon of an ‘and so forth’ of experience 

and action.” (Luhmann, 1980-1981). Thus, the designer proposes a virtualisation of possibilities while 

the user/consumer determines his perception of its potentiality for being meaningful. This conjunction 

is described by us as the ZOP(J)M and illustrated in Figure 58, as “every specific meaning qualifies 

itself by suggesting specific possibilities of connection and making others improbable, difficult, 

remote, or (temporarily) excluded” (Luhmann, 1980-1981). Because of its referential structure, the 

form of meaning forces the next step to selection (Luhmann, 1980-1981), narrowing down the 

ZOP(J)M so far, as the designed artefact is positioned in the intersecting areas of meaningfulness of 

the designer and the user/customer. Due to the evolving dimension of MSS, JMSS and ZOP(J)M, 
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their structural dynamics and Eigen-behaviours, which recursively are co-creating the Eigen-value of 

the artefact-systems, the JMS is resulting from the design process in a final stage.  

 

Figure 58: Describing the Co-evolution of JMS and ZOP(J)M Integrated in the JMSS/MSS in Design Science 

This JMS enables the organization-human-artefact relationship to be autopoietic (reproducing 

viability), thus, by designing for innovative possibilities to create value based on the internal and 

external capabilities of the firm and the underlying (dynamic) needs and wants of the consumers.  

When an artefact is designed in the previously described manner, its contribution to the technical and 

normative progress of society is maximized as far as its capabilities allow and an invention is achieved 

in a meaningful way for both, the designer and the user/customer. By a continuation of the feedback 

loop established throughout the process from the DSS over the MSS and the JMSS (Figure 57) to the 

ZOP(J)M and finally JMS (Figure 58), further development of the artefact is more easily attainable 

and the firms’ competitive position in the market will be dynamically advantageous.  

To summarize, it can be said that the JMS is a ubiquitous dimension in every design process. Starting 

in the MSS, the proceeding to the JMSS has established to be necessary for co-creating meaningful 

designs. This co-creation of meaning is therefore inevitable for the creation of a JMS, as it emerges 

from the hermeneutical cycle of resonating back-and-forth in the JMSS. The ZOP(J)M limits the 

possible areas of meaningfulness to be perceived by the designer and customer/user and thereby 

builds the basis for the definition of the JMS, which is the sine qua non for creating an organization-

human-artefact relationship. 
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The JMS is presented in every event of purchase, as without it such decision would not be made for 

the meaningfulness is missing to the customer/user. Hence, the development of this framework 

enables organizations to understand the dynamics of a long-term relationship with its customers by 

constantly re-evaluating the product specifications and co-creating additional meaningfulness of the 

artefact in time and space. 

Especially for the design research, this notion is essential in its contribution to including a co-evolving 

perspective into the frequently objective dimension of the science stream. Capturing these conscious 

and unconscious processes within the DSS, designers can be more innovative and substantial to others 

by the means of their meaningful designs. 

Direct-to-Consumer Innovation and Distribution  

As marketing’s raison d’être has shifted from the boundaries of a pure physical market towards 

capturing the digital spheres, which has had essential and vital societal implications in the 

development of taste and judgement of food consumption, the dimension of thought in FM needs 

equally to meet the evolution of the design-based-cyber physical-platform-service-economy. The 

sustainability mindset delivers many aspects that go beyond rational economics Weltanschauung. As 

FM has evolved towards becoming a field, which is highly technologically driven. The evolution of 

AI, ML, DL and DS, holistically deliver solid opportunities.  

As with the power of the ubiquitously connected markets, the notion of access to key technologies 

and market opportunities has emerged, thus a global democracy of access to top brands is taking 

place. Top brands such as Apple, Amazon, Netflix, Spotify, Disney and also access to fashion and 

taste in “fast-fashion segment” based on the efficiency of their global market ubiquity and superb 

GVC strategies by brands as Zara (Inditex), H&M and also Mango has changed the way the global 

societies observe apparel brands and their brand Eigen-behaviour. Furthermore, social media 

companies and real-time communication brands, and search engines as Google and Yahoo, or virtual 

communications firms as Zoom and Skype have changed the way we work, communicate and interact 

with each other.  Additional brands went cyber-physical, while Apple led the way by opening the first 

physical stores, companies as Amazon followed this strategy with opening Amazon bookstores and 

also the AmazonGo food retail store. Netflix is among the latest arrival with the concept of the cyber-

physical companies enhancing its spectrum by re-opening the first physical cinema the Paris Theatre 

in New York.  Additional firms as Warby Parker, Everlane, Casper, and The Honest Company were 

the first generation of “direct-to-consumer” (DTC), who also went physical or are weighing these 

options. 
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The revolution of service marketing (SM) to converge goods-dominant logic (GDL) with service-

dominant logic (SDL) was a necessary step in evolving towards a new logic of marketing science in 

the contemporary era, thus advances made by service scholars have provided a foundation for a more 

service-oriented and technologically driven view of all exchanges, wherefrom more appropriate 

normative strategies of marketing can be have been derived for all of marketing (Vargo and Lusch, 

2004a). The four myths of service marketing (intangibility, inseparability, heterogeneity, and 

perishability) have not distinguished services from goods; thus, they only have meaning from a 

production point of view. Understanding Service as a normative strategy for marketing is pivotal to 

pave the way towards a holistic and evolving marketing theory to a new and more robust foundation 

by a redefinition of the notion of service within the holistic phenomenon of global market relations 

and the challenges to their resilience.  

The inherited GDL based on the exchange model that focused on tangible goods has been challenged 

by the new defined dimension of what “service” implies within the spectrum of SDL, hence this 

emerging perspective is focused on intangible resources and the co-creation of value with the 

customer. Therefore marketing, in essence, is the provision of service to be rendered or a doing a job 

that occurs in the lives of some sorts of consumers (Vargo and Lusch, 2004a; Christensen et al., 

2016b). A vital insight within this shifting paradigm was to see the locus of innovation within the 

field of marketing by enhancing the understanding of service provision towards a unique foundation 

and a change from the exchange mode of market relationships towards a co-creation mode of value 

generation phenomena (Vargo and Lusch, 2004a). Vargo and Morgan (2005b) suggest that the 

service-centred model of exchange is pivotal for the advancement of the understanding of exchange 

relationships in marketing. Thus, a service-focused mode of exchange is vital to understand how 

relationships between actors within a GVC could be understood more precisely (Vargo and Morgan, 

2005b). The shift within the field of economics that focuses on the production and distribution of 

goods has been challenged by a broader logic that SDL has provided, hence the ubiquitous 

transmission of information and export of skills beyond topological and time-zone boundaries 

provides a much better understanding of the societal shifts that could be better observed and coped 

with via the SDL (Lusch et al., 2006). Vargo and Lusch have clarified the diverse essential themes 

of why it is necessary. SDL, therefore, is indicating a process of doing something for someone 

(Christensen et al., 2016b), rather than the plural general observation of the notion “services” in 

contrast to goods. In SDL, service is the common denominator of exchange and thus is hypernymic 

to goods. There is no goods-versus-service winner or loser in SDL. 
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Based on the dimension of SDL, a new dimension of strategic thought delivered by Kamran et al. 

(2020) coined as the design dominant logic (DDL) provides a new lens for marketing. The theory is 

enhancing the dimension of service-dominant logic (SDL) by constructing a conceptual framework 

coined as the aligning the diverse challenges the future of marketing has and proposing a holistic 

framework that delivers a solid model to cope with resulting disruptions. DDL has gone beyond the 

notion of co-creation of value and paves the way for a co-evolutionary foundation that transcends 

towards a designerly and self-organizing concept of the “market-within” dimension of customers and 

firm relations. 

 
Figure 59: Describing Marketing Theory Development From the GDL, SDL Towards the DDL 

DDL advances the notion of co-creation towards the dimension of co-evolution, wherein the 

marketing spectrum based on the self-organization of the actors brings-forth additional windows of 

opportunities that may not be foreseen avant la lettre, which is coined here as “market within”. It 

perceives actors to align themselves within the spectrum of a “co-evolving” and “self-organizing” 

foundation of a unique design proposition (UDP). The “unique design experiences” (UDE), which 

evolve to a global consumer attraction and loyalty force lie beyond pure product development and 

linear consumer relationships. The DDL provides an alignment of all the essentials dimensions that 

the firm would require to excel in coping with disruption. Furthermore, the firm’s core competencies 

are intertwined by the JMS and ZOP(J)M, which are powered by the interplay of technology, 

cyberspace and physical experience spaces. Here the DWA delivers normative robustness for the firm 

by constructing a model of convergence from reductionism towards holism of a co-evolutionary 

relationship and design search space.  
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Food marketers can decode the weak signals of the wider market and design favourable direct-to-

consumer-strategies (DTCS) by embracing disruption as a powerful motor to proactively design non-

linear consumer-experience-spaces (NLCES). This notion would give the firm proactive flexibility 

to create a sustainable competitive advantage (SCA). FM according to the DWA and DDL has the 

possibility of delivering access to food literacy, food-wellbeing, food accessibility and availability, 

nutrition assurance and food policy (Block et al., 2011) by designing a GVC, which includes a brand 

behaviour above the level of food mass-marketing and over-processing. The resulting health and also 

social well-being in terms of a shared value strategy (Porter and Kramer, 2011), would give a solid 

boost to the food industry. Food carries a symbolic meaning and the notion of a functioning society 

and the health of its population has a strong correlation with the quality of the food and the food 

literacy that is available to the general public also in terms of the pricing dimension of food within 

that specific market and society.  

Furthermore, the notion of food aesthetics plays also a major role within the generational shift. Block 

et al. (2011) have defined a model of paradigm shift from the old to the new food-experience-search-

spaces (FESS), thus a shift is sensed in the dimension of functional, medicinal, a paternalistic and 

normative, restraint and restriction based, and focus on body mass index towards a holistic and 

integrative, consumer-oriented, with a positive approach and attitudinal and behavioural dimension 

food-wellbeing culture. Food socialization plays a major role in the development of culture and also 

family relations. The latest research done at the national university of Australia by Professor Nicolas 

Cherbuin, the lead author of a new research paper published in Frontiers in Neuroendocrinology, 

Cherbuin and Walsh (2019) established that brain health may decline much sooner in a person’s life 

span than previously anticipated as a result of a societal cultural habitus that makes unhealthy food 

consumption by to be normal and accepted. Thus, unhealthy lifestyle and lack of exercise have not 

only significance in the bodily health of people but moreover, it directly affects the brain health of 

persons, who engage in this kind of behaviour. Hence damages are irreversible, once a person reaches 

midlife and this holistically affects the health system of the society at large. Firms, which may want 

to educate their customers indirectly by providing choices that are “marketed within” the DDL. 

Market-within gives a domain of choices and possibilities, wherein the firm receives the customers 

individually, as already established via the framework of DDL. In addition, this dimension of 

marketing theory enhancement as already established above transcends the notion of co-creation 

relationship modus operandi towards the spectrum of the “co-evolution” of a “marketing-within” 

foundation of marketing (Kamran et al., 2020). All leading platform and surface providers have 

established the status of cyber-physical embodiment, which means that they have captured the world 
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of the digitality and digital eco-system via their superb organizational capabilities. This means they 

can create a solid digital-strategic-differentiation and are working based on the modus operandi of a 

market-within-relationship in their markets and industries. Therein they dominate or provide such a 

special niche within the cyber(market)space that has promising business model projections of 

becoming a solid disrupter (Christensen et al., 2016b; Christensen et al., 2016c; Christensen, 1997). 

This also corresponds with Ashby’s Law, hence stating “only variety absorbs variety” (Ashby, 1991, 

1956) as established in part 3 of the paper. 

To understand Ashby’s Law applied to the dimension of FM a solid example is presented in part 7 of 

the paper. However, according to Ashby the complexity of the environment can be captured by the 

marketer/regulator of a system by the internal variety the system can generate. This means, what is 

the capacity of the system to adequately perceive the environment and to enhance the number of 

possible choices in a manner that is viable and corresponds to the position of the firm within the 

strategic niche it occupies within that eco-system. Furthermore, how is this operationalized 

considering the dimension of cost and time to respond to a new situation or moreover as pro-active 

conditioning of the food provider’s eco-system?  

Designing Food-experience-search-spaces in Food Marketing 

Traditionally we consume food via three dimensions: 1) grocery stores, then to be prepared at home, 

2) by visiting restaurants 3) fast food and home delivery food options. Recently a new dimension of 

a hybrid model has emerged. This hybrid model is a subscription-based food provider model by 

brands such as Blue Apron, which started its operation from New York in 2017, which then was 

quickly followed by HelloFresh, Home Chef, Sun Basket etc. The nature of this hybrid model is to 

not only disrupt the grocery chains store industry but moreover to be a kind of solid substitute for 

restaurants and the fast-food industry, and food delivery chains as Lieferando or Uber Eats etc. A 

solid path of the transition of this hybrid-disrupting model is represented in Figure 60, which 

illustrates the emerging convergence of the direct-to-consumer-distribution within FM, which is also 

significant for the developments within marketing theory from the GDL, SDL towards the DDL. This 

is the exact model of a Netflix type of disruption as seen in Figure 61, which changed the nature of 

entertainment and the whole lifecycle of the product “movie”, which is also happening right now 

within FM. This is a unique moment within industrial competition theory and competitive strategy, 

as the new direct-to-consumer-strategies are a bundle of core competencies, which are amplified by 

high tech (AI, ML, DL and DS) to disrupt diverse systems and ecosystem of GVCs now within the 

food industry. As within the movie producing industry a real innovation, especially after the transition 
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of food as fast food and highly industrialized, highly processed and driven by low-price, low nutrition 

and without any regard to the obesity and health concerns of the people and the environment, these 

new model of direct-to-consumer-food-distribution (DTCFD), combines many aspects that represent 

the contemporary wants, needs, desires and aspiration of a young, hyper-connected and well-informed 

population. 

 
Figure 60: Illustrating the Application of the Shifts within Marketing Theory Developments from the GDL, 

SDL towards the DDL 

This dimension corresponds with the trends that drive marketing at the begin of the paper, hence as 

Figure 60 displays; dimensions as the time feature in shopping, waste reduction, variety of cooking 

possibilities, the sustainability of the food distribution, organic quality and nutrition are some 

essential arguments that are feasible and the essential competitive edge delivered by DTCFD firms.  
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Figure 61: Describing an Example of the Changing Nature of the Product Life Cycle of “Movies” 

As described in Figure 61 the movie industry has shifted from the linearity based the model, and 

while the product lifecycle of the movies has been seriously challenged, the typical movie industry 

as it was with Blockbuster rental chains, never committed itself to a real self-renewal, thus totally 

they were violating all the features described in the DWA model. Like the music industry that has 

had a total disruption by DTCD business models as iTunes, Spotify and YouTube etc., so too it has 

been now the turn of the movie and entertainment industry. The latest move from Disney to launch 

Disney + or also by giant global brands to go again with another successful model as Apple +, in 

addition to iTunes that redefined the music industry or the AppStore that changed our relationship 

with the surface economy in the post-pc era, displays the contemporary strategic field, wherein firms 

compete, which is the frontier of surface and DTCDS. 

In the case of FM the DTCFD business model innovations as seen within the example of HelloFresh 

the model of this type of hybrid-disrupter by the power of fulfilling and obeying the Ashby’s Law, it 

delivers much more variety corresponding to what the environment in terms of “the customer wants 

and aspirations” in FM is seeking, but moreover, it is within the ability of these firms to apply models 

coming from the AI, ML, DL and DS that would give these new disrupters of the food industry a 

huge boost and competitive advantage. The nature of relationships of the firms and the eco-system of 

interaction with the customers are based on a non-linearity towards a dynamic relationship of 

mutuality and thus, based on co-creation of meaning within the JMSS and the ZOP(J)M that can co-

evolve towards much favourable possible futures not yet foreseen, as it was the case with Netflix 

going cyber-physical by re-opening the Paris Movies Theatre, which was not the part of the business 

model upon which Netflix originally competed or the latest move of AmazonGo into food retail 

distribution. As the boundaries of GDL were challenged by the platform and emergence of the surface 

economy, which was powered by technology the next frontier of competition with the food industry 
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beyond the fast-food- delivery apps and for FM in general today is the locus of innovation within the 

holism of good design capabilities via co-evolution. This “marketing within” paradigm shift is based 

on generating much variety of choices and good-corporate behaviour illustrated transparently by the 

DTCFD firms, which can provide the design and construction of many essential philosophical bridges 

and by aligning the aspiration of the hyper-connected and well-informed public and hence, giving 

them the variety of choices based on these solid aspirations, as a sustainable business model, solid 

cyber-digital capabilities of a good customer choice journey and high quality of food within the 

marketing possibilities of a general and price-conscious access to all of this features. Based on the 

examples of the firms as Spotify, AmazonPrime, Netflix and now the DTCFD firms are enabled to 

see the consequences of the power the cyber-physical models and also that these new types of a direct 

interactive model of FM can bring forth. The model of DTCFD, as illustrated below, is a solid new 

model that can create many valuable models based on shared aspirations of a society that understands; 

“we are what we eat”. 

 

Figure 62: Describing the Firm HelloFresh and How it Affects the Nature of Food Culture Today and in the 
Future 

We think that the framework developed in Figure 62, on the dimension of MBM, establishes a new 

reality that has the potential of contributing to the overall health of the FM industry and also the whole 

society as an ecosystem. Good FM is the measure of proactively establishing the right strategic moves 

that are based on the amplification of technology towards worth ideals, which would bear many fruits 

for all.  
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Discussion 

Traditional marketing started with the notion of matter in motion, thus bringing the produced goods 

“to market”, within the “transactionary interaction-space of exchange”, by making sales via a 

“market(ing) to” modus operandi, which was dominated by the economic logic of the firm (Vargo 

and Lusch, 2004a). The next managerial logic of marketing set-forth the foundation towards knowing 

the consumers’ perception of value by reductionism of market segmentation. At this stage exchange 

as a model of the firm and consumer relations still dominated the foundation of marketing. SDL has 

paved the way towards the meaning of “what job arises within the lives of consumers and firms?” 

(Bower and Christensen, 1995), wherefore the actors (A2A or B2B etc.) would hire only those firms, 

who do the job better than any other competing rivals, in terms the meaningfulness of their service; 

what they stand for; what are the sets of their values and why do they exist. Here a major step was 

paved by the understanding of the “joint co-creation-meaning search spaces” as JMSS and ZOP(J)M 

of a value-based reality under the notions DWA and DDL. 

Based on SDL, firms perceive the resources’ integrating actors under the spectrum of co-co-creator 

of value and as the shifting foundational premise of marketing from exchange towards “co-creation” 

in terms of “market(ing) with” modus was developed on a fruitful ground, additional possibilities of 

enhancing marketing theory have emerged. The development of DDL can be seen as such an 

advancement within marketing theory (Kamran et al., 2020). Thus, DDL perceives actors to align 

themselves within the spectrum of a “co-evolving” and self-organizing foundation of a unique design 

proposition (UDP). This transcending co-creation within the MSS towards a new “market(ing) 

within” reality, wherein marketing relations are an additional display of the intertwined-ness of a co-

evolving foundation of marketing theory development, paves the way for further applied research. 

This phenomenon of pivoting towards the evolutionary dimensions and varieties of a market-within 

based on a platform and wherein actors have engaged in co-designing cyber-physical possibilities of 

the “market within” modus, it delivers a solid foundation, whereupon also contradictory aspects to 

take the exemplary challenges of FM, between price and quality, availably and food miles, employees 

and suppliers’ treatment and the usage of pesticides or the general treatment of animals cannot be on 

the contradictory corridors. Based on subscription-based models and additional possible MBMs and 

the application of AI, ML, DL and DS much better forecasting methods could be integrated. We could 

take packaging waste totally out of the equation by designing bionic materials circulated as deposits 

and pawns, which could be recycled back and forth. A transparent GVC based on all available items 

within the product portfolio could be displayed as a solid marketing tool, serving as a major source 

of differentiation in terms of competitive strategy in FM.   
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By providing these unique design experience possibilities, which would evolve towards a global 

consumer attraction force that lies beyond pure product development and linear consumer 

relationships, FM can be an attractive foundation for many cyber-physical entrepreneurs to 

participate, and thus achieve sustainable business operations’ practices.  

Conclusion 

To observe the raison d’être of marketing coping with the disruption of today we have introduced a 

meta-model of the DWA as a new lens for the possible developments of marketing theory. Thus, to 

achieve normative robustness, we have constructed models of convergence from the reductionism of 

price and linear consumer-firm relations, towards the holistic design of firms and their interactional 

dynamics of co-creating and co-evolving relations in FM. The DWA model has displayed how 

marketing theory and practice can evolve towards a powerful framework of integrating diverse 

essential perspectives, as the major car for converting the shifting societal dimensions to sustainable 

innovations.  

The dimension of “market(ing) within” based on the technological opportunities available today has 

displayed the possibility to go beyond the traditional paths, as the cases of Netflix, AmazonGo, Apple 

+, Disney+ and HelloFresh have indicated. By changing the traditionally “search spaces” into 

“experience and meaning search spaces”, where consumers are the co-creators of the value, further 

evolutionary dimensions of growth and development can be achieved. As Netflix has changed the 

traditional mode of product-lifecycle of movies globally, thus not only has the firm innovated the way 

consumers watch movies but moreover, it has changed the very nature of how we are experiencing a 

shift in the whole digital entertainment consumption from TV to movies, documentaries, TV-shows 

and comedy. This shift also embodies a change from the linear and passive model of entertainment 

consumption towards an interactive model of viewer-participating and co-evolving mode. Netflix’s 

has displayed a move towards vertical integration to become a top content producer itself and has 

delivered much success and a vital competitive advantage for the firm. Furthermore, Netflix’s vital 

move to save the iconic “Paris” theatre in New York is a vital display of how streaming services are 

changing the film industry and the whole entertainment-experience-economy by covering both the 

cyber and the physical environments.  

The above examples are among the latest moves from a producer to a distributor is a designerly-based 

strategy that will affect and disrupt many industries. In FM firms such as Blue Apron and HelloFresh 

have aimed at disrupting both the grocery chain stores and restaurants simultaneously. The variety of 

options available to food direct distributors from fresh, health and nutrition-based grocery, the ability 
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to meeting the needs of all types of consumers from vegetarian to vegan to those, who prefer a good 

diet mix between meat and fish, shipped with highly innovative recipes and products, and which 

deliver many solid opportunities for designing food-meaning-search-spaces in the future.  

Furthermore, with the power of an interactive relationship with the customers based on the availability 

of actual consumers data, many co-evolving possibilities are given to put the locus of innovation on 

the spectrum of experiences innovation of individual consumers. These possibilities of supply chain 

efficiency in terms of having an effective and transparent GVC would further enhance the possibilities 

of co-evolution towards much benefits for the firm and the consumer relationship. Most management 

studies, in particular within the roam of strategic management has taught marketing to see the 

customer as a force (Porter, 1979, 1980, 1985), while theoretical advances in marketing such as SDL 

and the DDL construct upon the power of co-creation and its transcendence of co-evolutionary 

relationships, whereupon many high-tech firms have evolved to become the giants of today. 

In addition, within the application of DWA in FM, it delivers a holistic foundation, wherein many 

fields can be put into a designerly context of synergizing the possibilities of diverse fields of academe 

as philosophy, semantics, ethics, aesthetics, cybernetics, physics, mathematics, statistics, robotics and 

computer science. Furthermore, the notion of available data from practice, which could be integrated 

to establish the firms’ viability in a disrupting global and digital environment. Practitioners can 

decode the weak signals of the wider market and design favourable direct-to-consumer-strategies by 

embracing disruption as a powerful motor to proactively design more promising non-linear consumer-

experience-spaces. This notion would give the firms proactive flexibility to create a sustainable 

competitive advantage. To achieve a solid foundation for all the diverse fields, we suggest observing 

marketing from the lenses of design instead of a pure economics lens. While economics connects the 

actors in a transactional mode of interaction, design delivers a holistic foundation, wherein not only 

the diverse fields could be aligned, but moreover, a foundation for the development of marketing 

theory for the contemporary era of the digital turn could be paved. 

Finally, we have delivered many examples and substantiated them by the changing nature of FM, 

with the hybrid and technologically advanced models of direct to consumer relationships. This 

dimension gives a solid response to our question of the changing nature of FM. The new 

developments, which are based on the notion of understanding service and the roles of DWA, 

marketing within, co-creation and co-evolution within the design and meaning search spaces may 

change the nature of marketing theory and which will have promising implications for FM in the 

future.  Additional practical implications we hope for are the transparency of food GVCs and the 

overall dimensions of food-wellbeing, which would contribute to sustainable models of FM. The 
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examples of DTCFD models would enhance the evolving logic of experiencing and consuming food 

in the future in a way that will bear many fruits for the firms, the consumers and the society at large.  

Contributions 

To observe the raison d’être of marketing coping with the disruption of today, this research, 

introduces a meta-model of the DWA into as a practical application for the possible developments of 

marketing theory within the food marketing (FM). Thus, to achieve normative robustness, the 

research has constructed models of convergence from the reductionism of price and linear consumer-

firm relations, towards the holistic design of firms and their interactional dynamics of co-creating and 

co-evolving relations. The DWA model has displayed how marketing theory and practice can evolve 

towards a powerful framework of integrating diverse essential perspectives, as the major car for 

converting the shifting societal dimensions to sustainable innovations.  

The dimension of “market(ing) within” based on the technological opportunities available today has 

displayed the possibility to go beyond the traditional paths, as the cases of Netflix, AmazonGo, Apple 

+, Disney+ and HelloFresh are highlighted as solid examples. By changing the traditionally “search 

spaces” into “experience and meaning search spaces”, where consumers are the co-creators of the 

value, thus, co-designers, additional evolutionary dimensions of growth and development have been 

observed. As Netflix has changed the traditional mode of product-lifecycle of movies globally, thus 

not only has the firm innovated the way consumers watch movies but moreover, the firm has changed 

the very nature of how consumers are experiencing a shift in the whole digital entertainment 

consumption from TV to movies, documentaries, TV-shows and comedy. This shift also embodies a 

change from the linear and passive model of entertainment consumption towards an interactive model 

of viewer-participating and hence the co-evolving mode. The example of firms as Netflix display a 

move towards vertical integration to become a top content producer itself and has delivered much 

success and a vital competitive advantage for the firm. Furthermore, Netflix’s vital move to save the 

iconic “Paris” theatre in New York is a vital display of how streaming services are changing the film 

industry and the whole entertainment-experience-economy by covering both the cyber and the 

physical environments. The above examples are among the latest moves from a producer to a 

distributor is a designerly-based strategy that will affect and disrupt many industries. While many 

case studies are observing the success model of Netflix and additional firms, this paper. In FM firms 

such as Blue Apron and HelloFresh have aimed at disrupting both the grocery chain stores and 

restaurants simultaneously. The variety of options available to food direct distributors from fresh, 

health and nutrition-based grocery, the ability to meeting the needs of all types of consumers from 
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vegetarian to vegan to those, who prefer a good diet mix between meat and fish, shipped with highly 

innovative recipes and products, and which deliver many solid opportunities for designing food-

meaning-search-spaces in the future.  

Furthermore, with the power of an interactive relationship with the customers based on the availability 

of actual consumers data, many co-evolving possibilities are given to put the locus of innovation on 

the spectrum of experiences innovation of individual consumers. These possibilities of supply chain 

efficiency in terms of having an effective and transparent GVC would further enhance the possibilities 

of co-evolution towards much benefits for the firm and the consumer relationships. Most management 

studies, in particular within the roam of strategic management has taught marketing to see the 

customer as a force, while theoretical advances in marketing discussed here within the roam of DDL 

construct upon the power of co-creation and its transcendence of co-evolutionary relationships, 

whereupon many high-tech firms have evolved to become the giants of today. 

In addition, within the application of DWA in FM, the framework delivers a holistic foundation, 

wherein many fields can be put into a designerly context of synergizing the possibilities of diverse 

fields of academe as philosophy, semantics, ethics, aesthetics, cybernetics, physics, mathematics, 

statistics, robotics and computer science. Furthermore, the notion of available data from practice, 

which could be integrated to establish the firms’ viability in a disrupting global and digital 

environment. Practitioners can decode the weak signals of the wider market and design favourable 

direct-to-consumer-strategies by embracing disruption as a powerful motor to proactively design 

more promising non-linear consumer-experience-spaces. This notion would give the firms proactive 

flexibility to create a sustainable competitive advantage. To achieve a solid foundation for all the 

diverse fields, the paper suggests observing marketing from the lenses of design instead of a pure 

economics lens. While economics connects the actors in a transactional mode of interaction, design 

delivers a holistic foundation, wherein not only the diverse fields could be aligned, but moreover, a 

foundation for the development of marketing theory for the contemporary era of the digital turn could 

be paved. 
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PART VII: SYNOPSIS 

“However, an own methodological research stream in design research comparable to psychometrics, 

econometrics, or chemometrics, for instance, is not in sight. Given the different nature of design 

research, it is also unsurprising that methods from other disciplines do not prove too useful. Instead 

of relying on other disciplines’ methodologies, design research – and all its subdisciplines – would 

benefit from an own methodological framework” (Henseler, 2015, p. 11) 

Introduction 

The essence of marketing is based on consumer satisfaction and market-orientation of the firm to 

establish a designerly path of artefacts’ un-concealment (product innovations) (Simon, 1969), hence 

marketing tools as a functioning marketing plan, the cultivation of the brand portfolio, and 

communication strategies are solid examples that could be updated by a rapprochement between 

design and marketing (Henseler, 2017). The ubiquitous framework of the marketing mix (McCarthy, 

1960) is an embodiment of a design logic applied by an economic lens. The research has established 

so far, that marketing history can be divided into two main phases of evolution from the historical 

analysis of marketing. The two evolutionary dimensions are the pre-1850 and post-1850 eras have 

shaped the field to its contemporary state. However based on Bartels (1951) marketing has had, the 

three foundational transitions upon which he underpinned his historical analysis; 1) “youthful 

experiences”, 2) “academic stimulus” and 3)“occupational demands”, which even from the 

contemporary trends’ analysis perspective, Bartels classifications still hold. 

In the early 2000s Vargo and Lusch (2004a) proclaiming an enhancement and a pivot in marketing 

theory towards the provision of service as the modus operandi of marketing and co-creation of value 

as the premise substitution the inherited exchange framework. According to the SDL marketing can 

be distinguished between the GDL and SDL historical transitions, thus by providing value based on 

a separate logical contextuality in terms of integration of resources into institutional arrangements 

(Vargo and Lusch, 2004a). 

In general, marketing was divided into GDL and SDL of providing value based on a separate logical 

contextuality (Vargo and Lusch, 2004a). Set by the agenda “Service dominant logic 2025” (Vargo 

and Lusch, 2017), an emphasis on the call to extend the additional opportunities available within the 

SDL by providing a holistic and macro-level framework of the study was postulated. This call 

included the integration of many fields as ethics, economic, environmental and social sustainability, 

as well as public policy and furthermore, the institutional arrangements, which facilitate the 
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coordination among actors in service ecosystems, was put to debate and as the locus of innovation 

within the contemporary thought in marketing theory. While SDL originated within a marketing 

context of a grand-theory level extension of the field’s raison d’être, it is increasingly a holistic and 

thus and interdisciplinary endeavour. SDL can be seen as a contextualization of value in terms of 

embracing the functioning logic of ensuring systemic homeostasis and viability, hence 1) value is 

phenomenological; 2) value is based on co-creation transcending towards an ethos of a co-

evolutionary and systemic embodiment of its provision; 3)Value is based on a multi-spherical 

foundation, and 4) value is emergent, and thus its creating mechanism in a wider sense is complex 

(Vargo et al., 2017).  

Research shows that particular focus has been recently paid on the notion of how organizations are 

capable to creating novel solutions that impact the very structural dynamics of the organizations, 

which have had constraining and ideological effects on them so far. Furthermore, an approach for 

organizational complexity, based on the recursive and the multiplicity of organizational structural 

dynamics, challenging managers with conflicting and contradictory ambidexterities and strategies for 

action, that drives the emergence of novel innovations, has been emerging (Siltaloppi et al., 2016). 

The postulated organizational complexity has been observed as a mechanism for control and 

attenuation of perturbations of the environmental complexities and the essential factors of designing 

novel value provisions.  

The dissertation is positioned as a holistic structure of a diverse dynamic field of management, which 

is organized as concepts extending marketing theory by putting the foundations of designerly service 

and meaning provision as the legitimacy of marketing activity. Furthermore, it is based on a 

comprehensive scientific understanding of diverse fields and contributing to a systemic integration 

within the framework of the design Weltanschauung, which cuts across multiple academic 

disciplines. This research has pursued to extend the state of knowledge and practical implications 

within the fields of marketing and design and displayed also how these derived models and 

frameworks embracing implications in diverse fields of managerial conduct and enhancing the 

managerial mindset of the marketing and design professionals. 

Figure 63 is an illustration of how the holistic approach of the dissertation is constructed based on the 

diverse necessary streams of publications and how these interdisciplinary streams are related to 

marketing, wherein the essential and concurrent aspects of contemporary marketing are aligned. 
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Figure 63: Representing the Integrative Logic of the Author’s Publications Incorporated  

Figure 63, furthermore, provides an overview of the streams of 4 topics of the dissertation with 8 

papers contributing towards the holistic treatment of marketing from a DWA established by the 

author. 

Thus, based on all the spectrums constructed in the dissertation for thought and action so far, the 

dimension covered leads our conversation back recursively to the foundational research questions I 

have originally asked that give this dissertation its raison d’être. 

1. What contemporary trends are affecting the raison d’être of marketing? 

2. How can marketing absorb these trends affecting its raison d’être? 

3. Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing? 

4. How can this model of applying Design into marketing be applied within the practice of 

marketing? 

In this final chapter of the dissertation, the author constructs upon the conclusions and findings of the 

articles and chapters submitted and published so far in diverse journals, which have been integrated 

from part II to part VI and represent the core of this research. At this stage, the conclusions and 

findings are put back into the context of delivering solid answers to the postulated questions as the 

aim and scope of the research project.  

The diverse sub-sections organized in this part of the dissertation discuss the findings of the individual 

papers within the context of the research questions of the dissertation. After an in-depth discussion, 
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the diverse insights won from the eight papers, are further discussed within the limitations of the 

research. Finally, the implications of the research for practice and scientific discourse are elaborated.  

Discussions 

What contemporary trends are affecting the raison d’être of marketing? How can marketing absorb 

these trends affecting its raison d’être? Based on the design paradigm, how can a model of Design 

Weltanschauung be modelled for marketing? How can this model of applying Design into marketing 

be applied within the practice of marketing? These questions were the guiding logic of this 

dissertation and research.  

Four major trends are affecting the raison d’être 1) The rise of AI; 2) Complexity of the cyber-physical 

environment; 3) The global sustainability movement;4) Limitations of the theoretical marketing 

theory. The DWA model has sufficient requisite variety to enable marketing to absorb these trends. 

Based on the design paradigm as the third pillar of human knowing the synergies of an 

interdisciplinary dimension could be aligned. Based on the application of the results derived the 

model is applicable to multiple industries such as food marketing, entertainment and the high-tech 

industry.  

Table 1 and Figure 3 of the dissertation are put into the context and picked up again. Based on the 

construction of the design Weltanschauung’s logical framework and the design mind-set as a meta-

construction for aligning the diverse streams of research conducted within many fields and derived 

over an in-depth review of 500 sources consulted for this dissertation, this research connects with the 

propositions of Henseler (2015): “The availability of adequate research methods and researchers’ 

familiarity with them has a pivotal influence on a scientific discipline’s progress” (p.10). The author 

fills also the gap identified by Henseler (2015), who established the notion that marketing as a 

discipline sometimes seems to battle to incorporate design research. The dissertation has paved a way 

how this could be achieved. Guerreiro and Henseler (2020 (forthcoming)), also underpin that, not 

only do both fields of marketing and design share common characteristic as the locus of business 

success is contributed to both but moreover, the fields are intertwined and hence they muse each-

other. 

In the below sections the individual papers are put into context to discuss the main questions of the 

dissertation and how answers could be derived thereof: 
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1. The History of Design Thinking - From Pragmatism to Phenomenology 

What contemporary trends are affecting the raison d’être of marketing? And,  

How can marketing absorb these trends affecting its raison d’être? 

The contextual extended history of pragmatism, as this paper has provided gives design thinking 

marketers a more solid logical foundation. Based on neo-pragmatists contributions, phenomenology 

in Husserlian and Heideggerian tradition can be regarded as an extended orientation of the 

philosophical tradition of pragmatism. The laid-out bridge from Kant to Heidegger extends and 

deepens the dimensions of pragmatism traced back originally to the classic pragmatists such as Peirce, 

James and Dewey (Brandom, 2013b). Furthermore, based on the extended foundation laid-out, 

phenomenology sets out here to construct the understanding of design as stipulated in the context of 

it being the science of the artificial (Simon, 1969) and as the third way of inquiry (Archer, 1979; 

Cross, 2006). 

Thus, the foundation on which the modern epoch of marketing navigates is embracing technology. 

Technology, however, in the sense of phenomenology is to unfold the evolutionary self (social actor), 

which constructs its own experiences by the ubiquitous recursive nature of meaning and experience, 

enabling self-consciousness and co-creation of being. Co-creation is a social act within a coherent 

whole of an organization based on the essence of the value emergently postulated. Value is the 

transmitter of the meaningfulness as it is resonating back and forth (Gegenschwung der 

Bedeutsamkeit) between the co-creating entities of provider and consumer. Designers in marketing 

are the constructors of the phenomenon that resonates back and forth in the meaning that their 

artefacts provide for some sorts of stakeholders between them (the designing team) and their 

customers in a circular causality modus operandi. This argument can also be founded based on the 

value that can be attached to the notion of meaningfulness that has been created in the marketplace 

as a social illusio (Bourdieu, 1984b) by the marketing function. The innovation of the industrial age 

was much occupied by providing value for the mass, while today based on the technological 

possibilities available, the understanding of phenomenology is essential to designing products and 

services in terms of the experiences and meaningfulness, wherein the individual actors can co-evolve. 

The consequences of design are embedded in the meaningfulness and the openness to experience that 

the artefact provides to actors/users. DT is, thus, the embeddedness of meaning to be revealed by the 

artefact, which embraces the relevance that transcends an invention to convert to innovation via 

marketing. As no invention can experience this transcendence if no effective marketing is applied. 

Phenomenologically speaking value is constructed within the meaning that needs to be co-created by 

consumer and providers, hence consumers are the actual designers of artefacts, while marketers are 
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the cultivators of the self-organizing, self-fulfilling and self-actualizing needs of the consumers in a 

viable economy.  

The objective is to construct a design for human actions and experiences as we find them in designerly 

ways of unconcealing artefacts as constructivists of the perception of meaningfulness to be held. 

Design is thus a social and collaborative act (Brown, 2008) of phenomenologically co-creating viable 

social and market realities.  

Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing? 

Design, as a method of inquiry and as the holistic embodiment of a system/organization has unified 

the essential themes in marketing in terms of its declarative logic and the valuable- truth of being 

concerned with what ought to be (Simon, 1969) in term of the possible worlds. Constructing the 

notion of a designerly truth, which is different than the scientific/metaphysic truth. Hence, design is 

interested in what synergize and bring together to see the bigger picture, the more complex reality, 

the functioning artefact and the scientist, with the essence of design can ask powerful questions on 

the state of the science’s maturity and the illusio of his field. As design connects the scientist not mere 

methodologically to his field, but moreover philosophically. A scientist cannot think in terms of 

questioning the future path of his field if the method is the only tool of achievement. Science for its 

own sake needs the necessary second-order observation to question its ethos, legitimacy and raison 

d’être and the possible world, where the science can serve humanity. A science that loses its overall 

implication and contribution purely to the method and not to the service of humanity and which calls 

all complexities it actively chooses to neglect as externalities or limits, wherein it does not want to 

engage, may not be scientific after all. A good question, which is the essence of this generation is, 

what would the generation in 50 to 100 years think of economists or marketers, who have chosen to 

neglect global warming, or the AI scientist, who has not regarded the dystopian effects that AI, ML, 

DL and DS would bring to the hands of a self-proclaimed saviour of a nation via dictatorial measures 

now technologically possible, to tighten his sash over his people, especially in terms of the surplus of 

future behaviour computed algorithmically. AI without scientist’ design for a better and more 

sustainable future would become surveillance capitalism (Zuboff, 2019), the effects of Brexit and 

also the populist movement globally is a reminder of the amplification of the globalization of 

ideology, extremism and also anger (Kamran.2020). 

Designerly inquiry is based on the main question of what can be? And how to create a social 

agreement among actors to navigate on the right path. In design, the scientist-designer enters the roam 

of the observed phenomenon by second-order cybernetics intervention. This means, that in 
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pragmatistic logic of inquiry research is a social act and design is founded within the management of 

a productive social system (Ulrich, 2001), wherein the innovations required to manifest of an 

evolutionary transcendence of viable industries and societies could be pursued.  

Phenomenology explains that knowledge is achieved by the interactions between designers 

(researchers) and objects and can thus be seen as a countermovement against the positivists, who 

believe that there is knowledge independent of the human perception. Therefore, phenomenological 

research is considered subjective, inductive, and dynamic (Reiners, 2012), which is a notion that 

connects very well with the understanding of design as a holistic phenomenon. Designers are thus in 

a well-justified sense constructivist of realities (Simon, 1969), which require a recursive apperception 

of acting and doing based on the dimension of experience and meaning in circular causality. 

Furthermore, a design thinker’s profile complements the dimensions of empathy, integrative thinking, 

optimism, experimentalism and collaboration (Brown, 2008). The DWA model developed here 

complements the marketing raison d’être of the organizations as it models the complexity of the 

environment and the dynamics of the time to respond but above all marketers can see the triad pillars 

of their fields viability by considering 1) the operational essence of the firm; 2) the future/l’avenir 

logic of the firm’s dynamic capabilities in terms of its ambidexterity; 3) the raison d’être as a whole 

and not as separate entities, but as a synergic whole. 

How can this model of applying Design Weltanschauung into marketing be applied within the 

practice of marketing? 

Based on the many examples discussed so far in many, as in FM, the entertainment, education 

industries, the AI industry and based on the dimensions constructed above the DWA model displayed 

diverse examples on how the model can be applied to marketing. The laid path in design thought, 

which was paved so far by the logic of pragmatism, has been extended by phenomenology as a 

complementary extension of the pragmatic Weltanschauung for design to be on the path of the 

functioning and value-laden truth but moreover to be a reflective practice second-order practice 

(Schön, 1983), which is interested in the semantic turn of artefacts un-concealment and also in the 

internal discourse of the act of designing and the hermeneutical loops of iterations that are also coined 

as the dimensions of feedback in cybernetics. The models referred to as the DW-applied have 

illustrated, how direct to consumer strategies based on the founded logic of a market-within 

foundation of -relations between the marketer and the consumer could enhance the interactions and 

deliver more creativity and quick response to more efficient processes.   
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2. Towards a Unified Theory of the New Market Realities in Cyber-Physical 

Design Search Spaces 

IT has been demonstrated in this chapter that marketing’s raison d’être is shifting from the boundaries 

of a purely “transactional mass-marketing” concept of market towards essential and vital societal 

implications on enhancing and embracing the quality of life within societies. A proposal for thought 

in marketing to meet the evolution of the emerging design-based-cyber-physical- service-economy, 

has been laid-out for the professional within the field. 

Derived from the trends discussed in the last chapter, the author has discussed here, how the 

sustainability mindset could deliver many aspects that go beyond the rational of economics 

Weltanschauung. Furthermore, it has been demonstrated that marketing has evolved towards 

becoming a field, which is high-tech driven. The evolution of AI rising, and the global complexity 

has brought up a need for a marketer, who must holistically bridge many fields of science.  

What contemporary trends are affecting the raison d’être of marketing? And,  

How can marketing absorb these trends affecting its raison d’être? 

To observe the raison d’être of marketing coping with the disruption of today, the chapter has 

introduced a meta-model of the DWA as a new lens for the possible developments of marketing 

theory. Thus, to achieve normative robustness, it has constructed a model of convergence from 

reductionism towards holism. The DWA-applied model evolves marketing towards one of the major 

fields of integrating diverse essential perspectives, as the major car for converting inventions to 

innovations. The dimension of the UDP of market (ing) with the possibilities that the firm has 

captured to go beyond the traditional path by organizations such as Netflix, Amazon, Disney+, 

Apple+, HelloFresh etc. are changing the nature of the consumers' experiences globally.  

Hence, in case of the movie as an artefact rendering the service of entertainment, Netflix has changed 

the traditional mode of product-lifecycle of movies globally, thus not only it has innovated the way 

consumers watch movies, but moreover, it has changed the nature of experiencing entertainment. 

This shift within the whole digital entertainment consumption from TV to movies, documentaries, 

TV-shows and comedy is a powerful example for marketing to focus not only on the linear model but 

moreover on the interactional intelligence of the fields connecting the firm to its viable environment. 

This dimension corresponds with foundations of the embodiment constructed (Haselager et al., 2008) 

and delineates the change from the linear and passive model of entertainment consumption towards 

an interactive model of viewer-participating and co-evolving mode. Netflix’s move towards vertical 

integration to become a top content producer itself has delivered much success and a vital competitive 
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advantage for the firm. Furthermore, Netflix’s vital move to save the iconic “Paris” theatre in New 

York is a vital display of how streaming services are changing the film industry and the whole 

entertainment-experience-economy by covering both the cyber and the physical environments.  

Understanding the essence of a cyber-physical embodiment is pivotal for marketing thus it can design 

a marketing interpretation of the whole process of designing future innovations. With the power of 

the cyber-physical models, many promising co-evolving experiences are in the making, thus bringing 

marketing and design into a coherent whole, which would bear many fruitful strategies in the future 

as demonstrated through-out this chapter. 

Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing? 

Within the dimensions observed so far, this chapter has proposed a framework to enhance marketing 

theory by constructing a conceptual framework as described above by DWA, thus aligning these 

diverse challenges and proposing a holistic framework that delivers a solid model to cope with 

resulting disruptions. As the author has modelled the evolution of marketing thought and practice has 

evolved through three stages over the past millennium: 1) “to market”, meaning- by bringing the 

products to some sort of market; 2) “market(ing) to”, meaning the marketing of the products and or 

services to some sort of segmented customer focus group; and 3)“market(ing)with”, in terms of co-

creating value based on the integration of resources and core competencies’, which are rendered 

within institutional arrangements, leading towards a perceived value.  

The author has illustrated in this chapter the extension of this dimension on how marketing, in both 

theory and practice, is moving away from the SDL-modus operandi of relationships of the 

market(ing)with dimension, towards a more philosophical-holistic foundation, while embedded 

within an extension of practice as understood within the oxbow of pragmatism. The mode of 

“market(ing)-within” relations as a new foundation conceptualized here aligns the necessary pivot of 

traditional marketing theory towards the recent developments in computer science and AI. The 

constructed model of the design dominant logic (DDL), also enhanced in this paper, goes beyond the 

limits of exchange and co-creation relationships and paves the way for the mode of “co-evolution” as 

a foundation that transcends towards a designerly and self-organizing concept of the “market-within” 

dimension of a “design search space” of customers and firm relations.  

How can this model of applying Design Weltanschauung into marketing be applied within the 

practice of marketing? 
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As DDL advances the notion of co-creation towards the dimension of co-evolution, wherein 

marketing spectrum is based on the self-organization of the actors, it brings-forth additional windows 

of opportunities that may not be foreseen avant la lettre. DDL creates the space, where the consumer 

is the designer and based on the collective Eigen-values and Eigen-behaviours (the sum is more than 

the parts (Henseler, 2015)) design the artefact, whereupon the expected service provision is rendered.  

The marketer is the designer and cultivator of the self-organizing and cognitive processes in terms of 

an embodiment (Haselager et al., 2008) of the marketing process. This co-evolving mode of relations 

perceives actors to align themselves within the spectrum of a “Unique Design Proposition” (UDP). 

This co-evolving and self-organizing search spaces create the foundations of a unique design 

experience, which evolves towards the attraction of a loyal global consumer base beyond the product 

development and the concentrations on some sort of focus group pursuits and linear consumer 

relationships. The DDL provides an alignment of all the essentials dimensions that the firm would 

require to excel in coping with disruption, hence the forces which create disruption are aligned with 

the firms, within the spectrum already constructed as “consumer is the actual designer”. Furthermore, 

the firm’s core competencies are intertwined within the design-search-spaces, which are powered by 

the interplay of technology, cyberspace and physical experience spaces and macro-level customer 

engagements. The DWA achieves normative robustness for the firm by constructing a model of 

convergence from reductionism towards holism. It develops marketing towards one of the major 

fields that affected the society beyond the notion of pure economics, as the major car for converting 

inventions into innovations. 

Within the dimension of DWA-applied marketing evolves towards a holistic foundation, wherein 

many fields are put into a designerly context of observing the possible synergies of diverse fields of 

sciences as philosophy, semantics, ethics, aesthetics, cybernetics, physics, mathematics, statistics, 

robotics and computer science, which are integrated to establish the firm’s viability in a disrupting 

global and digital environment. Practitioners can decode the weak signals of the wider market and 

design favourable direct-to-consumer-strategies by embracing disruption as a powerful motor to 

proactively design non-linear consumer-experience-spaces. This notion would give the firm proactive 

flexibility to create a sustainable competitive advantage. To achieve a solid foundation for all the 

diverse fields, the author has emphasized on observing marketing from the lenses of design and 

cybernetics instead of a pure economics lens. While economics connects the actors in a transactional 

mode of interaction, design delivers a holistic foundation, wherein not only the diverse fields could 

be aligned, but moreover, a foundation for the development of marketing theory for the contemporary 

era of the digital turn could be paved.  
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3. Towards Designing a Raison D’être of Marketing in the Age of AI  

What contemporary trends are affecting the raison d’être of marketing? And,  

How can marketing absorb these trends affecting its raison d’être? 

To observe the raison d’être of marketing coping with the disruption of today, the paper has observed 

DWA as a new lens for the possible developments within marketing theory. Thus, to achieve 

normative robustness, the research has constructed a model of convergence of traditional marketing 

theory with AI. The application of DWA has displayed a path in marketing with vital societal impact 

by integrating diverse essential fields. Firms in the future need to transcend beyond the traditional 

path of linear relationships towards the holism of a designerly co-created reality. Design has helped 

many top firms secure their competitive advantage positions. The paper has answered Alderson’s call 

by designing a marketing interpretation of value-creating perception in the age of AI and have 

demonstrated this convergence led by marketing. The designed meta-model, whereupon many solid 

interpretations are based on for the needs of the marketing practitioner could be constructed in a way 

that it compliments a foundation a rapprochement between traditional marketing and AI. The 

convergence between the two fields will pave the way for many synergies between both fields that 

complement each other. 

Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing?  

DWA and DDL advance the notions of co-creation towards the dimension of co-evolution, wherein 

the marketing spectrum based on the self-organization of the actors brings- forth additional windows 

of opportunities that may not be foreseen avant la lettre, which the author introduced previously as 

“market within” dimension of relations. This view perceives actors to align themselves within the 

spectrum of a “co-evolving” and “self-organizing” foundation of a unique design proposition (UDP). 

The “unique design experiences” (UDE), which evolve to a global force of consumer’s attraction and 

loyalty lay beyond pure product development and linear consumer relationships that were driven by 

the GDL, the modus operandi of the exchange relationships or purely via the signals of a price 

stimulus. 

The DDL provides an alignment of all the essentials dimensions that the firm would require to excel 

in coping with disruption. Furthermore, the firm’s core competencies are intertwined by the 

“consumer design search space” (CDSS), which are powered by the interplay of technology, 

cyberspace and physical experience space that serve as the UDP. The “Design Weltanschauung” 
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(DWA) achieves normative robustness for the firm by constructing a model of convergence from 

reductionism towards holism. 

It develops marketing towards one of the major fields that affected the society beyond the notion of 

pure markets, as the major car for converting inventions into innovations. Within the dimension of 

DWA marketing evolves towards a holistic foundation, wherein many fields are put into a designerly 

context of observing the synergies of diverse fields of sciences as philosophy, semantics, ethics, 

aesthetics, cybernetics, physics, mathematics, statistics, robotics and computer science, which are 

integrated to establish the firm’s viability in a disrupting global and digital environment. Practitioners 

can decode the weak signals of the wider market and design favourable direct to consumer strategies 

by embracing disruption as a powerful motor to proactively design non-linear consumer experience 

spaces. This notion would give the firm proactive flexibility to create a sustainable competitive 

advantage.  

How can this model of applying Design Weltanschauung into marketing be applied within the 

practice of marketing? 

Marketing management has had such a vital impact on the modern and technologically driven society. 

However, marketing scholars and practitioners observe that the capabilities that drive marketing in 

the contemporary era of complexity are not driven by a profound theory derived from marketing, but 

moreover by the rise of AI. Hence, AI leverages marketing strategies as well as customer analysis. 

While many agree upon the importance of AI, some see AI as a panacea for solving future marketing 

problems. This research has created a roadmap that leads to a well-balanced use of AI in marketing. 

Hence, most AI applications are designed for only a limited amount of problem-solving sets. The 

DWA framework is designed to be implementable and which can leverage marketing theory by 

substantiating a solid path towards a rapprochement between marketing and modern AI approaches. 

4. The Next Frontier of New Global Consumption Space 

What contemporary trends are affecting the raison d’être of marketing? And,  

How can marketing absorb these trends affecting its raison d’être? 

Bourdieu’s holistic theoretical contributions would support marketing scholars and practitioners to 

design adequate and sustainable marketing strategies enhancing organizational growth and 

development by more precise and valid segmentation capabilities. 
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The papers have described the concept of habitus as the recursive overcoming of the 

subjective/objective dichotomy, however, the dimension of practice involves the interplay between 

the diverse forms of capitals, the field, wherein the game for accumulation of power/capital is 

perused, the habitus and the synthesis of the lives, or their practice, hence, the notion of practice 

involves more than habitus. Marketing for an organization is the ultimate form of practice of 

managerial and organizational collective habitus applied in the reality of the field/market. The 

research conducted, describes the interplay of multiple capitals within the interdependence of the 

interplay of habitus and field. Marketing, hence, is the social practice that defines the practice of 

marketing in the recursion of influencing the field. Here the author sees a great chance of how the 

multiple trends affecting the contemporary society can be affected by marketing.  

Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing? 

Marketing segmentation has been an essential key to attracting and also serving customers efficiently. 

However, this concept has been challenged within the digitally-driven globally converging consumer 

culture capital spaces within diverse societies. This research suggests an alternative model of 

harmonization of concerns, wants, desires and also equally the dimension of global access of the 

globally connected social actors to diverse sources of capitals, which enhances their capacities and 

thus their rise in social and economic status, and their impact in accumulating more capital. The paper 

introduces Bourdieu’s theory of culture capital into marketing for a more profound segmentation and 

robust market analysis observing this phenomenon. The pursuit has also been to extend Bourdieu’s 

theory by the introduction of another consumption space of global convergence of taste, judgements 

and also access to the accumulation of essential culture capital needed within the specific cultural and 

social fields that are converging to become a global culture enhanced by the notion of the actors 

conceiving the globalization of totality. Understanding this cultural space is essential for marketing, 

hence it is the foundational organ of not only a field of business but moreover it has social 

responsibilities that would ensure sustainable organizations and societal implications. The design of 

the new culture space would help global marketing to be effective and efficient, above dimension 

would help global and international coordination for firms, which operate globally and occupy a lens 

of the past that is not adequate for the marketing of today. 

How can this model of applying Design Weltanschauung into marketing be applied within the 

practice of marketing? 

Scholars and practitioners of marketing have understood that marketing is the essence of relating the 

firm to its environment. The concept of market-oriented-ness has emerged by the introduction of the 
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market segmentation (Smith, 1956) which has become a foundational concept in both marketing 

theory and practice ever since. However, the power of hyper-digitally driven globalization has 

changed the dimension of market segmentation towards an emerging new space of global 

consumption. To identify this new emerging space of consumption more precisely the paper has 

applied and extended the tools of Bourdieu’s sociology.  However, the evolution the new identified 

space within marketing, which we have coined as the of the fifth space or possibly similar spaces in 

the future cannot be explained by the roam of market segmentation analysis alone. Therefore, the 

dimension introduced in this paper would bear a solid understanding of the shifting habitus of the 

consumers that were segmented based on the logic of an atomistic universe and not a bits-driven 

society of today. Bourdieu’s concepts are “culture capital”, “habitus”, “field” and “illusio”. The 

research observes a marketing transcendence from the roam of business studies towards a new 

foundation based on the rise of AI and global interconnectivity, with societal changing powers, thus 

a rapprochement with Bourdieu’s theories and constructs opens new paths for constructing robust 

marketing theories in the future. The fifth space of global consumption and convergence amplified 

by ubiquitous technological possibilities has created a market space, where it embraces the integration 

of the most sustainable ideas and characteristics beyond the previous segmented and hierarchical 

market playgrounds. 

5. The Evolving New Topology of Marketing from a Design Weltanschauung 

To provide answers to the research questions, it was essential to highlight the shifting environment, 

wherein contemporary marketing is navigating.  The rise of complexity and the exponential 

development of technology converge to a disruption that requires faster responses based on the 

holistic embodiments of proactive management systems. This notion requires the integration of 

diverse fields of scientific pursuits. The SDL publication (Vargo and Lusch, 2004a) was a pivotal 

moment in an Aldersonion sense of theoretical developments in marketing, who contributed to vital 

transformations and have been highly significant, thus representing a paradigm shift in marketing 

thought to whom also the title of “Father of Modern Marketing” has been bestowed (Shaw et al., 

2007). What Vargo and Lusch (2004a, 2017) inspired to do was walking the intellectual beaten-track 

given by three broad categories, which collectively produced a paradigm shift in academic discourse 

on marketing: 1) from distribution (macro) to marketing management (micro),; 2) from economics to 

the behavioural sciences, and 3) and from description and classification to explanation and theory 

building (Shaw et al., 2007). While many diverse fields are semi-aligned within the major 

publications in SDL, however, as displayed through-out this paper, a holistic developed model is still 

lacking in the field of Marketing that can cope with the new complex phenomenon in the 21st century. 
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Therefore, the design dominated logic (DDL), as a possible and powerful extension of the SDL 

framework towards a new typology for marketing provides a logical alignment for the fields of 

marketing and design and thus it illustrates the necessary pivot based on a designerly interpretation 

of value-co-creating and co-evolving modus operandi of marketing from the DWA model as a grand-

level rapprochement.  Marketing as a major field of management has played a major role in the 

development and the growth of the contemporary global and highly interconnected society. This 

situation requires marketing also to embrace a DWA to answer the wicked problems marketers have 

to cope with. Wicked problems were introduced by design scholars Rittel and Webber (1973) to bring 

the academic discourse towards the complexities and challenges of addressing management and 

macro-level problems. Today no single academic field can proclaim a solution for the emerging 

contradictory challenges that many fields must cope with, without discerning the holistic embodiment 

of unity in concert. However, in marketing’s case seen from the design logic, the author has postulated 

the market(ing)-within modus operandi of an interactional logic of relationships, wherein the forces 

of consumer interaction could be orchestrated and cultivated into a giant variety absorbing 

phenomenon, which also corresponds to Ashby‘s Law (Ashby, 1956). Consumers need to be enabled 

to self-organize towards transcending co-evolutionary relationships that emerge within the systemic 

integration of many aspects that would provide them with the possibility to create their own unique 

experiences. Firms are a platform for the provision of consumers’ unique experiences, where the 

DWA provides a solid foundation upon which they could establish a macrostructure of consumer 

loyalty. The models and foundations designed and constructed in this paper, such as 1) the DWA; 2) 

the DDL; 3) the notion of market(ing)-within; 4) the transformation of value based on the notion of 

unique design proposition (UDP); 5) and an applied model of DWA aligning diverse essential fields 

for marketing, are the core models that are foundational for the dissertation. In this part the author 

also brings many insights form the actual case-studies’ observations. The author also in this paper 

calls for a unity of the cyber-physical organizational unity and embodiment under the term of the 

cyber-physical-experience-spaces to cope with the emerging design-based digital-physical-platform-

economy. Thus, firms, who have captured the digital space avant la lettre and embark towards 

capturing physical spaces e.g. Apple, Amazon and Netflix etc., co-evolve actors-driven and self-

organizing marketing opportunities that cannot be exploited by pure brick-and-mortar stores nor by 

firms, which do not see themselves as a platform of design of the service delivery in terms of fulfilling 

the jobs (Christensen et al., 2016b). Here the DDL advances the notion of co-creation towards the 

dimension of “co-evolution”, wherein the marketing spectrum based on the self-organization of the 

actors brings forth additional windows of opportunities that may not be foreseen avant la lettre and at 

the time of the design of the platform. Here the logic of consumer is a designer is apparent. Consumers 
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within the contemporary marketing reality of today are the actual designers of the artefacts that are 

mediums of service provision. While, firms are the cultivating second-order overserves entering the 

roam of the design-search-space to fulfil the 3 concurrent jobs of marketing, creating; 2) 

communicating; and 3) delivering value.  Based on the models, frameworks and examples provided 

the answers to the main research questions can be given.  

What contemporary trends are affecting the raison d’être of marketing? And,  

How can marketing absorb these trends affecting its raison d’être? 

Marketing has been affected by four major challenges contemporarily; 1) the rise of AI (ML, DL, 

DS); 2) the evolution of the global consumer sustainability movement; 3) the complexity of the global 

and hyper-connected environment and 4) the inadequacies of contemporary marketing. The design 

and marketing rapprochement founded within the DWA as meta-embodiment has displayed the 

power of a vital diagnostic of mitigating the force and trends affecting marketing. It is thus, marketing 

that converts inventions and artefacts into innovations, here lies also the power of marketing to seek 

for normative structural unity of apperception of judging and acting within the oxbow of designerly 

un-concealing possible worlds and also to contribute form a second-order intervention its structural 

re-making in terms of the autopoiesis of its homeostasis and marketing based on the DWA has the 

ability of its legitimacy preserving and also legitimacy transforming within the context of the 

evolutionary dynamics of its future embodiment.  

Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing? 

The DWA is founded within the logic of what the company must do within the time frame of today, 

as operations that lead to delivery and provision of value. Furthermore, this value provision must be 

done in a manner that complements the raison d’être of the firm and embodies its ethos. From a 

marketing point of view, the firm must also co-create the value that needs to be designed and 

produced, which is the ambidextrous embodiment of the DWA connecting the firm to its possible 

futures in a designerly way of un-concealment.  Based on the foundations laid within the DWA model 

the application of the model is also demonstrated, where the marketing field has been put into the 

context of coping with the rising complexity while integrating the DWA. Marketing as a field has 

been observed in this paper by incorporating from philosophies, semantics and ethics, furthermore, it 

is seeking to integrate arts and aesthetics, while it also needs the scientific lenses of cybernetics, 

material sciences and physics, mathematics and statistics (to cope with the dimensions of AI) and as 
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an intertwined foundation for constructing a cyber-physical unity based on the power of the 

possibilities of AI. 

How can this model of applying Design Weltanschauung into marketing be applied within the 

practice of marketing? 

DDL advances the notion of co-creation towards the dimension of co-evolution, wherein the 

marketing spectrum based on the self-organization of the actors brings- forth additional windows of 

opportunities that may not be foreseen avant la lettre, coined as “market within”. It perceives actors 

to align themselves within the spectrum of a “co-evolving” and “self-organizing” foundation of a 

unique design proposition (UDP). The “unique design experiences” (UDE), which evolve to a global 

consumer attraction and loyalty force lie beyond pure product development and linear consumer 

relationships. The DDL provides an alignment of all the essentials dimensions that the firm would 

require to excel in coping with disruption. Furthermore, the firm’s core competencies are intertwined 

by the “consumer design search space” (CDSS), which are powered by the interplay of technology, 

cyberspace and physical experience space that serve as the UDP. The “Design Weltanschauung” 

(DWA) achieves normative robustness for the firm by constructing a model of convergence from 

reductionism towards holism. It develops marketing towards one of the major fields that affected the 

society beyond the notion of pure markets, as the major car for converting inventions into innovations. 

Within the dimension of DWA marketing evolves towards a holistic foundation, wherein many fields 

are put into a designerly context of observing the synergies of diverse fields of sciences as philosophy, 

semantics, ethics, aesthetics, cybernetics, physics, mathematics, statistics, robotics and computer 

science, which are integrated to establish the firm’s viability in a disrupting global and digital 

environment. Practitioners can decode the weak signals of the wider market and design favourable 

direct to consumer strategies by embracing disruption as a powerful motor to proactively design non-

linear consumer experience spaces. This notion would give the firm proactive flexibility to create a 

sustainable competitive advantage. 

6. The Design of an Artificial General Marketing Intelligence (AGMI) 

What contemporary trends are affecting the raison d’être of marketing? And, 

How can marketing absorb these trends affecting its raison d’être? 

The paper has established that intelligence is beyond computation and requires from a marketing 

Weltanschauung that the firm understands the importance of the recursive nature of steering the 

organization within the logical spheres of operations, strategy and a meta-layer. Hence, this notion 

requires the recognition of the various nature of coping with the information gained from the 
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environment by the triad lens of the organization and the DWA in designing the channels of 

communication. To convert the unstructured and ill-defined data, marketing scholars are advised to 

set up an organizational embodiment, which with the amplification of AI has the capacity of 

distinguishing the nature of the data and their integrity. This research has postulated an extended 

definition of intelligence, which we have constructed to be interactional, as the legitimacy of 

marketing is steering the firm in its wider environment. We underpinned this notion by a marketing 

interpretation, to which the author has referred to as “interactional intelligence”. The path of 

intelligent behaviour from a marketing lens is promising, whereupon the constructed AGMI model 

can be put into a solid application, thus, to be tested as a powerful tool of diagnosis for marketing to 

thrive in a changing milieu. By aligning the fields of traditional marketing and AI, an approach has 

been demonstrated on how this can be brought into a cohesive whole within the structural dynamics 

of an intelligent marketing organization. Furthermore, AI is a means for marketing to be interpreted 

within the context of organizational homeostasis and that the dimension of marketing myopia beyond 

the single regime of sales and growth needs to be constructed. Organizational viability depends on 

the total fitness of the firm, where marketing plays a pivotal role in connecting the firm to its 

environment via the dimension. 

Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing? 

Marketing management has had such a vital impact on the modern and technologically driven society. 

However, marketing scholars and practitioners observe that the capabilities that drive marketing in 

the contemporary era of complexity are not driven by a profound theory derived from marketing, but 

moreover by the rise of AI. Hence, AI leverages marketing strategies as well as customer analysis. 

While many agree upon the importance of AI, some see AI as a panacea for solving future marketing 

problems. This research has created a roadmap that leads to a well-balanced use of AI in marketing. 

Hence, most AI applications are designed for only a limited amount of problem-solving sets. The 

DWA framework is designed to be implementable and which can leverage marketing theory by 

substantiating a solid path towards a rapprochement between marketing and modern AI approaches. 

How can this model of applying Design Weltanschauung into marketing be applied within the 

practice of marketing? 

The paper has established that intelligence is beyond computation and requires from a marketing 

Weltanschauung that the firm understands the importance of the recursive nature of steering the 

organization within the logical spheres of operations, strategy and a meta-layer. Hence, this notion 

requires the recognition of the various nature of coping with the information gained from the 
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environment by the triad lenses of the organizational logic of management: 1) operations; 2) strategic 

management and; 3) normative management, and the DWA to design the channels of communication, 

whereby the firm interacts with the milieu. To convert the unstructured and ill-defined data, marketing 

scholars are advised to set up an organizational embodiment, which with the amplification of AI has 

the capacity of distinguishing the nature of the data and their integrity. This would give the marketing 

practitioners the boost in pro-active management and implement effective real-time control systems. 

7. The Design of Artificial General Marketing Intelligence (AGMI) as a 

Ubiquitous Control System  

What contemporary trends are affecting the raison d’être of marketing? And, 

How can marketing absorb these trends affecting its raison d’être? 

Marketing today has become a much complex system that cannot be understood nor navigated via 

the marketing Ps and additional reductionist models defined in times of global linearity and 

predictable markets via the lenses of equilibrium economics that have taken organizational structure 

and the dynamics of control systems as a given. The contemporary global environment could be better 

explained via globalization of a holistic nature, where diverse forces and their interplay have many 

complex consequences for the survival of the firms, wherefore novel models driven by adequate 

technological advances and holistic marketing management are necessary for effective and efficient 

control. “Science has explored the microcosmos and the macrocosmos; we have a good sense of the 

lay of the land. The great unexplored frontier is complexity….” (Pagels, 1988). The postulated model 

is adaptive and marketing professionals depending on the nature of their firms adapt or advance its 

technological inputs, however, one dimension may stay with us for a longer period, thus the state or 

predictable markets is over and we have a constant companion, which is the complexity and this force 

must be understood avant la lettre by marketing scholars and professional and attenuated properly 

within the theoretical transcendence of the marketing of the 21 century. The DWA and the models 

derived from it describe how a designerly integration of diverse fields may enhance organizational 

homeostasis by enhancing the impact of marketing with the possibilities of good model-based 

management. 

Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing? 

The model of “Meta-systemic symmetry” developed within this chapter describes a path towards 

designing a viable marketing system and maps out the steps and elements required to achieve this 

objective. Depending on the shared environment in which the organization functions and the 
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objectives it is trying to achieve, the design of a viable marketing system may pave the way into 

pivoting towards internal dynamics (differentiation & integration) and pivoting towards the outside 

(positioning). To pivot towards internal dynamics there are three key elements that the organization 

must fulfil: (1) internal readiness – being ready in terms of strategy, mentality, and consensus within 

the organization. (2) internal flexibility – being agile and possessing strategic depth to cope with 

spontaneous risks. (3) self-awareness – being aware as an organization about the risks that may arise 

during the journey. On the other hand, to pivot towards outside also requires similar elements but 

with a focus on the external factors of the environment rather than the internal factors within the 

organization. Only those marketing systems are in control of their organization and the playing field, 

who generate more requisite variety respecting the foundations of cybernetics laws of good 

governance. The volume of perturbations in terms of customer wants, needs and desires, the shifting 

global landscape and the convergence within the global consumer’s culture etc., to establish a force 

of complexity form the environment cannot be larger than the number of attenuating choices the 

organizations have and actively develops. Therefore, as the capacity of marketing rises so must rise 

its responsibilities and also the means the field chooses to incorporate for a shared value, a successful 

enterprise and a sustainable planet. 

How can this model of applying Design Weltanschauung into marketing be applied within the 

practice of marketing? 

A convergence of top management models is postulated for the control system to be implemented 

within the AGMI platform: these systems include (1) Core competencies – underpinning of the core 

products or services in which the organization is best at (Prahalad and Hamel, 1997). (2) Core 

capabilities – underlining the core activities of the firm (Leonard‐Barton, 1992). (3) Weak signals 

scan – the applicability of the concept of weak signals, specifying ways in which different signals can 

be identified, collected and interpreted (Ansoff, 1975). (4) Scenario planning – in a world of 

complexity where information technology is driving an information evolution scenario planning must 

be taken into account (Lindgren and Bandhold, 2003). (5) Predictive modelling and scoring – with 

the help of AI and ML one is capable of setting up a scoring model which is necessary to quantify 

different risks and factors (Houthooft et al., 2015). (6) Advanced marketing mix – a complex 

environment requires an advanced marketing mix with comprising elements which are ground-

breaking for organizations in making right marketing decisions across geo-demographic consumer 

segments. (7) Value disciplines – a strategic framework which helps better understand and execute 

on the one thing that the organization is known for (Treacy, 1993). (8) System dynamics – is a model 

used for understanding the nonlinear behaviour of complex systems over various factors (Ogata, 
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2004). (9) Patter recognition – concerns the automatic discovery of regularities in sets of data through 

computer algorithms and classifies them into different categories (Bishop, 2006). While these systems 

may not be all-inclusive and many additional essential models contributing towards a holistic control 

in marketing could be implemented, however, the first step towards a conceptualization of a 

marketing and AI model in concert is designed, which would give the marketing-designer a possible 

powerful tool of proactive management to cope with the complexities and also the disruption affecting 

the contemporary organization. A good example is the Germany Lufthansa airline, as a prime 

example of a firm with no fault of its own goes bankrupt, while having a history of success, since its 

foundation. However, the management of the firm never thought about these types of discontinuities, 

by the application of the logic of yesterday and not logic the accounts for the globalization of 

pandemics. This was not a low-probability scenario, this was a high probability scenario. It was never 

the question of if, but when? Designer as the “how can questions”, which in a managerial sense means 

how to immunize the firms against disruption of high and low probability.  

8. Towards the co-evolution of food-experience-search-spaces based on the Design 

Weltanschauung in Food Marketing 

In this chapter, the derived insight of the previous papers are constructed upon and the DWA, DDL, 

and market-within foundations are put into a practical context within the food industry. 

What contemporary trends are affecting the raison d’être of marketing? And,  

How can marketing absorb these trends affecting its raison d’être? 

To observe the raison d’être of marketing coping with the disruption of today the chapter has 

introduced a meta-model of the DWA into a shifting industry and has derived insights thereof as a 

new lens for the possible developments of marketing theory. Thus, to achieve normative robustness, 

it has furthermore, constructed models of convergence from the reductionism of price and linear 

consumer-firm relations, towards the holistic design of firms and their interactional dynamics of co-

creating and co-evolving relations in the food marketing industry for the long-run. The DWA model 

has displayed how marketing theory and practice can evolve towards a powerful framework of 

integrating diverse essential perspectives, as the major car for converting the shifting societal 

dimensions to sustainable innovations.  

Furthermore, with the power of an interactive relationship with the customers based on the availability 

of actual consumers data, many co-evolving possibilities are given to put the locus of innovation on 

the spectrum of experiences innovation of individual consumers. These possibilities of supply chain 

efficiency in terms of having an effective and transparent GVC would further enhance the possibilities 
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of co-evolution towards much benefits for the firm and the consumer relationship. Most management 

studies, in particular within the roam of strategic management has taught marketing to see the 

customer as a force, while theoretical advances in marketing such as SDL and the DDL construct 

upon the power of co-creation and its transcendence towards the co-evolutionary relationships, 

whereupon many high-tech firms have evolved to become the giants of today. 

Based on the design paradigm, how can a model of Design Weltanschauung be modelled for 

marketing? 

The application of DWA in food marketing (FM) delivers a holistic foundation, wherein many fields 

can be put into a designerly context of synergizing the possibilities of diverse fields of academe as 

philosophy, semantics, ethics, aesthetics, cybernetics, physics, mathematics, statistics, robotics and 

computer science to enhance the practice of FM. The notion of available data from practice within 

the power of the tools of AI, which could be integrated to establish the firms’ viability in a disrupting 

global and digital environment, is pivotal to the construction of solid marketing theories in the future.  

With the designed constructs, the practitioners can decode the weak signals of the wider market and 

design favourable direct-to-consumer-strategies by embracing disruption as a powerful motor to 

proactively and designerly seek more promising non-linear consumer-experience-spaces. This notion 

would give the firms proactive flexibility to create a sustainable competitive advantage. Furthermore, 

the notion of available data from practice, which could be integrated to establish the firms’ viability 

in a disrupting global and digital environment. Practitioners can decode the weak signals of the wider 

market and design favourable direct-to-consumer-strategies by embracing disruption as a powerful 

motor to proactively design more promising non-linear consumer-experience-spaces. This notion 

would give the firms proactive flexibility to create a sustainable competitive advantage. To achieve a 

solid foundation for all the diverse fields, we suggest observing marketing from the lenses of design 

instead of a pure economics lens. While economics connects the actors in a transactional mode of 

interaction, design delivers a holistic foundation, wherein not only the diverse fields could be aligned, 

but moreover, a foundation for the development of marketing theory for the contemporary era of the 

digital turn could be paved. 

How can this model of applying Design Weltanschauung into marketing be applied within the 

practice of marketing? 

The chapter has delivered many examples and substantiated them by the changing nature of FM with 

the hybrid and technologically advanced models of direct to consumer strategies. This dimension 

gives a solid response to our question of the changing nature of FM, it how the DWA can be put into 

practice within a changing industry. The new developments, which are based on the notion of 
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understanding service and the roles of DWA, marketing within, co-creation and co-evolution within 

the “design and meaning search spaces” may change the nature of marketing theory and which may 

have promising implications for FM in the future. Additional practical implications the author calls 

for are the design for transparency within the food GVCs by contributing to the overall dimensions 

of food-wellbeing, which would establish sustainable business models in the industry. The examples 

of “direct-to-consumer-food-delivery” models would enhance the evolving logic of experiencing and 

consuming food in the future in a way that will bear many fruits for the firms, the consumers and the 

society at large.   

The dimension of “market(ing) within” based on the technological opportunities available today has 

displayed the possibility to go beyond the traditional paths, as the cases of Blue Apron and HelloFresh 

have indicated. By changing the traditionally “search spaces” into “experience and meaning search 

spaces”, where consumers are the co-creators of the value, further evolutionary dimensions of growth 

and development can be achieved. These firms have aimed at disrupting both the grocery chain stores 

and restaurants simultaneously. The variety of options available to food direct distributors from fresh, 

health and nutrition-based grocery, the ability to meeting the needs of all types of consumers from 

vegetarian to vegan to those, who prefer a good diet mix between meat and fish, shipped with highly 

innovative recipes and products, and which deliver many solid opportunities for designing food-

meaning-search-spaces in the future.  

Limitations 

At this stage of the dissertation, the author elaborates on the dimensions of identifying the limitations 

and explaining how important they are.  

Announcing the complexity of the task  

Within the framework of the methodology of the dissertation and based on the aspects of the four 

essential research questions, this research could be positioned in constructing and delivering insights 

on a triad points of analyses, which is postulated on the state of marketing theory (Gummesson, 2006), 

in the following manner: 

1. Underpinning the essential roles of the phenomena and concepts relationships, networks, and 

interaction, which are pivotal in contemporary marketing 

2. The difficulty of integrating discoveries such as services marketing, the shifting and converging 

nature of consumers, and the dimension of AI affecting the marketing and practice of theory 

3. The need for marketing to embrace a wider context, thus moving from away its myopic and 

long-outdated state of the field 
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The research has pursued to make contributions to these dimensions based on a grand theory level 

intervention, while still maintaining a strong focus on not to indulge too much into an abstract form 

of theorizing and hence, also to do not deviate much towards one side or the other in terms of 

relevance or rigour. The author’s approach was more to concentrate on a balanced view within the 

foundation of “relevance to practice as a criterion for rigour” within this research (Gutiérrez and 

Penuel, 2014). Therefore, many streams of literature were systematically analysed (see appendix I 

and appendix II), and their essence made available so that implications for theory and practice could 

be derived. Based on the complexity of the task and the high quality of the problem many aspects 

of discourse and synergy are introduced, which are new to both fields of design and marketing. First 

to design a model of rapprochement between marketing and design was a challenging task and which 

still finds itself within the state of theorizing and practice at an infancy stage. Secondly, marketing 

has a rich history of its own and the economic lens has been the guiding dominant thought within the 

field. To propose a more holistic logic, interdisciplinary derived models and concept-integration, not 

based within the foundation of traditional marketing are very difficult challenges to surmount as the 

foundation of marketing has been in economics. Another challenge and limitation have been that 

design does not have a thoroughly defined path of a methodologically driven research framework that 

would suffice all essential claims of a rigorous certitude.  

To achieve this major objective, the author has applied the design thinking framework of IDEO and 

Stanford’s d.School, while closely aligning the recent developments within the methodological 

foundation in marketing (Vargo and Koskela-Houtary, 2020; Jaakkoka, 2020). This was essential to 

not only align design and marketing based on theoretical synergies and practical implications for both 

fields but moreover to align based on the defined methodology of DT, the whole contributions of the 

author in a systemic fashion for this dissertation. 

The methodology is also set to engage more doctoral-level scholars in pursuing conceptual only 

research by exploring the contradictories of both fields and to suggest models of alignment and also 

to raise a constructive debate within the field of marketing (Vargo and Koskela-Houtary, 2020; Hunt, 

2020) and design (Archer, 1965, 1968; Simon, 1969; Cross, 2006; Henseler, 2015). 

While some of the findings, deliberations, discussions and engagements with diverse fields of 

sciences within the eleven partially published and partially submitted papers may be limited due to 

lack of empirical evidence or the availability of rich data, which could be seen as a weakness on the 

research part, however, choosing the design path based on a developed logic of a design 

Weltanschauung gives the possibility of a failing forward modus operandi of researching terms of 

iterative hermeneutics of design heuristics.  This dimension is reserved under the notion of an iteration 
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in a hermeneutical sense of truth-seeking; thus, design and cybernetics are feedback oriented and 

feedback is the essence of control in social productive designerly-functioning organizations as 

marketing. Design is about the preferred state of a possible world that does not yet exist, but which 

has the potential of being un-concealed for the field by a marketing theorist, who has gathered 

sufficient evidence on the state of the field to proclaim that a change is inevitable within the field 

hence when competence is given responsibility is required (von Foerster, 2003).  

A reflective note 

By explaining the nature of the limitations and justifying the choices I have made I have constructed 

on many scholars in research, who have asked: “the need for a fundamentally new theory of marketing 

on a higher level of abstraction, a grand theory, is urgently felt” (Gummesson, 2006). To answer this 

call, the choice of taking the design Weltanschauung was an essential path. Firstly, because design 

does not deal in abstraction, it seeks a workable and pragmatic truth. Secondly, the necessity of 

connecting the three jobs of marketing: 1) creating, 2) communicating and 3) delivering value as a 

holistic embodiment of an integrative interdisciplinary field needs a design framework that has 

sufficient requisite variety in absorbing the challenges the field faces, 3) design does not offer a 

parental-dependency framework for marketing, but moreover it gives the marketing-theorist and 

practitioner the possibility to engage in reflective practice. 

Finally, the author suggests how the limitations discussed here could be overcome in future: 

1. Marketing curriculum at doctoral level needs to embrace conceptual discourse among 

researchers 

2. Marketing needs an indigenous theory-building methodology and more research 

encouragement in this direction must be laid 

3. There is much research and evidence that needs to be integrated to align marketing much more 

within its core activities discussed through-out the dissertation 

4. Marketing is advised to engage with design as the third field of human knowing and education, 

which as this research has displayed is the missing link between rigour and relevance and the 

possible creativity that the field needs to un-conceal artefacts for enhancing the human 

condition. 

Implications 

Theoretical Implications:  

1. Enhancing theoretical contributions through the identification of dominant shifts within the 

marketing environment (Part II) 
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The trends identified and the pursuit of adsorbing them through-out the dissertation have 

delivered a grand-theoretical intervention by extending the state of state-of-the-art discussions 

within marketing theory. The frameworks of DWA, DDL and marketing-within may bring-

forth solid debate and discussions regarding the theoretical reasoning on how a designerly 

path could be laid for more integrative and holistic marketing. Design and marketing can align 

their indigenous theoretical foundations towards the cybernetics of a functioning 

rapprochement by contributing towards functioning socio-economic viability of the global 

ecosystems and societies. The identification of the shifts within the structure and trends of the 

global and ubiquitously connected societies is a vital task of marketing and the DWA is a lens 

whereupon marketing can maintain the homeostasis of its raison d’être. 

 

2. Introduction of CCT into the Marketing dimension and its extension towards the 5th space of 

global consumer (Part III) 

Core rigidity is the downside of core competencies and dynamic capabilities of an 

organization and in the case of marketing as a scientific community, the relying on 

segmentation derived from the socio-economic analysis may not be an adequate tool for 

diagnosis within the contemporary era. The segmentation methodology discussed, which was 

developed within the predictive post-WWII-era in the US, may also not be sufficient to 

understand the globalization of totality and complex environment of today. This has been 

enhanced by the integration of the culture capital and the main frameworks of Bourdieu’ian 

œuvré, which would give marketing theorists a solid tool of analysis to understand not only 

the habitus of the consumers but moreover to understand the pulse of the globally converging 

and hyperconnected contemporary and future societies.  

 

3. Bridging Phenomenology and Pragmatism together and bringing a new logic within Design 

Thinking (Part II/IV) 

Design is reflective practice and requires beyond the dimensions of a practical and working 

truth, a second-order reflective designer-scientist intervention within the design-research- 

search-space. Design thinking has been used more as a creativity and product development 

methodology. An attempt to discern the notion of a designerly Weltanschauung from design 

-executing beyond thinking is essential for the firms. Therefore, the phenomenologically 

intervening and logically investigating possibilities within the design discourse is an essential 

dimension that would give the abductive logic of design a richer foundation. 
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4. Designing a new aligning platform coined AGMI that gives a hybrid and holistic 

conceptualization of AI (Part V/VI)  

The diverse method for aligning marketing with the developments in AI would also give 

marketing-theorists a possibility to steer the debate and discussion within both fields. 

Marketing within the current state has been dominated by the rise of AI, here a marketing 

interpretation has been designed to achieve a state of equilibrium and homeostasis for a field 

that has pivoted towards digital humanity.  

Practical Implications:  

1. The DWA as a grand theoretical framework is designed to increase the requisite varieties of 

marketing professionals in practice, thus, to design their decisions and models of steering their 

organizations within the spectrums of maintaining the raison d’être while coping with the 

challenges of today and concurrently navigating towards the autopoiesis of a functioning and 

controllable future (see Paper 5).  

 

2. Bridging Complexity and Management and bringing Traditional Marketing and AI closer by 

designing a ubiquitous control system through the operationalization of AGMI (Part V/VI). 

Marketing deals with the economics of complexity and with contradictory forces that cannot 

be observed as externalities anymore, especially within the globally converging societies. It 

is the pivotal task of marketing to cope with challenges and ethics of the technologies that 

drive future industries and also a sustainable societal design.  

 

3. With the power of the emerging cyber-physical realities and also based on the hybrid- 

disruptions that the direct-to-consumer-distribution in food marketing presents for restaurants 

and also grocery stores a new era of food quality for the converging global consumer has 

emerged. Food marketing practitioners based on the models of DWA, DDL, marketing within 

and UDP can decode the weak signals of the wider markets and design favourable direct-to-

consumer-strategies by embracing disruption as a powerful motor to proactively design more 

promising non-linear consumer-experience-spaces. This notion would give the firms 

proactive flexibility to create a sustainable competitive advantage (see Paper 8). 
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Theoretical Outlook of the Design Dominant Logic – A Gestalt of the Possible 

Future 

Gestalt is the actual translation of design in German. According to Cambridge Dictionary: gestalt is… 

“something such as a structure or experience that, when considered as a whole, has qualities that are 

more than the total of all its parts” (Cambridge English Dictionary, 2020). This brings the author back 

to the bridge of alignment discussed at the begin of the dissertation, which was laid by Henseler 

(2015). Marketing, hence, is the gestalt of a new and co-evolved reality unconcealed in the cyber-

physical environments of today.  

Marketing has undergone diverse identity transformations while depending on the industry, the rate 

of innovation there and the nature of the product or service (or as observed by Vargo and Lusch (2004, 

2006) as “service”, not all firms may find themselves in an advanced rate in the maturity cycle of 

applying the adequate logic of contemporary marketing into their business models. The service 

mindset, founded in the tradition of Bastiat (1851), who championed the value theory to be captured 

in the modus operandi of the market exchanges of allocation of human services (Bastiat, 1851). While 

scholars as Gummesson (1995), Grönroos (2000) and Normann (2001) have paved the way for the 

service transcendence in marketing, Christensen (2016a) have also observed: “When we buy a 

product, we essentially “hire” something to get a job done. If it does the job well, when we are 

confronted with the same job, we hire that same product again. And if the product does a crummy 

job, we “fire” it and look around for something else we might hire to solve the problem”. The service 

revelation, however, did occur to Christensen around the same time, when Vargo and Lusch (2004), 

produced their seminal article. Christensen et al. (2005) state: “We believe, instead, that some of the 

fundamental paradigms of marketing—the methods that most of us learned to segment markets, build 

brands, and understand customers—are broken. We’re not alone in that judgment. Even Procter & 

Gamble CEO A.G. Lafley, arguably the best-positioned person in the world to make this call, says, 

“We need to reinvent the way we market to consumers. We need a new model”. The author has 

established within this dissertationto capture and combine the DDL approach based on the grand-

theoretical entry into the domain of theory-building in marketing, while concurrently staying on the 

path of the “rigour and relevance rapprochement” defined for the field in terms of “relevance to 

practice as criteria for rigour” (Gutiérrez and Penuel, 2014), and thus, the methods of marketing and 

in particularly segmentation can be advanced by a symbiosis of ideas expanded within a marketing 

logic. The dimensions of culture capital theory extended towards “the fifth space of global 

convergence of values and concerns”, the notions of “co-evolution” and “market within” incorporate 
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solid examples of meeting marketing scholars and practitioner at the conjecture of the rigour and 

relevance cybernetics. 

Table 8 below describes the DDL concepts observed to establish a path for marketing towards a 

possible designerly future. These concepts represent the foundational transcendence that marketing 

as a major field of management has undergone and thus, how the field has pivoted towards the 

sciences of digital humanities and also towards embracing a strong influence on the nature of the 

“marketing job” to be delivered via an interpretation based on AI and the features defining AI as the 

new and foundational technology of this age (e.g. ML, DL, DS and BCT). 

Table 8: Describing the History of Marketing-Thought Based on the Changing Attributes and 
Characteristics of the Evolution of Marketing from the GDL to SDL to DDL. 

 

As illustrated in Figure 64, “co-evolution” is founded based on the varieties provided between the 

customer and firm as a joint-co-evolver-rapprochement of both actors, once the “market forces” 

dominated logic is ousted and put aside as the dogma, that has caused too much energy drain out of 

the market-eco-systems, where market actors were observed in separation under the auspices of the 

illusio of a mismatch between their values and sets of concerns, and therefore diverse zero-sum-

games had to be played. While, the firms are pursuing to preserve and transform their raison d’être 

within the market-space and time (Kamran et al., 2020), the customers are simultaneously looking 

for a possible “co-evolver collaboration” in terms of fulfilling the job of their self-actualization, 

wherefore they would hire the firm in the first place (Christensen et al., 2016a). The notion of self-

actualization is referred to consumers designing their lives via the meaningfulness of the artefacts the 

firms have unconcealed and will bring-forth (her-vor-bringen). Figure 64 displays the interplay 

between the customers and firm in a co-evolved reality of jobs to be fulfilled for which artefacts need 
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to be unconcealed, which via marketing they would turn to innovation and thus create new worlds of 

realities. 

 
Figure 64:  Describing the Model of a Co-evolutionary Alignment of the Firm and Consumer Relationships, 

Wherein Both Can Co-evolve Based on the Unity of the Meaning and the Design Search Spaces 

All artefact unconcealments (design/Gestalt) are postulated in a ubiquitous test-meaning-test-value 

loop of the evolutionary dimension of the alignment between firms, the customers and the cyber-

physical realities of the global markets. When the research question is put into the 

phenomenologically modus operandi of connecting creativity in terms of a collective Zuhandenheit 

(readiness-to- hand) (Heidegger, 1927, 1954), the worlding (welten) of the world takes place. 

Zuhandenheit according to Heidegger, interpreted for our cause, is the essence of marketing, which 

is the autochthonous possibility of social actors (Dasein/beings) in a co-creationary and co-

evolutionary modus operandi confronting and coping with the world (das Lassen) (Capobianco, 2014) 

as a whole (Vorhandenheit) within the cyber-physical realities as already constructed. Zuhandenheit 

makes the world possible, as all worlding is based on the Zuhandenheit applied to bring forth clearing 

(Lichtung) into ubiquitously navigating towards the possible worlds (sein-können). According to 

Capobianco (2014, p. 52): “Growing,” in the fundamental sense, “permeates” all natural phenomena. 

Nevertheless, to be more precise and “closer to the originally intended sense” of physis, he 

(Heidegger) expresses a preference for the translation “the self-forming prevailing (Walten) of beings 

as a whole.” Hence, growing may technically be translated into the economics of the invisible hand 
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(Smith, 1776) however, in our cause it is the expression of the economics of co-evolution, thus, of 

self-prevailing to which Capobianco brings our attention. Furthermore, self-prevailing is the 

foundation of -self-actualization towards a more favourable reality for the customers and also the firm 

in terms of preserving its raison d’être as illustrated in Figure 64. 

In Henseler (2015) the notion of holism for marketing based on a design logic that the sum is more 

than the number of its parts has already been established. This dimension was also introduced by 

Simon (1969, p.111) in terms of “… everyone designs who devises courses of action aimed at 

changing existing situations into preferred ones.” For Simon, design was the Zuhandenheit applied to 

creating artefacts that enhance the human condition e.g. social welfare policy, providing health care 

to the inflected or planning all the essential foundations for a business from a managerial stance. 

Simon thus has seen design as the intellectual pursuit to bring-forth meaningful artefacts from a 

professional lens and distinguished design as the core of all human activities. Therefore, marketing 

as a professional field requires the embodiment of a DWA to look at the world beyond the notion of 

the reductionism of the sciences.  

Vargo and Lusch (2016) reorganized their original 11 propositions into 5 redefined axioms for paving 

the way for more institutional framework incorporated into the roam of SDL. The author in Table 9 

below translates and extends these axioms to fit the contemporary DDL lens. 

Table 9: Describing the transformation of the five SDL axioms into the DDL framework 
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These new axioms would help the marketing scholar/practitioner to better observe and organize the 

changes that the DDL framework brings forth into the domain of the field. This dissertation created 

a possible foundation, wherein the field of marketing has many opportunities for designing more 

fruitful possible-worlds and wherein the DWA may play a solid role.  

Epilogue  

In the cyber-physical realities constructed so far, all transactions are based within the triad of the 

dynamics of the DWA, beyond the linear transactional relations of the “give and take” of a sales 

proposition and the reciprocity of a value proposition within the SDL paradigm-shift of a value co-

creation in marketing as illustrated in Figure 65.  

Hence artefacts are meaning-laden within the semantic turn of Design, whereupon the firms can 

unconceal the paradigmatic transition and transcendence towards the “market-within” relations, 

wherein customers are the designers of the artefacts, the services they may render and the possible 

enhancement of the value-semantics they may provide in the future. Firms, on the other hand, are the 

transducers of the information they obtain from the markets to transform them into a “market (ing)-

within” dimensions of the self-actualizing modus operandi of the customers’ phenomenological 

perception of being in the world (Dreyfus, 1991). This means the perceived designerly application of 

the semantics is co-evolved experientially and differently by varying actors in a multiplicity of 

contexts in a design-search ecosystem (Vargo et al., 2017). 

 
Figure 65:  Describing the SDL-based Ubiquity of Service Provision 

In Post-Covid-19 era, the notion of communicational technological advances (e.g. the dimension of 

AR/VR as an embodied state of connectivity) could be seen as an extension of the cyber-physical 

realities, which will dominate how the world may deal and cope with stake-holder communications, 

organizational/ industrial events and intra-organizational internal communicational settings. Thus, 
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managers are always in pursuit of efficiency and effectiveness, while enhancing their own and 

organizational sustainability footprints, and their managerial effectiveness by saving costs and time. 

The author introduces here a model of DDL as a possible embodiment of the interaction of the firm 

embedded within the dynamic capabilities of the operant resources designed in terms of the eco-

system (GVC) the firm possess with the customer, who is embedded within the cyber-physical 

realities as experientially driven actors’ self-actualization within the choices the firm is providing.  

Based on the dynamics of the triadic relations of DWA displayed in Figure 66, the firms and 

customers are capable of co-evolutionary design of artefacts’ and their transcendence in terms of the 

possibilities of designerly semantics and serendipity (e.g. fast hardware and software iterative 

feedback-loops to known and unintended and unknown applications) within the cyber-physical 

design-search-spaces. 

 
Figure 66:  Visualizing the Transition from Value Co-creation to Co-evolution of Meaning 

Technology has been man’s path towards the abductive un-concealment of a value-laden truth. In 

terms of productive reasoning, also established within the roam of design science as Abduction-2, 

which is more complex because of the dimension of the underlining problem-solving iteration, 

designers can only conceive the final value to be rendered (Dorst, 2011). For this emerging form of 

productive reasoning, which is more closely associated with (conceptual) design, the notion of 

Abduction-2 has been visualized within Table 10.  

Table 10: Displaying the Logical Patterns of Inquiry (Abduction 2) 
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Heidegger in his famous essay “The question concerning technology” observes: “Instrumentality is 

considered to be the fundamental characteristic of technology. If we inquire, step by step, into what 

technology, represented as means, actually is, then we shall arrive at revealing. The possibility of all 

productive manufacturing lies in revealing… Technology is therefore no mere means. Technology is 

a way of revealing. If we give heed to this, then another whole realm for the essence of technology 

will open itself up to us. It is the realm of revealing, i.e., of truth” (Heidegger, 1977). Design and 

technology are thus, intertwined in a sense that the act of designing within the contemporary era 

requires a technological path of un-concealing the hidden pragmatic and value/meaning-laden truth. 

A good example here is the transcendence of Apple’s AirPods to become hearing aids. 

Within Apple’s ecosystems, a collaboration with a manufacturer to create hearing aids and sound 

processors designed specifically for iPhone and iPad has produced a new product. These emerged 

artefacts are advanced hearing devices, which provide a unified product based on the AirPods and a 

hearing aid by offering various essential applications, which are also based on the firm’s philosophy 

of simplicity by design.  

 

Figure 67:  Describing a Hearing Aid app Designed for the iPhone 
Source: Apple, 2020 

The whole control of the hearing aid can be easier done as displayed in Figure 67 above. The 

serendipity based on the design-search-space provided and described here is a solid example of a 

market(ing)-within dimension of the DDL and the various options that the hardware-software 

iterative-feedback-loops, which are designed by a single firm and its eco-systems can contribute 

towards unconcealing product-semantics within the spectrum of designerly transcending possible-

worlds of the cyber-physical realities.  
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Design reasoning is a co-evolving activity derived from customer’s embeddedness within the cyber-

physical realities, which must be structured within the dynamics of “co-evolution” derived out of this 

dissertation, where experienced designers are the mobilizers and cultivators of the gigantic force of 

customer-as-a-designer-disruption. They tend to have much structural knowledge of a deliberate (and 

emergent) strategies to navigate the complex and creative challenges of coming up with both an 

artefact and its functioning principle that are intertwined to the achievement of a specific value and 

meaning (Dorst, 2011). These strategies are founded within the development or adoption of a 

designerly frame of reference (Dorst, 2011; Schön, 1983; Simon, 1969). In terms of the equation 

presented in Abduction-2 within Table 10, a ‘frame’ can be established as the general implication of 

applying a certain “functioning principle”, whereby designers will obtain a specific value (Dorst, 

2011).  

According to Simon (1969), this frame could be explained on the following manner: “Identification 

with an organization also has a cognitive component, for members are surrounded by information, 

conceptions and frames of reference quite different from those of people outside the organization or 

in a different organization. As creatures of bounded rationality, incapable of dealing with the world 

in all of its complexity, we form a simplified picture of the world, viewing it from our particular 

organizational vantage point and our organization's interests and goals”. Hence, this dimension of 

bounded rationality can be avoided by the integration of the co-evolutionary phenomena of 

customers’ self-organization based on the technologically driven possibilities of self-actualization 

that the artefacts’ semantics can provide by the designerly driven organizational eco-systems that 

have the requisite varieties (Ashby, 1958) to produce a design (Dasein), which is a thrown projection 

of possible worlds (Heidegger, 1927). 

The co-evolutionary design produces varieties as new forms that have not existed avant la lettre, 

whereas feedback filters out the emerging concepts in a way that only those that are well fitted to the 

marketplace of meaning (Gegenschwung der Bedeutsamkeit) will survive, hence according to 

Darwinism, the genetic mutation and crossover of chromosomes are the principal generators, and 

natural selection is the test of the validity (Simon, 1969). Marketing and design muse one another and 

thus, marketing will be better off if the field chooses to take design as its logic in substitution of pure 

economics. 
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Outlook on future research  

In essence the contributions this conclusion section delivers a closure within the realm of theorizing 

for adequate research contributions in the future. The author, therefore, pinpoints and highlights the 

scientific contributions of this dissertation. Furthermore, the author gives an explicit outlook on the 

possible and necessary future research steps, which would add value within the stream of this re-

search. 

The dissertation is founded within the Archerian tradition of ‘Design’ as the missing link and lens of 

education as an additional topology of human knowing and education alongside the dimensions of 

sciences and the humanities (digital humanities) (Archer, 1976, 1979). While, much and to some 

extent justified credit has been given to Simon (1962, 1996) as the father of the design science para-

digm, the author has postulated a contemporary and new foundation for reinvigorating the debate of 

seeing the professional schools from a “Design Weltanschauung” instead of the pure scientific ab-

straction via the lenses of ‘Design’ as a holistic and structured manner in marketing. 

The dissertation concentrates on how a solid rapprochement between marketing and design could 

contribute towards the enhancement of marketing theory, while concurrently enhancing the validity 

of design as a solid lens, whereupon marketing could establish a designerly path of contributions 

towards a more functioning and sustainable society. 

Based on the holistic nature of the dissertation the author has established that marketing as a dominant 

field within the managerial discourse and sciences needs to start opening conversations with other 

sciences and fields. As the essentiality of the role of marketing as the pivotal organ of an organization 

that connects the firm to the societies and the environment in general has increased over the years, 

many concerns that the author has addressed through-out the dissertation have also aroused that would 

require solid academic attention and further pursuits. These dimensions are established in the follow-

ing manner: 

1. The dearth of indigenous theory-building capacity within marketing is in a constant state of 

decline. Over the years much reliance has been given to a more theory-importing modus op-

erandi in marketing scholarship and research in comparison to other disciplines. The author’s 

foundational models designed within this dissertation such as: 1) the Design Weltanschauung 

(DWA); 2) the Design Dominant Logic (DDL), 3) The established shift within the modus 

operandi of marketing in terms of the notions of market(ing)-within; 4)  and the enhancement 

of the co-evolutionary phenomenon of marketing cultivation extending the foundation of co-
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creation as the necessary embodiment of firm and market relations are solid paths for extend-

ing and empirically driven research pursuits in the future. 

 

2. The lack of conceptual papers within the essential marketing journals has also been 

established. The author has taken this dimension of the gap within the theory-building 

capacity of marketing science very seriously and has written and published all of the 8 

included papers with the structure of the main body of the dissertation by means of conceptual 

only publications. Here the author has given an answer to the numerous calls for more 

conceptual and theoretical contributions in marketing (Key, et al 2019; Vargo and Koskela-

Huotari, 2020; Varadarajan, 2020; Hulland, 2019; MacInnis, 2011; Yadav, 2010). Based on 

the foundations established here within this dissertation, many additional streams of research 

could be opened in terms of establishing marketing via the lens of design to establish much 

ground for more robust scientific foundations e.g. systems sciences, cybernetics and 

philosophical ontologies towards a more robust foundations of theory-building capabilities, 

thus conceptual and holistic articles in marketing establish much discussions and discourse 

within the field, wherein  scholars from a diverse field could start productive dialogues among 

themselves, thus,  transcending disciplinary boundaries (Varadarajan, 2020). 

 

3.  The foundational gaps within marketing science, which laid the ground of a solid situational 

analysis by the author are essential dimensions for extending the research within marketing: 

a. The rise of AI (ML, DL, DS etc.) as established by the author in diverse publications 

(Kamran and Reshani, 2020a; Kamran and Reshani, 2020b and Kamran et al 2020a 

&b) have demonstrated a solid need for a more research within this dimension, thus 

the field of marketing needs a marketing definition and interpretation of AI and needs 

to reverse the contemporary trend of an AI-definition of marketing that has had 

negative implications on the field. 

b. The essential dimension of the globally converged society in terms of culture, 

awareness and access to education, capital and information, values and concerns as 

established within many publications through-out the dissertation embody a global 

movement for sustainability that needs to be addressed by marketers. This enables 

marketing to pivot towards many sciences that must be engaged together to solve 

holistic challenges, which do not respect academic and artificial boundaries. This 

situation establishes also a solid field for many fruitful academic contributions. While 

sustainability in marketing is not a new dimension, however, this foundation must be 
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put within a unified framework that embodies a holistic and general validation. Hence, 

marketing must deliver a new social contract in terms of enhancing the theory towards 

a more “just and fair” capitalism, hence freeing marketing form the boundaries of 

corporate “do-gooding” and “GREEN-framework” of sustainable marketing that is not 

essentially structured as a whole, towards a shared value dimension (Porter and 

Kramer, 2011) of making the essence of doing good a competitive advantage and thus 

to establish a value-based-marketing as the “new profitable” (Lund, 2016). 

c. The cybernetics of an adequate response within marketing is the foundation of 

managing marketing enterprises in the contemporary era of the TUNA-environment 

(turbulent-uncertain, novel-ambiguous). We clearly see the failures of the top-down 

managerial foundations that are based on control in terms of constraining the self-

organizing capacities of the organizations to evolve towards a more robust self-

organizing Eigenvalues, which deliver functioning Eigen-behaviours that actually can 

cope with emerging complexities of today based on scientifically established laws of 

management as Ashby’s Law. Requisite varieties that the firms produce in terms of 

their collective intelligence in time and space are the self-organizing forces that 

differentiate the firms that adequately sense and deliver an agile response ensuring the 

resilience of the GVCs needed to operate in the complexity-driven global markets of 

today. Here, marketing needs to establish a solid path towards an eco-systemic 

thinking and indigenous robust theory, whereupon the viable organizations could be 

navigated, and their homeostasis maintained.  

d. The limitation of traditional marketing theory founded within the boundaries of 

economics needs to actualize its raison d’être towards a designerly foundation that 

actually can establish what marketing is contemporary defined. The most established 

and globally valid definition of marketing is described as follows: 

“Marketing is the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for customers, 

clients, partners, and society at large” (AMA - Approved 2017). While, here we see a 

clear demonstration of the diverse and concurrently jobs of marketing: 1) CREATE; 

2) COMMUNICATE; 3) DELIVER, most academic contributions have majored in 

minors, hence they have heroically defended the notions of reductionism in a field that 

has holistic obligations towards the organizations and the society at large. While 

marketing may deploy reductionist sciences to solve a challenge or to contribute 

towards producing an artefact (product), however, marketing must embrace holistic 
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contributions that actually have the capacities execute the holistic mandate the field 

has established in its own definition. Here much ground for a holistic research is 

paved, wherein diverse streams of future research could be established. 

 

4.  Design and marketing muse one another in terms of a functioning society based on the 

functioning truth and not purely the metaphysical truth. Based on the abductive logic of design 

only a meaning-laden value based un-concealment of that, which does a job in a stakeholders 

(customers and consumers) life is a valid pragmatic truth. Phenomenology is the philosophy 

of everyday life and hence according to Heidegger the foundation of Zuhandenheit (ready-at- 

hand), whereby man challenges the given-ess of the Vorhandenheit. The author has 

established a foundation for additional philosophical discourses within the field of design and 

marketing, whereby a shared logic of a pragmatic-phenomenologically intertwined logic 

would enhance the state of theory and practice within the realm of a marketing and design 

rapprochement.  

 

5. The integration of Heideggerian philosophy and sciences (Heidegger-Wissenschaften) 

establish a path towards a much richer marketing theory-building and robust foundation 

towards the contemporary evolution and transcendence of marketing towards the humanities 

(digital humanities). Hence the following essential streams of humanities were shaped by 

Heidegger:  

a. Existentialism Sartre (1943) (Being and Nothingness: An Essay on 

Phenomenological Ontology (L'Être et le néant: Essai d'ontologie 

phénoménologique); Merleau-Ponty (1945) Phenomenology of Perception 

(Phénoménologie de la perception) 

b. Hermeneutics Gadamer (1960) (Truth and Method) 

c. Postmodernism and post-structuralism Michel Foucault (1969) The Archaeology of 

Knowledge; Derrida (1967) (Of Grammatology), wherein the consequential 

dimensions of deconstruction were introduced “Différrance”, “Speech and 

Phenomenon” and “Writing and Difference”. While the dimensions above are only a 

fraction of the possibilities of what phenomenological research may bring to enrich 

the fields of marketing, however, they are the most consequential streams that offer 

much theoretical input and output from the field. Hence, marketing could establish a 

much solid role enriched by and embedded within the dimensions of humanities.  The 

three streams illustrated above deliver a solid ground for marketing scholars to 
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embrace the phenomenological discourse established by incorporating Heidegger and 

Husserlian phenomenology within the marketing discourse and foundational research 

and publications.  

The author has also published two additional papers that further substantiate the practical implications 

of the dissertations’ insights within the community of marketing and AI-scholarship, for which the 

author has delivered a foundation of rapprochement form designerly perspective. Thus, these addi-

tional publications further validate the essential dimensions covered here through-out the disserta-

tions. 
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APPLICATION INTO PRACTICE 

History of the paper  
This paper is also founded within the triad of the creative solution space. The designed model 

embedded within the “testing” part/paper is a model of a systemic symmetry for designing robust 

marketing possibilities that are embedded within the practice and embracing the rapprochement of 

marketing with technology represented here on the example of the marketing practice within the 

virtual (VR), augmented (AR) realities and how they can be bridged with AI technology within a 

solid marketing model. 

This paper, represented here in terms of an extended abstract was accepted:  

Kamran, Qeis and Schmidt, Gerrit (2020): Towards a Coalescence of AR/VR and AI in Marketing, 

2020 Conference on Artificial Intelligence, Machine Learning, and Business Analytics Virtual 

Conference December 10-11, 2020, organized by Co-organized by Stern School of Business, New 

York University, Heinz College, Carnegie Mellon University and Fox School of Business, Temple 

University- Virtual 

(https://www.fox.temple.edu/institutes-centers/global-center-for-big-data-and-mobile 

analytics/conferences/) 

Another essential dimension of practicality is also demonstrated within the second 

publication/presentation, which the author includes below, wherein a possibility of realizing the 

AGMI model discussed within the dissertation is within these two additional publications 

demonstrated. This practical approach was accepted: 

Kamran, Qeis and Reshani, Ard (2020): Towards an Evolving Logic of Artificial General 

Marketing Intelligence (AGMI), 2020 Conference on Artificial Intelligence, Machine Learning, and 

Business Analytics Virtual Conference December 10-11, 2020, organized by Co-organized by Stern 

School of Business, New York University, Heinz College, Carnegie Mellon University and Fox 

School of Business, Temple University- Virtual 

(https://www.fox.temple.edu/institutes-centers/global-center-for-big-data-and-mobile-

analytics/conferences/) 
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Extended Abstract: Towards a Coalescence of AR/VR and AI in Marketing 
Qeis Kamran – Academic Director at International School of Management, Dortmund/ and Research 

Scholar at the University of Twente. 

Gerrit Schmidt – Master Student at International School of Management, Dortmund 

Contact information: For further information, please contact Qeis Kamran, 

qeis.kamran@ism.de 

Keywords: Augmented reality, virtual reality, artificial intelligence, marketing, deep learning 

Description: This conceptual paper focuses on the convergent application of AR and VR 

technologies with contemporary advances in AI as an embodiment of technology and marketing 

rapprochement.  

Introduction 

The field of marketing has always been heavily affected by contemporary technological 

developments especially since the world has embarked upon the globalization of totality (Kamran, 

2020; Kamran et al., 2020). The introduction of social, local, mobile and cloud computing 

technologies (SOLOMOCLO) embodied milestones that have shifted towards a ubiquitous unity of 

the cyber-physical reality has given us a massive amount of data and information which with the rise 

of the 5G technology will increase exponentially. Nonetheless, the rich data humanity has access to 

has always been trapped within 2-dimensional screens whereas the real world has always been 

observed by a 3-dimensional natural perception of reality. Augmented and virtual reality (AR/VR) 

are two technologies that close this gap between the limited visualization capabilities and the massive 

amount of data to be observed and processed (Porter and Heppelmann, 2017). Simultaneously, 

artificial intelligence (AI) is significantly growing and has had vital implications on contemporary 

marketing (Davenport et al., 2020b) and which has pivoted to a future of marketing transcending 

towards digital humanities (Kamran et al., 2020). The combination of both technologies would create 

many potential benefits for the organization aligning to co-evolutionary relations of customer and 

firms towards many possibilities of experience innovation (Kiruthika and Khaddaj, 2017; 

Lampropoulos et al., 2020; Prahalad and Ramaswamy, 2004).  

Therefore, marketing scholars and practitioners have yet to answer:  

1) Is there a need in converging of AR/VR with AI in marketing?  

2) How to implement this convergence in a marketing reality of the firms? 
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3) Which possible threats can occur when implementing these technologies? 

This research paper aims to answer those questions by informing the reader of the contemporary 

technological possibilities to realize this convergence supported by case studies from current 

examples highlighting the effectiveness of the combined use of AR/VR and AI in the field of 

marketing which has not been researched to a high degree when comparing it to other scientific 

disciplines. 

Summary of findings 

Former key theoretical and empirical findings 

The dualities between AR/VR and AI have been extensively researched in a vacuum. Even highly 

acclaimed researchers from the field of strategic management are seeing significant potentials in 

AR/VR and its beneficial impact not only on marketing but on the whole value chain of ecosystems 

(Porter and Heppelmann, 2017). The same applies to AI (Davenport et al., 2020b). Nonetheless, on 

their own, some applications still lack effectiveness. The sole use of simple chatbots for example can 

reduce purchase rates significantly and has a high potential for improvement (Luo et al., 2019). The 

use of AR or VR could increase customer satisfaction dramatically in such cases because virtual 

avatars might create higher customer confidence. Such combinations have not been extensively 

researched within the field of marketing whereas in other disciplines such as medicine various studies 

have been published substantiating positive impacts of combining both streams of technology. The 

simulation of training and surgeries, for example, has been significantly improved by the integration 

of machine learning (ML) (Winkler-Schwartz et al., 2019), while other positive examples of 

enhancing the combination of AR/VR and deep learning (DL) applications have been illustrated in 

latest research (Lampropoulos et al., 2020; Lin et al., 2018; Lalonde, 2018; Englert et al., 2019). 

Possible fields of implementation in marketing 

The first application field where AR/VR and AI complement each other can be seen in the creation 

of content for these applications. AR  software development kits (SDKs) for example are all based 

on AI leading to a much more user-friendly process of content creation for AR smartphone 

applications (Lampropoulos et al., 2020). Additionally, the central features of modern AR tracking 

technology build upon AI, especially deep learning features. It enables object recognition and 

supports in mapping and scanning the environment of the augmented virtual element (Lalonde, 2018). 

IKEA, one of the pioneers in using AR and VR for marketing purposes is already using such features 

in the “IKEA Place” application for smartphones. With the support of AI, the AR app is not only able 

to position IKEA items in the spaces of the user but it also detects furniture in the room and suggests 
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similar IKEA products based on the specific user preferences (Coldewey, 2018; Ozturkcan, 2020). 

This personalization of content is another advantage of the symbiosis of mixed reality and AI. The 

application can tailor fit the experience to the user based on previous behaviours similar to current 

AI-supported e-commerce. Connecting this to a sales channel of the organization leads to an effective 

touchpoint in the customer journey (Shamshoddin et al., 2019).  

Another ability to combine the AR/VR with AI is virtual assistance embraced by a voice or even an 

animated shop assistant in terms of an avatar. Speech recognition and AI enables virtual support to 

answer specifically to the questions of the users (Kepuska and Bohouta, 2018). DL and experience 

from further conversations lead to more and more sophisticated outcomes (Lampropoulos et al., 

2020). The interactions the user can exchange with the virtual environment, as well as the behaviour 

of the virtual personas, can also be designed with the support of DL in a much more convenient way 

by comparing it to traditional coding. By giving the learning algorithm examples of movements and 

interactions of real people, it can create a model which can interact with the input of the user in the 

finalized VR application. This process is a solid example (Gillies, 2018), while empirical research 

underpins the notion of inclusion of agents with a virtual body increasing the user’s confidence in the 

agent’s abilities and trustworthiness (Kim et al., 2018). 

Market research is another field beneficially impacted by combining AR/VR and AI. AI-supported 

eye-tracking of contemporary VR head-mounted displays enables organizations gaining valuable 

insights in terms of shopping behaviour.  Additionally, retailers can test new store concepts and 

designs as well as new product displays (Alcañiz et al., 2019). Furthermore, highly complex products 

that presuppose high customer involvement like cars can benefit from the convergence of the 

technologies. The “BMW M Virtual Experience” VR application, for example, utilizes eye-tracking 

for 1) foveated rendering to improve the graphical quality of the visualization and 2) for creating heat 

maps of special areas of interest of the application user leading to business intelligence improvements 

to a significant degree (VIVE Blog, 2019). 

Possible challenges arising from the implementation of the technologies 

The implementation of AR/VR and AI into the marketing activities of an organization, while it is 

occupied by many merits to count, it simultaneously creates multiple challenges because various areas 

of the firms are impacted. For example, the training of employees, hardware maintenance and a 

significantly higher degree of complexity in terms of legal regulations, user privacy and data security, 

which are essential areas of organizational concerns (Kiruthika and Khaddaj, 2017). The collecting 

of data from the user needed to feed the algorithm with information to achieve a better user experience 

embodies a problem in many jurisdictions, wherein the legal disputes have to be prevented for the 
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ubiquity of the innovation. Furthermore, shifting marketing activities and sales channels into an 

interactive virtual world makes the organization much more vulnerable to attacks by cybercriminals 

(PricewaterhouseCoopers, 2020). 

Statement of Key Contributions  

The combination of AR/VR and AI offers many possibilities for marketing activities and is from vital 

importance for their effectiveness. Modern AR applications like “IKEA Place” emphasize how good 

the technologies complement each other by improving the user experience with aspects like object 

recognition and suggestions based on user behaviour. AI enables the convenient creation of AR and 

VR content without the need for complex coding. Furthermore, virtual avatars are enabled to interact 

and move based on human behaviour when utilizing AI-based learning algorithms in the creation 

process of AR/VR experiences. This significantly increases the effectiveness when comparing it to 

the separate use of the technologies. Nonetheless, organizations have to cope with the complexity 

connected to the introduction of new technology especially in the fields of legal regulations and 

cybersecurity.  

This conceptual paper gives practitioners and marketing scholars an overview of possible marketing 

measures including a brief overview of contemporary technologies. Nonetheless, organizations need 

to tailor fit them to their needs and types of product. To make the right decisions and preventing high 

investments that turn out to be unsuccessful is vital to building up resilience in today’s complex and 

rapidly changing field of marketing. 
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Keywords: marketing theory, design science, artificial intelligence, machine learning, deep learning. 

Description: This conceptual paper focuses on the convergent application of top strategical models 

with AI to establish a robust marketing control system which would enable strategic marketing 

professionals designing solid global marketing campaigns. Thus, establishing the organizational 

homeostasis in turbulent times.  

Introduction 

In the contemporary era of a globalization driven by hyper-connectivity and AI, marketing theory 

needs to develop its own interpretation of what intelligence means and how to integrate AI into a 

marketing logic. It is vital for marketing to transcend into the essential role of relating the firm to its 

wider environment and establish the role of intelligence in a logic beyond computation (Kamran et 

al. 2020). The designed framework of AI coined as artificial general marketing intelligence (AGMI) 

is holistic and understands the nature of rising data to be unstructured and that absorbing data requires 

a solid organizational structure that has the capacity of absorbing data in the right manner and within 

the right channel. Marketing professionals from the academe and practice are in desperate need of a 

marketing framework that gives them a robust model, whereupon they can cope with the diverse 

challenges of the contemporary rate of a complex and globally interconnected market reality. The 

path of intelligent behaviour from a marketing lens is a promising path, whereupon the AGMI 

framework can be put into a solid application, hence, to be tested as a powerful diagnostic tool for 

marketing, thriving in a changing environment. By aligning the fields of traditional marketing and 

AI, the AGMI framework is designed in a way that it can be brought into a cohesive whole within the 

structural dynamics of an intelligent marketing organization. While artificial general intelligence 

(AGI) was the original focus of computer scientists, the notion of narrow AI became the locus of 

innovation within the AI-scientists’ milieu due to the nature of difficulty and complexity of AGI 

(Kamran et al.2020). Henceforth, for marketing of the contemporary era, the design of a hybrid and 

holistic embodiment of AI to be conceptualized will lead towards an evolving logic of AGMI. AGMI 
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is a framework which is capable of integrating the collective knowledge of the organization and 

designing a marketing interpretation of AI in an ethical, sustainable, and multicultural fashion. 

The Design of an Artificial General Marketing Intelligence  

The framework serves as a platform of a ubiquitous control system of general intelligence by bridging 

the fields of marketing and AI. It kicks-off on the left side by defining and visualizing the holism of 

the cyber-physical reality within our environment, wherein the contemporary market reality has 

transcended from pure markets to globally-interconnected societies and in order to compete in the 

physical marketspace one has to perquisite conquering the cyberspace’ avant la lettre. It then advances 

deeper in the field of modern marketing by identifying the demands on marketing and the 

determinants of sustainability and viability mapped into three streams: (1) organizations, (2) society 

and, (3) environment (Kamran et al. 2020). The sustainability and viability determinants of marketing 

suggest that the field needs to embrace the transcending role of AI from an enabler to a stakeholder 

in decision as the organizational homeostasis and autopoiesis are essential especially in the cyber-

physical reality and TUNA environment of today (Ramírez et al., 2010). Marketing has pivoted 

towards becoming a field under its own right and transactional marketing has been overwritten by co-

creational and co-evolutional marketing relations, wherein customers can self-actualize, and firms 

can maintain their long-term viability. On the other hand, the global movement for sustainability and 

the rise of AI pushes marketing beyond the roam of pure economic lens and produces a marketing 

reality wherein traditional marketing achieves its limitations. Furthermore, the third part leads us 

towards an AI-embodied theory of marketing wherein modern marketing embodies the 3-ply role 

based on a model-based-management lens. From the presentation of the cyber-physical reality and 

the advancement towards the demands on marketing, the AGMI framework provides us with a set of 

AI tools and strategic management models through the definition of the 3-ply recursive structure of 

organizational embodiment for viability. Viability in essence, is founded within the recursive nature 

of managing three organizational spheres concurrently. The normative layer aims to maintain 

organizational viability by focusing on human level intelligence and aspiration within the employed 

AI tools such as the Turing test and the Meta-level rationality. The objective of the strategic layer is 

to design possible futures by applying the most essential strategic management models (Dynamic 

Capabilities, Core Competencies, Organizational Ambidexterity, Complementors, and Value 

Disciplines) to connect the firm to its most adequate possible futures and achieve an organizational 

transformation. Finally the operations layer merely focuses on the homeostasis of the firm’s global 

ecosystem by cybernetics of ubiquitous feedback mechanism to ensure efficiency and effectiveness 

in operations through the chosen tools (Marketing Advanced Mix, Weak Signals Scan, Pattern-
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recognition, and System Dynamics). The last bit of the framework, the artificial neural networks, is 

projected to absorb all the input deriving from the cyber-physical environment, modern-marketing 

environment and demands, and the chosen AI tools and strategic management models. In the logic of 

integrating AGMI, firms now the capacity to process all the unstructured data in the sense of 

segmenting them into the triple streams of information channel receivers and make them available by 

designing separate ML algorithms that would give the data a solid cybernetics integrity to be used by 

the three different spheres of the firm adequately. Each channel has to achieve a different but 

collective objective by contributing to the overall fitness of the marketing organization; thus, 

marketing could be regarded a firm’s organ that keeps a well-balanced cohesion between the 3-ply 

recursive embodiment of the firm intelligence coping with the complex and dynamic environment. 
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Figure 68:  The design of AGMI with a neural network model of deep learning. 
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Conclusion 

The exponential rise of technology and the emergence of AI-driven marketing has underlined a 

continuous getaway of the strategic path between AI-driven and traditional marketing. The shift of 

markets from linearity of growth towards the TUNA environment of complexity has caused a rise in 

difficulties for firms as their struggles continue with the emergence of different crises and the 

continuous shrinking time for response in the market. This emergence of AI-driven marketing and its 

elements, in combination with the transition of marketing from a goods-centred view towards a 

service-centred view wherein the logic of co-creation and co-evolvement prevails, have been viewed 

as key driving forces of change. The new globally interconnected cyber-physical environment with 

all its elements, has proven to be difficult for the theories and models of traditional marketing, which 

in a way have reached their limitations after being around for a long time.  

 
Figure 69:  Bridging the gap between traditional and AI-driven marketing with AGMI model applied. 

As illustrated in the Figure 69, the design of an AGMI framework leads us towards a reduction of the 

gap between AI-driven and traditional marketing by being a ubiquitous control system of general 

intelligence which serves as a bridge between the two fields. The AGMI platform establishes that 

intelligence is beyond computation and requires from a marketing Weltanschauung that the firm 

understands the importance of the recursive nature of steering the organization within the logical 

spheres of operations, strategy, and a meta-layer. Hence, this notion requires the recognition of the 

various nature of coping with the information gained from the environment by the triad lens in 

designing the channels of communication. To convert the unstructured and ill-defined data, marketing 

scholars are advised to set up an organizational embodiment, which with the amplification of AI has 

the capacity of distinguishing the nature and the integrity of the data. The path of intelligent behaviour 

from a marketing lens is a promising path which advances the fields of marketing and AI towards 
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each other with the AGMI framework as a bridge, waiting to be tested as a powerful tool of diagnosis 

for marketing desperately needed from marketers and organizations in the environment of today. By 

aligning these two fields, a cohesive whole within the structural dynamics of an intelligent marketing 

organization is brought. Thus, indicating that AI is a means for marketing to be interpreted within the 

context of organizational homeostasis and that the dimension of marketing myopia beyond the single 

regime of sales and growth needs to be constructed. Organizational viability and growth sustainability 

of the firm depends on the total fitness of the firm, wherein the role of marketing is pivotal, and the 

involvement of AI together with its elements is key. 
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profound changes in human history that are coming 
soon. 
 
Artificial Intelligence helps choose what books you 
buy, what movies you see, and even who you date. 
It puts the "smart" in your smartphone and soon it 
will drive your car. It makes most of the trades on 
Wall Street, and controls vital energy, water, and 
transportation infrastructure. But Artificial 
Intelligence can also threaten our existence. In as 
little as a decade, AI could match and then surpass 
human intelligence. Corporations and government 
agencies are pouring billions into achieving AI's 
Holy Grail—human-level intelligence. Once AI has 
attained it, scientists argue, it will have survival 
drives much like our own, and that we may be 
forced to compete with a rival more cunning, more 
powerful, and more alien than we can imagine. 
 
In this contribution, George Luger captures the 
essence of artificial intelligence & solving the 
complex problems that arise wherever computer 
technology is applied. He presents the fundamental 
concepts of the discipline first then goes into detail 
with the practical information necessary to 
implement the algorithms and strategies discussed.  
 
This book is an introduction to multiagent systems 
and covers the main issues in theory and practice of 
multiagent systems in a way that is accessible to 
anyone with a basic background in computer 
science 
 
The book presents approximate inference 
algorithms that permit fast approximate answers in 
situations where exact answers are not feasible. It 
uses graphical models to describe probability 
distributions when no other books apply graphical 
models to machine learning. No previous 
knowledge of pattern recognition or machine 
learning concepts is assumed. 
 
“Can machines think?” This should begin with 
definitions of the meaning of the terms “machine” 
and “think”. The definitions might be framed to 
reflect so far as possible the normal use of the 
words, but this attitude is dangerous. If the meaning 
of the words “machine” and “think” are to be found 
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by examining how they are commonly used it is 
difficult to escape the conclusion that the meaning 
and the answer to the question, “Can machines 
think?” is to be sought in a statistical survey such as 
a Gallup poll. 
 
This book brings in a perspective of Artificial 
Intelligence from the Marketing perspective and 
gives multiple illustrations and models which tend 
to identify bridges and distances between these two 
fields. 
 
Gentsch contributions in the field of AI are of a high 
significance as he gives multiple assumptions 
regarding the latest developments in this field and 
gives the reader a new business/management related 
dimension of AI. In his book “AI in Marketing, 
Sales, and Services” he provides an easy-to 
understand guide to assessing and evaluating the 
value and potential of AI in this sector (Gentsch 
2018). He uses multiple case studies and examples 
to point out that AI and Algorithmics have already 
optimized and automated production and logistics 
processes, and now is time to unleash AI on the 
administrative, planning and even creative 
procedure in marketing, sales and management 
(Gentsch 2018). Furthermore, Gentsch in his paper 
“AI eats the world” one year later expands his 
assumptions where he claims that AI has catered for 
an immense leap in development in business 
practice and that it is increasingly addressing 
administrative, dispositive and planning processes 
in marketing, sales and management on the way to 
the holistic algorithmic enterprise (Gentsch 2019d). 
He also touches on the topic of big data and its 
emergence where he describes it as the analysis of 
huge amounts of data that is generated by the 
spreading of internet, social media, the increasing 
number of built-in sensors and the internet of things, 
etc (Gentsch 2019a). In another contribution of his 
where he talks about neuronal networks, he argues 
that even if these networks and the approach of sub-
symbolic AI dominates today, the field of research 
was dominated by the symbolic approach for a very 
long time (Gentsch 2019c). He acknowledges the 
classical approach by John Haugeland called 
“Good-Old-Fashioned Artificial Intelligence” 
(GOFAI) as he believes that this approach defined 
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the rules to come to intelligent conclusions 
depending on the input. Going more into depth, 
Gentsch has also written about recent topics such as 
the topic of bots for which he acknowledges Joseph 
Weizenbaum for developing the ELIZA computer 
program that demonstrated the possibilities of 
communication between a human and a computer 
via a natural language (Gentsch 2019e). This is for 
sure a major development in the field of AI and it is 
now used in different ways from different firms and 
organisations. In his last contribution, Gentsch talks 
about the future practices and challenges in the field 
of AI and Marketing, where he expresses his beliefs 
about a future world in which unlimited information 
is available on unlimited computers, ultimate 
decisions will be generated in real time and 
processes will be controlled objectively (Gentsch 
2019b). 
 
This is a classical business-related AI book which 
focuses on multiple ways in which AI can be 
utilized for various business applications, especially 
for product innovation and marketing. This 
contribution gives the reader a very business-related 
perspective and serves as a bridge between AI and 
marketing as different chapters touch upon 
business-related subjects. 
 
This paper is a literature review of AI-based systems 
applied to marketing from 1970 to the present day 
with a special focus on applications in industrial 
marketing. It is a very detail-oriented literature 
review along with conclusions and future insights 
 
In this contribution the authors point out the 
relevance of AI agents by claiming that they are 
redefining the roles and rules of the marketing 
game. AI marketing agents are improving simple 
and complex marketing activities on a daily basis. 
For example, the Virtual Personal Shopping 
Assistants (VSPAs) are now able to learn 
consumers’ tastes and preferences, predict their 
needs, and optimize their product purchases. Thus, 
indicating that such agents can make the life much 
easier for marketing professionals if used 
adequately. 
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Moving forward to the algorithmic marketing part, 
the book from Katsov is a classic introductory book 
for this field as it serves as a guide to advanced 
marketing automation for marketing strategists, data 
scientists, product managers, and software 
engineers. The book covers main areas of marketing 
that require programmatic micro-decisioning - 
targeted promotions and advertisements, 
eCommerce search, recommendations, pricing, and 
assortment optimization. 
 
Another classic book regarding algorithmic 
marketing is the one from Artun & Levin as they 
provide a very clear blueprint for navigating the 
transition from creative marketing to data-driven 
marketing. This book gives very useful insights on 
how to use different machine learning technologies 
and improve customer acquisition and customer 
growth. 
 
Similar to the Predictive Marketing book, this is 
another piece of literature that serves as a guide to 
the specific analytical challenges faced by the retail 
sector nowadays. Different techniques and 
methodologies such as elasticity modelling, 
discount strategies, targeted marketing, and loyalty 
design are treated in a very detail-oriented way by 
the author. 
 
ML and DL are two very hot topics in the era of AI 
and Murphy’s book is one of the most cited 
contribution in the literature of these two. He covers 
the topic in a very detail-oriented way by providing 
all sorts of information, methods, and assumptions 
regarding ML and DL. ML provides today’s Web-
enabled deluge of electronic data calls for 
automated methods of data analysis. These 
developing methods can automatically detect 
patterns in data and then use the uncovered patterns 
for future predictions. 
 
This paper talks about deep neural nets and presents 
a simple strategy to prevent neural networks from 
overfitting. Deep neural nets with a large number of 
parameters are very powerful machine learning 
systems and overfitting is a major issue in such 
networks. “Dropout” is a way on how to address this 
problem. The authors present this strategy as a 
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solution to this very well-known problem which 
shows that dropout as a strategy improves the 
performance of neural networks on supervised 
learning tasks in vision, speech recognition, 
document classification and computational biology, 
obtaining state-of-the-art results on many 
benchmark data sets. 
 
This study presents a residual learning framework to 
ease the training of networks that are substantially 
deeper than those used previously, due to the fact 
that deeper neural networks are more difficult to 
train. Instead of learning unreferenced functions, 
they reformulate the layers as learning residual 
functions and provide comprehensive empirical 
evidence that show that these residual networks are 
easier to optimize.   
 
Training Deep Neural Networks is complex due to 
the fact that the distribution of each layer’s input 
changes during training, as the parameters of the 
previous layers change (Ioffe and Szegedy 2015). 
As a result, the process slows down the training by 
requiring lower learning rates, thus making it harder 
to train models with saturating nonlinearities. The 
method that is provided by Ioffe & Szegedy to solve 
this problem draws its strength from making 
normalization a part of the model architecture and 
performing it for each training mini-batch. Batch 
normalization is an improved tool or strategy and in 
some cases it eliminates the need for dropout. 
 
Convolutional Neural Networks (CNNs) have been 
established as a powerful class of models for image 
recognition problems (Karpathy et al. 2014). This 
study provides an extensive empirical evaluation of 
CNNs on large-scale video classification by using a 
new dataset of 1 million YouTube videos belonging 
to 487 classes. The main reason behind this study is 
to train the robot and increase its accuracy 
significantly for image recognition, thus, training it 
to analyse people from many different angles and 
perspectives. 
 
Another similar recognition technique is the 
Microsoft Common Objects in Context (COCO), 
which is typically used for object recognition. The 
aim is to advance the state-of-art in object 
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recognition by placing the question of object 
recognition in the context of the broader question of 
scene understanding (Lin et al. 2014). This is 
achieved by gathering and collecting images of 
complex everyday scenes contain common objects 
in their natural context and positions in order to 
familiarize the tool with the art of context. 
 
Scene recognition is another relevant feature in the 
recognition technology as it is one of the hallmark 
tasks of computer vision which directly allows the 
definition of a context for object recognition (Zhou 
et al. 2014). The tremendous progress that has been 
made in object recognition tasks comes as a result 
of the availability of large datasets like ImageNet 
and the rise of CNNs. 
 
The advancement of neural information processing 
systems has turned out to be very beneficial in terms 
of increasing the speed and accuracy of those 
systems. This study presents a new framework for 
estimating generative models through adversarial 
nets, by training two models simultaneously: a 
generative model G that captures the data 
distribution, and a discriminative model D that 
estimates the probability that a sample came from 
the training data rather than G. This new framework 
corresponds to a minimax two-player game and 
increases the quality of the information due to the 
increase on its filters. 
 
One of the main contributors in the field of Deep 
Learning, Ian Goodfellow in this contribution 
argues that the core component of most modern 
trackers is a discriminative classifier, tasked with 
distinguishing between the target and the 
surrounding environment (Goodfellow et al. 2014). 
In order to be able to cope with natural image 
changes, this classifier is typically trained with 
translated and scaled sample patches. Based on this 
simple observation Goodfellow proposed and 
analytic model for datasets of thousands of 
translated patches. 
 
This paper aims to provide a timely review on this 
area with emphasis on state-of-the-art multi-label 
learning algorithms. Firstly, fundamentals on multi-
label learning including formal definition and 
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evaluation metrics are given. Secondly and 
primarily, eight representative multi-label learning 
algorithms are scrutinized under common notations 
with relevant analyses and discussions. Thirdly, 
several related learning settings are briefly 
summarized. 
 
One of the most very well-known algorithms for 
high-dimensional data is the nearest neighbor. The 
authors propose new algorithms for approximate 
nearest neighbor matching and evaluate and 
compare them with previous algorithms. The new 
algorithm for matching binary features by searching 
multiple hierarchical clustering trees and show it 
outperforms methods typically used in the literature. 
They argue that the optimal nearest neighbor 
algorithm depends on the data set characteristics and 
describe an automated configuration procedure, 
thus finding the adequate algorithm to search a data 
set. 
 
Written by one of the main contributors in the field 
of deep learning – Ian Goodfellow, he argues that 
deep learning is a form of machine learning that 
enables computers to learn from experience and 
historical data and understand the world in terms of 
a hierarchy of concepts. Due to the fact that the 
computer gathers information and knowledge from 
experience, there is no need for human computer 
operator to formally specify all the knowledge that 
the computer needs (Goodfellow et al. 2016). Thus, 
allowing the hierarchy of concepts to determine the 
computers knowledge by enabling it to learn from 
experience and build on from simpler concepts to 
more complex ones. 
 
Artificial Intelligence for Disaster Response is a 
platform designed to perform automatic 
classification of crisis-related microblog 
communication which enables humans and 
machines to work together and apply human 
intelligence to large-scale data at a relatively high 
speed (Imran et al. 2014). The aim of this platform 
is to classify messages that people post during 
disasters into a set of user-defined categories of 
information. For this purpose, the system 
continuously ingests data from Twitter and 
processes it through machine learning techniques, 
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and finally leverages human-participation in real 
time through crowdsourcing. This platform has been 
successfully tested to classify informative vs. non-
informative tweets posted during the 2013 Pakistan 
Earthquake. 
 
Michael Cox and David Ellsworth were among the 
first who used the term “big data” literally by trying 
to use a term to refer to larger volumes of data for 
visualization. In this contribution O’Leary 
expresses some of his concerns regarding uses of AI 
for big data. 
 
In a broad sense, social media refers to a 
conversational, disturbed mode of content 
generation, dissemination, and communication 
among communities (Zeng et al. 2010). Unlike 
broadcast-based traditional and industrial media, 
social media has torn down the boundaries between 
authorship and readership, while the information 
consumption and dissemination process is 
becoming intrinsically intertwined with the process 
of generating and sharing information (Zeng et al. 
2010). Thus, indicating that the gap is gradually 
being reduced. Based on these facts the authors 
argue that the state of art in social media and 
analytics has direct relevance to AI from either a 
methodological or domain perspective. 
 
Social media growth over the last decade has 
revolutionized the way individuals interact and 
industries conduct business. Individuals tend to 
produce data at an unprecedent rate through 
interaction, sharing, and consuming content through 
social media platforms. Being able to understand 
and process this new type of data and glean 
actionable patterns is challenging (Zafarani et al. 
2014). Social media mining integrates social media, 
social network analysis, and data mining to provide 
a coherent platform to understand the basics and 
potential of social media mining. 
 
The pervasive use of social media has generated 
unprecedent amounts of social data. Social media 
provides an easily-accessible platform for users to 
share different types of information (Gundecha and 
Liu 2012). As a result, mining social media has its 
potential to extract actionable patterns that can be 
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beneficial for businesses, users, and consumers. 
However, social media data are vast, noisy, 
unstructured, and dynamic in nature. 
 
The authors present a data-driven approach to 
generating responses to Twitter status posts, based 
on phrase-based Statistical Machine Translation and 
found out that mapping conversational stimuli onto 
responses is more difficult than translating between 
languages, due to the wider range of possible 
responses, larger fraction of unaligned words and 
phrases, and the presence of large phrase pairs 
whose alignment cannot be further decomposed 
(Ritter et al. 2011). 
 
A user’s personality can be accurately predicted 
through the publicly available information on their 
Facebook profile (Goldbeck et al. 2011). The 
method presented by the authors consists of data 
collection, methods of analysis, and the results of 
predicting personality traits through machine 
learning. 
 
The authors argue that the rise of social bots has 
achieved a very sophisticated level which is 
endangering the online ecosystems and our society 
with their presence (Ferrara et al. 2016). 
 
Social media technologies have been strongly 
advocated by companies to transform businesses 
and improve organizational performance (Luo et al. 
2013). The authors argue that there is a positive 
relationship between social media and firm equity 
value by comparing and analysing the relative 
effects of social media metrics compared with 
conventional online behavioural metrics, and the 
dynamics of these relationships. The results derived 
from vector autoregressive models that tend to 
measure this suggest that social media-based 
metrics are significant leading indicators of firm 
equity value, thus, indicating that the transformative 
power of social media is constantly increasing 
 
Twitter is a rich source of real-time information 
about real-world events, particularly during mass 
emergencies. Whenever something major is 
happening people often use Twitter and share 
content related to the event, thus generating content 
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and creating information. The authors here tend to 
focus on analysing Twitter messages that are 
generated during natural disasters and show how 
natural language processing and data mining 
techniques can be utilized to extract situation 
awareness information from Twitter. Burst 
detection, tweet filtering and classification, online 
clustering, and geotagging are the main drivers and 
enablers. 
 
Green Logistics (GL) is gaining increasing attention 
among academic researchers and industrial 
practitioners as a result of the escalating 
deterioration of the environment and the emergence 
of eco-friendly practices (Zhang et al. 2015). 
Multiple green activities and operations aiming to 
improve the performance of GL have been applied 
synthetically, and most of the activities can be 
modelled as combinatorial optimization (CO) 
problems (Zhang et al. 2015). 
 
Logistics distribution is adaptive, dynamic, and 
open self-organizing system, which is typically 
maintained by flows of information, materials, 
goods, funds, and energy (Simić and Simić 2012). 
The authors summarize different individual bio-
inspired methods where AI and eco-friendly 
approaches are partially used to create a hybrid 
logistics model capable of advancing furtherly the 
distribution problem in logistics. 
 
Distributed Artificial Intelligence (DAI) is a 
dynamic area of research and this book is the first 
comprehensive, truly integrated exposition of the 
discipline presenting influential contributions from 
leaders in the field 
 
In order to meet the needs of the global economy, 
manufacturing and logistics service provision 
enterprises are currently moving towards open 
virtual enterprise collaboration networks 
(Karageorgos et al. 2003). The authors present an 
agent-based approach which supports logistics and 
production planning by taking into account not only 
the production schedules but also availability and 
the cost of logistics service providers. This is 
achieved through efficient negotiation mechanisms 
based on an extended contracting protocol 
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In the responsive logistics information system, radio 
frequency identification can provide visibility of 
product flow and capture real time inventory data. 
Then, the captured data are analysed by an online 
analytical process in order to identify the market 
segment. With advert of artificial neural network, 
the demand pattern is recognized, and the 
corresponding replenishment strategy can be 
formulated (Lee et al. 2011). 
 
Since the late 1970s, AI has shown great promise in 
improving human decision-making processes and 
the subsequent productivity in various business 
endeavours due to its ability to recognize business 
patterns, learn business phenomena, seek 
information, and analyse data intelligently (Min 
2010). The decision making processes that take 
place within the supply chain management and 
logistics department are vital for businesses and 
may cost the firm a lot of money, therefore AI 
utilization and different machine learning 
techniques would be extremely beneficial for this 
sector and would help the business save costs and 
improve processes. 
 
The paradigm shift in Intelligence indicates the 
“new normal” of cyber-social-physical systems 
(CPSS), in which the system behaviours are guided 
by Merton’s Laws. The origin of AI is investigated 
based on which the concepts of hybrid intelligence 
and parallel intelligence are presented (Wang 2016). 
 
The discipline of automation needs a new 
interpretation of its core knowledge and skill set of 
modelling, analysis, and control for cyber-social-
physical systems, and a paradigm shift from 
Newtonian Systems with Newton’s Laws or Big 
Laws with Small Data to Mertonian Systems with 
Merton’s Laws or Small Laws with Big Data (Wang 
et al. 2016). 
 
The Internet of Things (IoT) is an information 
network of physical objects such as sensors, 
machines, cars, buildings, and other items that 
allows interaction and cooperation between these 
objects to reach common goals. Unlike the IoT, the 
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industrial IoT refers in particular to industrial 
environments. 
 
This book includes in-depth coverage of the latest 
models and theories that unify perspectives, 
expressing the interacting dynamics of the 
computational and physical components of a system 
in a dynamic environment. Focuses on new design, 
analysis, and verification tools that embody the 
scientific principles of CPS and incorporate 
measurement, dynamics, and control. Covers 
applications in numerous sectors, including 
agriculture, energy, transportation, building design 
and automation, healthcare, and manufacturing 
 
With the advances in IT criminals are using 
cyberspace to commit numerous cyber-crimes. As a 
result of these advancements, cyber infrastructures 
are highly vulnerable to intrusions and other threats. 
Physical devices and human intervention are not 
sufficient for monitoring and protecting these 
infrastructures and there is a need for more 
advanced and sophisticated cyber defence systems 
that need to be flexible, adaptable, robust, and able 
to detect a wide variety of threats and make 
intelligent real-time decisions(Dilek et al. 2015). 
 
The speed of processes and the amount of data to be 
used in defending the cyber space cannot be 
managed by humans without the help of AI and 
considerable automation. AI applications in cyber 
defense increase the cyber-security at a significant 
rate (Tyugu 2011). 
 
The significance of AI and its applicability to 
business, the emergence of new technologies and 
extended connectivity of systems that underlie what 
is becoming known as the Fourth Industrial 
Revolution (Skilton and Hovsepian 2017). This 
revolution consists of technologies and systems 
such as artificial intelligence, machine learning, 3D 
printing, the internet of things, virtual and 
augmented reality, big data, and mobile networks. 
 
The impact of the industrial and digital information 
revolutions has been substantial on all aspects of our 
society, life, firms, and employment. AI’s impact on 
firms and employment will be considerable, thus, 
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resulting in richly interconnected organizations with 
decision making based on the analysis and 
exploitation of big data and intensified competition 
among firms. On the other hand, people will be 
capable of buying goods and obtaining services 
from anywhere in the world using internet and 
exploiting the additional benefits that will open 
through the widespread usage of AI inventions. 
Furthermore, significant competitive advantages 
will continue to accrue to those utilizing the internet 
widely and willing to take entrepreneurial risks in 
order to turn innovative products/services into 
worldwide commercial success stories. However, 
there will also be challenges that the society would 
face such as the danger of increased unemployment 
and greater wealth inequalities. 
 
AI has penetrated many organizational processes, 
thus, resulting in a growing fear that smart machines 
will soon replace many humans in decision making. 
However, the complementarity of humans is vital as 
it examines how each can bring their own strength 
in organizational decision-making processes 
typically characterized by uncertainty, complexity, 
and equivocality. With a greater computational 
information processing capacity and an analytical 
approach, AI is able to extend humans’ cognition 
when addressing complexity, whereas humans can 
offer a more holistic, intuitive approach in dealing 
with uncertainty and equivocality in organizational 
decision making. This premise argues that AI 
systems should be designed with the intention of 
augmenting and helping, not by replacing human 
contributors. 
 
AI may greatly increase the efficiency of the 
existing economy, but, it may have an even larger 
impact by serving as a new general purpose “method 
of invention” that can reshape the nature of 
innovation process and the organization of R&D. 
The authors claim that there is evidence of a 
significant different in the role of automation-
oriented applications such as robotics and the 
application-oriented applications. 
 
Big data will become a key basis of competition, 
thus, underpinning new waves of productivity 
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growth, innovation, and consumer surplus as long as 
the adequate policies and enablers are in place. 
 
This research is a collaboration between MGI and 
McKinsey Analytics, building on more than five 
years of research on data and analytics as well as 
knowledge developed in work with clients across 
industries. This research also draws on a large body 
of MGI research on digital technology and its effects 
on productivity, growth, and competition. It aims to 
help organizational leaders understand the potential 
impact of data and analytics, providing greater 
clarity on what the technology can do and the 
opportunities at stake. 
 
Another classical McKinsey research study which 
focuses on six themes: productivity and growth, 
natural resources, labour markets, the evolution of 
global financial markets, the economic impact of 
technology and innovation, and urbanization. 
 
One of the world’s leading economists of inequality, 
Branko Milanovic presents a bold new account of 
the dynamics that drive inequality on a global scale. 
Drawing on vast data sets and cutting-edge research, 
he explains the benign and malign forces that make 
inequality rise and fall within and among nations. 
He also reveals who has been helped the most by 
globalization, who has been held back, and what 
policies might tilt the balance toward economic 
justice. „The data [Milanovic] provides offer a 
clearer picture of great economic puzzles, and his 
bold theorizing chips away at tired economic 
orthodoxies.” 
 
This book brings together international 
digitalization trends in different branches.  
 
The methodological status of artificial intelligence 
is investigated in The Sciences of the Artificial, by 
Herb Simon (1981), which discusses research areas 
concerned with complex artefacts. It explains how 
AI can be viewed as both science and mathematics. 
 
The presentation covers the structure of the 
competition and the outcome of its first instantiation 
in an actual event, and an analysis of the purpose, 
design, and appropriateness of such a competition. 
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The authors argue that the competition has no clear 
purpose, that its design prevents any useful 
outcome, and that such a competition is 
inappropriate given the current level of technology.  
 
The Turing Test (TT) is claimed by many to be a 
way to test for the presence, in computers, of such 
“deep” phenomena as thought and consciousness. 
Unfortunately, attempts to build computational 
systems able to pass TT (or at least restricted 
versions of this test) have devolved into shallow 
symbol manipulation designed to, by hook or by 
crook, trick. The human creators of such systems 
know all too well that they have merely tried to fool 
those people who interact with their systems into 
believing that these systems really have minds. And 
the problem is fundamental: the structure of the TT 
is such as to cultivate tricksters. A better test is one 
that insists on a certain restrictive epistemic relation 
between an artificial agent (or system) A, its output 
o, and the human architect H of A — a relation 
which, roughly speaking, obtains when H cannot 
account for how A produced o. We call this test the 
“Lovelace Test” in honor of Lady Lovelace, who 
believed that only when computers originate things 
should they be believed to have minds. 
 
This book talks about the idea that human thinking 
and machine computing are radically the same and 
provides additional non-technical thoughts on what 
artificial intelligence is all about. 
 
The central role of action in intelligence—the notion 
of practical reasoning—goes back at 
least as far as Aristotle’s Nicomachean Ethics. 
Practical reasoning was also the subject of 
McCarthy’s (1958) influential paper “Programs 
with Common Sense.” The fields of robotics 
and control theory are, by their very nature, 
concerned principally with physical agents. The 
concept of a controller in control theory is identical 
to that of an agent controller in AI. 
 
AI has concentrated for most of its history on 
isolated components of agents— 
question-answering systems, theorem-provers, 
vision systems, and so on—rather than on 
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whole agents. The discussion of agents in the text by 
Genesereth and Nilsson (1987) was an 
influential exception. 
 
The view of this book is that AI is the study of the 
design of intelligent computational intelligent 
agents. 
 
Intelligent agents are employed as the central 
characters in this new introductory text. 
Beginning with elementary reactive agents, Nilsson 
gradually increases their cognitive 
horsepower to illustrate the most important and 
lasting ideas in AI. Neural networks, genetic 
programming, computer vision, heuristic search, 
knowledge representation and reasoning, 
Bayes networks, planning, and language 
understanding are each revealed through the 
growing capabilities of these agents. 
 
Intelligent agent technology is a tool of modern 
computer science that can be used to engineer 
complex computer programs that behave rationally 
in dynamic and changing environments. 
Applications range from small programs that 
intelligently search the Web buying and selling 
goods via electronic commerce, to autonomous 
space probes. 
 
Rational psychology is the conceptual investigation 
of psychology by means of the most fit 
mathematical concepts. Several practical benefits 
should accrue from its recognition. 
 
Optimal control theory is the science of maximizing 
the returns from and minimizing the costs 
of the operation of physical, social, and economic 
processes. Geared toward upper level 
undergraduates, this text introduces three aspects of 
optimal control theory: dynamic 
programming, Pontryagin's minimum principle, and 
numerical techniques for trajectory 
optimization 
 
This contribution is a psychology classic—a 
detailed study of scientific theories of human nature 
and the possible ways in which human behaviour 
can be predicted and controlled—from one of the 
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most influential behaviourists of the twentieth 
century and the author of Walden Two. 
 
A paper that consists of a strong link between the 
field of philosophy and artificial intelligence 
 
 
Identity Theory is the hypothesis that not 
necessarily but as a matter of fact every experience 
is identical with some physical state. Specifically, 
with some neurochemical state. 
 
Although the concept of knowledge plays a central 
role in artificial intelligence, the 
theoretical foundations of knowledge representation 
currently rest on a very limited 
conception of what it means for a machine to know 
a proposition. In the current view, the 
machine is regarded as knowing a fact if its state 
either explicitly encodes the fact as a 
sentence of an interpreted formal language or if such 
a sentence can be derived from other 
encoded sentences according to the rules of an 
appropriate logical system 
 
A new architecture for controlling mobile robots is 
described. Layers of control system are 
built to let the robot operate at increasing levels of 
competence. Layers are made up of 
asynchronous modules that communicate over low-
bandwidth channels. Each module is an 
instance of a fairly simple computational machine. 
Higher-level layers can subsume the 
roles of lower levels by suppressing their outputs. 
However, lower levels continue to function 
as higher levels are added. The result is a robust and 
flexible robot control system 
 
A bottom-up approach that enables readers to 
master and apply the latest techniques in 
state estimation. This book offers the best 
mathematical approaches to estimating the state of 
a general system.  
 
In this paper the authors describe the Remote Agent, 
a specific autonomous agent architecture based on 
the principles of model-based programming, on-
board deduction and search, and goal-directed 
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closed-loop commanding, that takes a significant 
step toward enabling this future. This architecture 
addresses the unique characteristics of the 
spacecraft domain that require highly reliable 
autonomous operations over long periods of time 
with tight deadlines, resource constraints, and 
concurrent activity among tightly coupled 
subsystems 
 
This paper describes the RAX Planner/Scheduler 
(RAX-PS), both in 
terms of the underlying planning framework and in 
terms of the fielded planner. 
 
The authors describe a new problem solver called 
STRIPS that attempts to find a sequence of 
operators in a space of world models to transform a 
given initial world model in which a given goal 
formula can be proven to be true. STRIPS represents 
a world model as an arbitrary collection in first-
order predicate calculus formulas and is designed to 
work with models consisting of large numbers of 
formula. It employs a resolution theorem prover to 
answer questions of particular models and uses 
means-ends analysis to guide it to the desired goal-
satisfying model. 
 
From 1960 through 1972, the Artificial Intelligence 
Center at SRI conducted research on a mobile robot 
system nicknamed Shakey. Endowed with a limited 
ability to perceive and model its environment, 
Shakey could perform tasks that required planning, 
route finding, and the rearranging of simple objects. 
Although the Shakey project led to numerous 
advances in AI techniques, many of which were 
reported in the literature, much specific information 
that might be useful in current robotics research 
appears only in a series of relatively inaccessible 
SRI technical reports.  
 
A new computational framework is presented, 
called agent-oriented programming (AOP), which 
can be viewed as a specialization of object-oriented 
programming. The state of an agent consists of 
components such as beliefs, decisions, capabilities, 
and obligations; for this reason, the state of an agent 
is called its mental state. The mental state of agents 
is described formally in an extension of standard 
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epistemic logics: beside temporalizing the 
knowledge and belief operators, AOP introduces 
operators for obligation, decision, and capability. 
Agents are controlled by agent programs, which 
include primitives for communicating with other 
agents. In the spirit of speech act theory, each 
communication primitive is of a certain type: 
informing, requesting, offering, and so on. 
 
Software engineers continually strive to develop 
tools and techniques to manage the complexity that 
is inherent in software systems. The authors argue 
that intelligent agents and multi-agent systems are 
just such tools. They begin by reviewing what is 
meant by the term “agent”, and contrast agents with 
objects. Furthermore, they examine several 
prototype techniques proposed for engineering 
agent systems, including methodologies for agent-
oriented analysis and design, formal specification 
and verification methods for agent systems, and 
techniques for implementing agent specifications. 
 
The manifesto noted the almost impossible 
difficulty of managing current and planned 
computing systems, which require integrating 
several heterogeneous environments into corporate-
wide computing systems that extend into the 
Internet. Autonomic computing, perhaps the most 
attractive approach to solving this problem, creates 
systems that can manage themselves when given 
high-level objectives from administrators. Systems 
manage themselves according to an administrator's 
goals. New components integrate as effortlessly as 
a new cell establishes itself in the human body. 
These ideas are not science fiction, but elements of 
the grand challenge to create self-managing 
computing systems. 
 
Summarizes research of the past 15 years directed 
toward discovering and explicating the organization 
of information processes that underlies human 
problem solving. 
 
Psychology is now ready for unified theories of 
cognition--so says Allen Newell, a leading 
investigator in computer science and cognitive 
psychology. Not everyone will agree on a 



 

 

 

xxi 
 

 
 
 
 
 
 
 
88 
 
 
 
 
 
 
 
 
 
 
 
 
89 
 
 
 
 
 
 
 
 
 
 
90 
 
 
 
 
 
91 
 
 
 
 
 
 
92 
 
 
 

 
 
 
 
 
 
 
M Bratman 
 
 
 
 
 
 
 
 
 
 
 
 
EJ Horvitz, JS 
Breese, M 
Henrion 
 
 
 
 
 
 
 
 
Judea Pearl 
 
 
 
 
 
Bruce 
G.Buchanan et 
al. 
 
 
 
 
TM Mitchell 
 
 
 

 
 
 
 
 
 
 
1987 
 
 
 
 
 
 
 
 
 
 
 
 
1988 
 
 
 
 
 
 
 
 
 
 
2014 
 
 
 
 
 
1978 
 
 
 
 
 
 
1997 
 
 
 

 
 
 
 
 
 
 
Harvard 
University Press 
 
 
 
 
 
 
 
 
 
 
 
International 
Journal of 
Approximate 
Reasoning 
 
 
 
 
 
 
 
Elsevier 
 
 
 
 
 
Pattern-Directed 
Inference Systems 
 
 
 
 
 
IJCAI-77 
 
 
 

single set of mechanisms that will explain the full 
range of human cognition, but such 
theories are within reach and we should strive to 
articulate them. In this book, Newell makes 
the case for unified theories by setting forth a 
candidate. 
 
In this book, Bratman develops further some of the 
main themes of these essays and also explores a 
variety of related ideas and issues. He develops a 
planning theory of intention. Intentions are treated 
as elements of partial plans of action. These plans 
play basic roles in practical reasoning, roles that 
support the organization of our activities over time 
and socially. Bratman explores the impact of this 
approach on a wide range of issues, including the 
relation between intention and intentional action, 
and the distinction between intended and expected 
effects of what one intends. 
 
This paper surveys the potential for addressing 
problems in representation, inference, knowledge 
engineering, and explanation within the decision-
theoretic framework. Recent analyses of the 
restrictions of several traditional AI reasoning 
techniques, coupled with the development of more 
tractable and expressive decision-theoretic 
representation and inference strategies, have 
stimulated renewed interest in decision theory and 
decision analysis. 
 
The author, an electrical engineer by trade, is 
writing for an audience of computer scientists 
concerned with artificial intelligence. Yet much of 
what he has to say is directly relevant to the 
concerns of philosophers. 
 
The Meta-DENDRAL program is described in 
general terms that are intended to clarify the 
similarities and differences to other learning 
programs. Its approach of model-directed heuristic 
search through a complex space of possible rules 
appears well suited to many induction tasks. 
 
An important research problem in artificial 
intelligence is the study of methods for learning 
general concepts or rules from a set of training 
instances. An approach to this problem is presented 
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which is guaranteed to find, without backtracking, 
all rule versions consistent with a set of positive and 
negative training instances. The algorithm put forth 
uses a representation of the space of those rules 
consistent with the observed training data. This 
"rule version space" is modified in response to new 
training instances by eliminating candidate rule 
versions found to conflict with each new instance. 
The use of version spaces is discussed in the context 
of Meta-DENDRAL, a program which learns rules 
in the domain of chemical spectroscopy. 
 
The Internet Softbot (software robot) is a fully 
implemented AI agent developed at the 
University of Washington (Etzioni, Lesh, & Segal 
1993). The softbot uses a UNIX shell and 
the World-Wide Web to interact with a wide range 
of internet resources. The softbot's actors include 
ftp, telnet, mail, and numerous le manipulation 
commands. Its sensors include internet facilities 
such as archie, gopher, net find, and many more. 
The softbot is designed to incorporate new facilities 
into its repertoire as they become available. 
 
This Book talks about agents from a multiple angle 
perspective. 
 
 
 
The word agent is widely used in computer science 
these days. It can mean anything from a few lines of 
code that gets executed automatically when a certain 
condition is satisfied (e.g., a daemon that gets 
scheduled by the Operating System every day at 
midnight), to a more sophisticated program that can 
reason about its own behaviour and achieve long-
term goals (e.g., an autonomous intelligent vehicle 
on Mars) [13]. 
 
The book covers in details the multi-agent systems 
 
 
The book covers in details the multi-agent systems 
 
 
Effort was directed toward showing that the 
techniques that have emerged for constructing 
sophisticated problem-solving programs also 
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provide us with new, strong tools for constructing 
theories of human thinking. They allow us to merge 
the rigor and objectivity associated with 
behaviourism with the wealth of data and complex 
behaviour associated with the gestalt movement. To 
this end their key feature is not that they provide a 
general framework for understanding problem-
solving behaviour (although they do that too), but 
that they finally reveal with great clarity that the free 
behaviour of a reasonably intelligent human can be 
understood as the product of a complex but finite 
and determinate set of laws.  
 
In dealing with a human being and a human society, 
we enjoy the luxury of being irrational, illogical, 
inconsistent, and incomplete, and yet of coping. In 
operating a computer, we must meet the rigorous 
requirements for detailed instructions and absolute 
precision. If we understood the ability of the human 
mind to make effective decisions when confronted 
by complexity, uncertainty, and irrationality then 
we could use computers a million times more 
effectively than we do. Recognition of this fact has 
been a motivation for the spurt of research in the 
field of neurophysiology. 
 
An understanding of the relationship between 
problem formulation and problem solving 
efficiency is a prerequisite for the design of 
procedures that can automatically choose the most 
appropriate representation of a problem—they can 
find a point of view of the problem that maximally 
simplifies the process of finding a solution. The 
chapter discusses a specific problem of 
transportation scheduling—the missionaries and 
cannibals problem—to evaluate the effects of 
alternative formulations of this problem on the 
expected efficiency of mechanical procedures for 
solving it and also to examine the processes that 
come into play when a transition takes place from a 
given problem formulation into a better one. 
 
Bizarre imagination, originality, trickiness, and 
whimsy characterize puzzles of Sam Loyd, 
America's greatest puzzler.  
 
Notes on the "15" Puzzle … when it is not possible 
to do it with the 1 in the left-hand upper square (as 
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Mr. Johnson has remarked in the postscript to his 
note) ; but on … Whoever has made himself master 
of it may fairly be said to have taken his first lesson 
in the theory of determinants … 
 
The authors present a polynomial time 
approximation scheme for Euclidean TSP in fixed 
dimensions. 
 
 
VLSI cell placement problem is known to be NP 
complete. A wide repertoire of heuristic algorithms 
exists in the literature for efficiently arranging the 
logic cells on a VLSI chip. The objective of this 
paper is to present a comprehensive survey of the 
various cell placement techniques, with emphasis on 
standard cell and macro placement. Five major 
algorithms for placement are discussed: simulated 
annealing, force-directed placement, min-cut 
placement, placement by numerical optimization, 
and evolution-based placement. The first two 
classes of algorithms owe their origin to physical 
laws, the third and fourth are analytical techniques, 
and the fifth class of algorithms is derived from 
biological phenomena. In each category, the basic 
algorithm is explained with appropriate examples.  
 
Fundamentals of Computer Algorithms is a 
comprehensive book for undergraduate students 
of Computer Science Engineering.  
 
This paper treats five discrete shortest-path 
problems:(1) determining the shortest path between 
two specified nodes of a network;(2) determining 
the shortest paths between all pairs of nodes of a 
network;(3) determining the second, third, etc., 
shortest path; (4) determining the fastest path 
through a network with travel times depending on 
the departure time; and (5) finding the shortest path 
between specified endpoints that passes through 
specified intermediate nodes. 
 
This chapter describes the structure of the program 
(Chess game) focusing on the practical 
considerations that motivated the implementation of 
its various features. 
 



 

 

 

xxv 
 

108 
 
 
 
 
 
 
 
 
 
 
 
 
109 
 
 
 
 
 
 
 
110 
 
 
 
 
 
 
 
 
111 
 
 
 
 
 
 
 
 
 
 
 
112 
 
 
 
 
 

RE Korf 
 
 
 
 
 
 
 
 
 
 
 
 
Newell, Shaw 
& Simon 
 
 
 
 
 
 
Newell & Ernst 
 
 
 
 
 
 
 
 
Lin 
 
 
 
 
 
 
 
 
 
 
 
Hart, Nilsson & 
Raphael 
 
 
 
 

1985 
 
 
 
 
 
 
 
 
 
 
 
 
1985 
 
 
 
 
 
 
 
1965 
 
 
 
 
 
 
 
 
1965 
 
 
 
 
 
 
 
 
 
 
 
1968 
 
 
 
 
 

Elsevier 
 
 
 
 
 
 
 
 
 
 
 
 
IBM Journal of 
Research and 
Development 2.4 
 
 
 
 
 
IFIP Congress 
 
 
 
 
 
 
 
 
Wiley Online 
Library 
 
 
 
 
 
 
 
 
 
 
IEEE 
 
 
 
 
 

The complexities of various search algorithms are 
considered in terms of time, space, and cost of 
solution path. It is known that breadth-first search 
requires too much space and depth-first search can 
use too much time and doesn't always find a 
cheapest path. A depth-first iterative-deepening 
algorithm is shown to be asymptotically optimal 
along all three dimensions for exponential tree 
searches. The algorithm has been used successfully 
in chess programs, has been effectively combined 
with bi-directional search, and has been applied to 
best-first heuristic search as well. 
 
This paper traces the development of digital 
computer programs that play chess. The work of 
Shannon, Turing, the Los Alamos group, Bernstein, 
and the authors is treated in turn. The 
efforts to program chess provide an indication of 
current progress in understanding and 
constructing complex and intelligent mechanisms. 
 
The authors assess the current state of research into 
problem solving programs. In mind a collection of 
programs, mostly known as heuristic programs, 
constructed as deliberate efforts in artificial 
intelligence. That these should be singled out as 
appropriate representatives of research into problem 
solving is neither entirely arbitrary nor entirely 
justified. 
 
Two algorithms for solving the (symmetric 
distance) traveling salesman problem have been 
programmed for a high‐speed digital computer. The 
first produces guaranteed optimal solution for 
problems involving no more than 13 cities; the time 
required (IBM 7094 II) varies from 60 milliseconds 
for a 9‐city problem to 1.75 seconds for a 13‐city 
problem. The second algorithm produces precisely 
characterized, locally optimal solutions for large 
problems (up to 145 cities) in an extremely short 
time and is based on a general heuristic. 
 
Although the problem of determining the minimum 
cost path through a graph arises naturally in a 
number of interesting applications, there has been 
no underlying theory to guide the development of 
efficient search procedures. Moreover, there is no 
adequate conceptual framework within which the 
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various ad hoc search strategies proposed to date can 
be compared. This paper describes how heuristic 
information from the problem domain can be 
incorporated into a formal mathematical theory of 
graph searching and demonstrates an optimality 
property of a class of search strategies. 
 
This paper reports several properties of heuristic 
best-first search strategies whose scoring functions 
ƒ depend on all the information available from each 
candidate path, not merely on the current cost g and 
the estimated completion cost h. It is shown that 
several known properties of A* retain their form 
(with the minmax of playing the role of the optimal 
cost), which helps establish general tests of 
admissibility and general conditions for node 
expansion for these strategies. 
 
 
This book consists of Intelligent Search Strategies 
for Computer Problem Solving 
 
This thesis applies the methodology of analysis of 
algorithms to study certain combinatorial problems 
and search algorithms originating predominantly in 
the Al literature and extends that methodology to 
include experiments in a complementary role. 
 
This paper analyses the number of nodes expanded 
by A∗ as a function of the accuracy of 
its heuristic estimates by treating the errors h∗-h as 
random variables whose distributions 
may vary over the nodes in the graph. 
 
The authors analyse the time complexity of 
iterative-deepening-A (IDA). They first show how 
to calculate the exact number of nodes at a given 
depth of a regular search tree, and the asymptotic 
brute-force branching factor. Further, use this result 
to analyse IDA with a consistent, admissible 
heuristic function. Previous analyses relied on an 
abstract analytic model and characterized the 
heuristic function in terms of its accuracy, but do not 
apply to concrete problems. In contrast, the analysis 
allows us to accurately predict the performance of 
IDA on actual problems such as the sliding-tile 
puzzles and Rubik's Cube 
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Heuristic search using algorithms such as A∗ and 
IDA∗ is the prevalent method for 
obtaining optimal sequential solutions for classical 
planning tasks. Theoretical analyses of 
these classical search algorithms, such as the well-
known results of Pohl, Gaschnig and 
Pearl, suggest that such heuristic search algorithms 
can obtain better than exponential 
scaling behaviour, provided that the heuristics are 
accurate enough. 
 
To solve difficult problems heuristically, requires 
detailed attention to computational efficiency. This 
paper describes how a heuristic problem-solving 
system, HPA, attempts to find a near optimal 
solution to the traveling salesman problem. A 
critical innovation over previous search algorithms 
is an explicit dynamic weighting of the heuristic 
information. The heuristic information is weighted 
inversely proportional to its depth in the search tree 
-- in consequence it produces a narrower depth first 
search than traditional weightings. At the same time, 
dynamic weighting retains the catastrophe 
protection of ordinary branch and bound algorithms. 
 
The authors study the point-to-point shortest path 
problem in a setting where pre-processing is 
allowed. They then improve the reach-based 
approach of Gutman [17] in several ways. In they 
introduce a bidirectional version of the algorithm 
that uses implicit lower bounds and add shortcut 
arcs to reduce vertex reaches. The modifications 
greatly improve both pre-processing and query 
times. 
 
A technique for improving heuristic search 
efficiency is presented. This admissible technique 
is referred to as perimeter search since it relies on a 
perimeter of nodes around the goal. 
 
In this paper the authors present a new bidirectional 
heuristic search algorithm. The algorithm can be 
viewed as a perimeter search algorithm, and it uses 
a new technique for reducing the number of 
heuristic evaluations. 
 
The essential features of the branch-and-bound 
approach to constrained optimization are described, 
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and several specific applications are reviewed. 
These include integer linear programming (Land-
Doig and Balas methods), nonlinear programming 
(minimization of nonconvex objective functions), 
the traveling-salesman problem (Eastman and 
Little, et al. methods), and the quadratic assignment 
problem (Gilmore and Lawler methods). 
Computational considerations, including trade-offs 
between length of computation and storage 
requirements, are discussed and a comparison with 
dynamic programming is made. Various 
applications outside the domain of mathematical 
programming are also mentioned. 
 
Citing the confusing statements in the AI literature 
concerning the relationship between branch and 
bound (B&B) and heuristic search procedures were 
present a simple and general formulation of B&B 
which should help dispel much of the confusion. 
The authors illustrate the utility of the formulation 
by showing that through it some apparently very 
different algorithms or searching And/Or trees 
reveal the specific nature of their similarities and 
differences. 
 
Optimal decision table conversion has been tackled 
in the literature using two approaches, dynamic 
programming and branch-and-bound. The former 
technique is quite effective, but its time and space 
requirements are independent of how “easy” the 
given table is. Furthermore, it cannot be used to 
produce good, quasi optimal solutions. 
 
Best-first search is a general heuristic search 
algorithm that always expands next a frontier node 
of lowest cost. It includes as special cases breadth-
first search, Dijkstra's single-source shortest-path 
algorithm, and the A∗ algorithm. Its applicability, 
however, is limited by its exponential memory 
requirement. Previous approaches to this problem, 
such as iterative deepening, do not expand nodes in 
best-first order if the cost function can decrease 
along a path. 
 
Memory-bounded algorithms such as Korf's IDA* 
and Chakrabarti et al's MA* are designed to 
overcome the impractical memory requirements of 
heuristic search algorithms such as A*. 
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The authors present a new algorithm that reduces the 
space complexity of heuristic search. It is most 
effective for problem spaces that grow polynomial 
with problem size but contain large numbers of short 
cycles. For example, the problem of finding an 
optimal global alignment of several DNA or amino-
acid sequences can be solved by finding a lowest-
cost corner-to-corner path in a d-dimensional grid. 
 
This paper explores new approaches to the 
symmetric traveling-salesman problem in which 
1-trees, which are a slight variant of spanning trees, 
play an essential role. 
 
Admissible heuristics are an important class of 
heuristics worth discovering: they guarantee 
shortest path solutions in search algorithms such as 
A* and they guarantee less expensively produced, 
but boundedly longer solutions in search algorithms 
such as dynamic weighting. 
 
The authors present an implemented model for 
discovering a class of state-space search heuristics. 
 
Searching is a central paradigm of computer 
science. In the past, search problems were often 
solved heuristically because of limited 
computational resources. Now that faster machines 
with larger memories are available, it is increasingly 
becoming possible to solve these problems 
optimally using exhaustive search. This thesis 
examines how forward and backward search 
techniques can be combined to efficient exhaustive 
search algorithms. SearchBench, a tool for 
exhaustive search is developed. It allows the 
programmer to concentrate on the problem-specific 
aspects of her task, by pre-implementing the 
essential problem independent algorithms. 
 
The efficiency of a searching depends on the quality 
of the lower bound estimates of the solution cost. 
Pattern databases enumerate all possible subgoals 
required by any solution, subject to constraints on 
the subgoal size. Each subgoal in the database 
provides a tight lower bound on the cost of 
achieving it. 
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BPS, the Bayesian Problem Solver, applies 
probabilistic inference and decision-theoretic 
control to flexible, resource-constrained problem-
solving. This paper focuses on the Bayesian 
inference mechanism in BPS, and contrasts it with 
those of traditional heuristic search techniques. By 
performing sound inference, BPS can outperform 
traditional techniques with significantly less 
computational effort. 
 
Serial search algorithms often exhibit exponential 
run times and may require an exponential amount of 
storage as well. Thus, the design of parallel search 
algorithms with limited memory is of obvious 
interest.  
 
Discrete optimization problems (DOPs) arise in 
various applications such as planning, scheduling, 
computer aided design, robotics, game playing and 
constraint directed reasoning. Often, a DOP is 
formulated in terms of finding a (minimum cost) 
solution path in a graph from an initial node to a goal 
node and solved by graph/tree search methods. 
 
This paper describes the design of the Abstract 
Library for Parallel Search (ALPS), a framework for 
implementing scalable, parallel algorithms based on 
tree search. ALPS is specifically designed to 
support data-intensive algorithms, in which large 
amounts of data are required to describe each node 
in the search tree. Implementing such algorithms in 
a scalable manner is challenging both because of 
data storage requirements and communication 
overhead. 
 
This text proposes improvements to existing 
algorithms, extends their related mathematical 
theories, and offers details on new algorithms for 
approximating local and global minima 
 
Faced with the challenge of solving hard 
optimization problems that abound in the real world, 
classical methods often encounter great difficulty. 
Vitally important applications in business, 
engineering, economics and science cannot be 
tackled with any reasonable hope of success, within 
practical time horizons, by solution methods that 
have been the predominant focus of academic 
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research throughout the past three decades (and 
which are still the focus of many textbooks). 
 
This paper describes STAGE, a learning approach 
to automatically improving search performance on 
optimization problems. STAGE learns an 
evaluation function which predicts the outcome of a 
local search algorithm, such as hill climbing or 
WALKSAT, as a function of state features along its 
search trajectories. The learned evaluation function 
is used to bias future search trajectories toward 
better optima. 
 
Genetic algorithms are playing an increasingly 
important role in studies of complex adaptive 
systems, ranging from adaptive agents in economic 
theory to the use of machine learning techniques in 
the design of complex devices such as aircraft 
turbines and integrated circuits. 
 
 
Although the problem of determining the minimum 
cost path through a graph arises naturally in a 
number of interesting applications, there has been 
no underlying theory to guide the development of 
efficient search procedures. Moreover, there is no 
adequate conceptual framework within which the 
various ad hoc search strategies proposed to date can 
be compared. This paper describes how heuristic 
information from the problem domain can be 
incorporated into a formal mathematical theory of 
graph searching and demonstrates an optimality 
property of a class of search strategies. 
 
This paper covers the development of a chess 
playing program 
 
 
The alpha-beta technique for searching game trees 
is analysed, in an attempt to provide some insight 
into its behaviour.  
 
This paper describes the Gala system, an 
implemented system that allows the specification 
and efficient solution of large imperfect information 
games. The system contains the first 
implementation of a recent algorithm, due to Koller, 
Megiddo and von Stengel. Experimental results 
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from the system demonstrate that the algorithm is 
exponentially faster than the standard algorithm in 
practice, not just in theory. 
 
This is the first presidential address of AAAI, the 
American Association for Artificial Intelligence. In 
the grand scheme of history, even the history of 
artificial intelligence (AI), this is surely a minor 
event. 
 
Artificial Intelligence research has foundered on the 
issue of representation. When intelligence is 
approached in an incremental manner, with strict 
reliance on interfacing to the real world through 
perception and action, reliance on representation 
disappears. The fundamental decomposition of the 
intelligent system is not into independent 
information processing units which must interface 
with each other via representations. 
 
The theoretical foundations of the logical approach 
to artificial intelligence are presented. Logical 
languages are widely used for expressing the 
declarative knowledge needed in artificial 
intelligence systems. Symbolic logic also provides a 
clear semantics for knowledge representation 
languages and a methodology for analysing and 
comparing deductive inference techniques. Several 
observations gained from experience with the 
approach are discussed. 
 
In this paper, the authors propose a novel language 
for expressing temporally extended goals for 
planning in nondeterministic domains. The key 
feature of this language is that it allows for an 
arbitrary combination of declarative goals expressed 
in temporal logic and procedural goals expressed as 
plan fragments. 
 
L-1] Y something to which Y is L. 1 (small L) non-
L. This system still leaves something to be desired. 
Moreover, Boole's logical algebra has such singular 
beauty, so far as it goes, that it is interesting to 
inquire whether it cannot be extended over the 
whole realm of formal logic, instead of being 
restricted to that simplest and least useful part of the 
subject, the logic of absolute terms, which, when he 
wrote, was the only formal logic known. 
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Charles Sanders Peirce (1839–1914) is generally 
considered the most significant American 
philosopher. He was the founder of pragmatism, the 
view popularized by William James and John 
Dewey, that our philosophical theories must be 
linked to experience and practice. 
 
This paper shows how an extension of the resolution 
proof procedure can be used to construct problem 
solutions. The extended proof procedure can solve 
problems involving state transformations. It 
explores several alternate problem representations 
and provides a discussion of solutions to sample 
problems including the “Monkey and Bananas” 
puzzle and the “Tower of Hanoi” puzzle.  
 
This paper shows how a question-answering system 
can be constructed using first-order logic as its 
language and a resolution-type theorem-prover as 
its deductive mechanism. A working computer 
program, qa3, based on these ideas is described. The 
performance of the program compares favorably 
with several other general question-answering 
systems. 
 
An elementary outline of the theorem-proving 
approach to automatic program synthesis is given, 
without dwelling on technical details. The method is 
illustrated by the automatic construction of both 
recursive and iterative programs operating on 
natural numbers, lists, and trees. To construct a 
program satisfying certain specifications, a theorem 
induced by those specifications is proved, and the 
desired program is extracted from the proof. 
 
Korf (1985) presents a method for learning macro-
operators and shows that the method is applicable to 
serially decomposable problems. In this paper 
Bylander analyses the computational complexity of 
serial decomposability. Assuming that operators 
take polynomial time, it is NP- complete to 
determine if an operator (or set of operators) is not 
serially decomposable, whether or not an ordering 
of state variables is given. 
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During the late 1960s and early 1970s, an 
enthusiastic group of researchers at the SRI AI 
Laboratory focused their energies on a single 
experimental project in which a mobile robot was 
being developed that could navigate and push 
objects around in a multi-room environment 
(Nilsson [11]). 
 
The notion of plan quality in automated planning is 
a practically very important issue. In many real-
world planning domains, we must address problems 
with a large set of solutions, or with a set of goals 
that cannot all be achieved. In these problems, it is 
important to generate plans of good or optimal 
quality achieving all problem goals (if possible) or 
some subset of them. 
 
Sensor dependency is an affliction that affects an 
alarming number of robots, and the problem is 
spreading. In some situations, sensor use is 
advisable, perhaps even unavoidable. However, 
there is an important difference between sensor use 
and sensor abuse. This article lists some of the tell-
tale signs of sensor dependency and reveals the 
tricks of the trade used on unwitting roboticists by 
wily sensor pushers. 
 
A revised version of this paper will appear in the 
proceedings of the 1996 Conference on Artificial 
Intelligence Planning Systems. that" observing" the 
current value of some predicate is different from 
performing an action whose outcome is only 
stochastically determined. 1 In this paper, the 
authprs explore the implications and interactions of 
three common expressive extensions to classical 
planning: conditional plans, context-dependent 
actions, and nondeterministic action outcomes. 
 
If an agent does not have complete information 
about the world-state, it must reason about 
alternative possible states of the world and consider 
whether any of its actions can reduce the 
uncertainty. Agents controlled by a contingent 
planner seek to generate a robust plan, that accounts 
for and handles all eventualities, in advance of 
execution. Thus a contingent plan may include 
sensing actions which gather information that is 
later used to select between different plan branches. 
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The formulation of planning as heuristic search with 
heuristics derived from problem representations has 
turned out to be a fruitful approach for classical 
planning. In this paper, the authors pursue a similar 
idea in the context planning with incomplete 
information. Planning with incomplete information 
can be formulated as a problem of search in belief 
space, where belief states can be either sets of states 
or more generally probability distribution over 
states. 
 
In the past twenty years, much time, effort, and 
money has been expended on designing an 
unambiguous representation of natural language to 
make them accessible to computer processing, these 
efforts have centred around creating schemata 
designed to parallel logical relations with relations 
expressed by the syntax and semantics of natural 
languages, which are ambiguous in their function as 
vehicles for the transmission of logical data. 
 
Heuristic DENDRAL is a computer program 
written to solve problems of inductive inference in 
organic chemistry. 
 
 
Heuristic DENDRAL is a computer program 
written to solve problems of inductive inference in 
organic chemistry. 
 
The combined efforts of human volunteers have 
recently extracted numerous facts from Wikipedia, 
storing them as machine-harvestable object-
attribute-value triples in Wikipedia infoboxes. 
Machine learning systems, such as Kylin, use these 
infoboxes as training data, accurately extracting 
even more semantic knowledge from natural 
language text. But in order to realize the full power 
of this information, it must be situated in a cleanly-
structured ontology. 
 
 
Mathematical problems and solutions handbook. 
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This text is designed for an introductory probability 
course at the university level for sophomores, 
juniors, and seniors in mathematics, physical and 
social sciences, engineering, and computer science. 
 
Historical records show that there was no real 
concept of probability in Europe before the mid-
seventeenth century, although the use of dice and 
other randomizing objects was commonplace. 
 
The thesis of this interesting and provocative book 
is that modern civilization is largely distinguished 
by its successful efforts first to understand and then 
to control risk. These efforts use, in part, tools of 
risk management that only became possible after the 
development of the mathematical subjects of 
probability and statistics. 
 
The method of path coefficients was suggested a 
number of years ago (Wright 1918, more fully 1920, 
1921), as a flexible means of relating the correlation 
coefficients between variables in a multiple system 
to the functional relations among them. The method 
has been applied in quite a variety of cases. 
 
The Foundations of Mathematics. 
 
This is the classic work upon which modern-day 
game theory is based. 
 
With the 1954 publication of his Foundations of 
Statistics, in which he proposed a basis that takes 
into account not only strictly objective and 
repetitive events, but also vagueness and 
interpersonal differences, Leonard J. Savage opened 
the greatest controversy in modern … This 
comprehensive study of dynamic programming 
applied to numerical solution of optimization 
problems. It will interest aerodynamic, control, and 
industrial engineers, numerical analysts, and 
computer specialists, applied mathematicians, 
economists, and operations and systems analysts. 
Originally published in 1962.  
 
This chapter presents theory, applications, and 
computational methods for Markov Decision 
Processes (MDP's). MDP's are a class of stochastic 
sequential decision processes in which the cost and 



 

 

 

xxxvii 
 

 
 
 
 
 
 
 
175 
 
 
 
 
 
 
 
176 
 
 
 
 
 
 
 
 
177 
 
 
 
 
178 
 
 
 
 
 
 
 
 
179 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
Puterman 
 
 
 
 
 
 
 
Bertsekas & 
Tsitsikilis 
 
 
 
 
 
 
 
Sven Koenig 
 
 
 
 
Feigenbaum 
 
 
 
 
 
 
 
 
Guyon & 
Elisseeff 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
1994 
 
 
 
 
 
 
 
1996 
 
 
 
 
 
 
 
 
1992 
 
 
 
 
1961 
 
 
 
 
 
 
 
 
2003 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
John Wiley & 
Sons 
 
 
 
 
 
 
Athena Scientific 
 
 
 
 
 
 
 
 
University of 
California 
 
 
 
Western Joint 
Computer 
Conference 
 
 
 
 
 
 
Journal of 
Machine Learning 
 
 
 
 
 
 
 
 

transition functions depend only on the current state 
of the system and the current action. These models 
have been applied in a wide range of subject areas, 
most notably in queueing and inventory control. A 
sequential decision process is a model for dynamic 
system under the control of a decision maker. 
 
This is the first textbook that fully explains the 
neuro-dynamic programming/reinforcement 
learning methodology, which is a recent 
breakthrough in the practical application of neural 
networks and dynamic programming to complex 
problems of planning, optimal decision making, and 
intelligent control. 
 
In this report, the author describes a simple 
probabilistic and decision-theoretic planning 
problem. He shows how algorithms developed in 
the field of Markovian decision theory, a subfield of 
stochastic dynamic programming (operations 
research), can be used to construct optimal plans for 
this planning problem, and we present some of the 
complexity results known.  
 
Although their computational complexity allows 
only small problems to be solved optimally, the 
methods presented here are helpful as a theoretical 
framework. 
 
An information processing model of elementary 
human symbolic learning is given a precise 
statement as a computer program, called Elementary 
Perceiver and Memorizer (EPAM). The program 
simulates the behaviour of subjects in experiments 
involving the rote learning of nonsense syllables. A 
discrimination net which grows is the basis of 
EPAM's associative memory. 
 
Variable and feature selection have become the 
focus of much research in areas of application for 
which datasets with tens or hundreds of thousands 
of variables are available. These areas include text 
processing of internet documents, gene expression 
array analysis, and combinatorial chemistry. The 
objective of variable selection is three-fold: 
improving the prediction performance of the 
predictors, providing faster and more cost-effective 
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predictors, and providing a better understanding of 
the underlying process that generated the data. 
 
At Brown University, there is excitement of having 
access to the Brown Corpus, containing one million 
English words. Since then, we have seen several 
notable corpora that are about 100 times larger, and 
in 2006, Google released a trillion-word corpus with 
frequency counts for all sequences up to five words 
long. In some ways this corpus is a step backwards 
from the Brown Corpus: it's taken from unfiltered 
Web pages and thus contains incomplete sentences, 
spelling errors, grammatical errors, and all sorts of 
other errors. 
 
A study of thinking is a pioneering account of how 
human beings achieve a measure of rationality 
despite the constraints imposed by bias, limited 
attention and memory, and the risks of error 
imposed by pressures of time and ignorance. 
 
The research here described centers on how a 
machine can recognize concepts and learn concepts 
to be recognized. Explanations are found in 
computer programs that build and manipulate 
abstract descriptions of scenes such as those 
children construct from toy blocks. 
 
An important research problem in artificial 
intelligence is the study of methods for learning 
general concepts or rules from a set of training 
instances. The authors present an approach to this 
problem to find, without back tracing, all rule 
versions consistent with a set of positive and 
negative training instances. The algorithm put forth 
uses a representation of the space of those rules 
consistent with the observed training data. 
 
The problem of concept learning, or forming a 
general description of a class of objects given a set 
of examples and non-examples is viewed here as a 
search problem. Existing programs that generalize 
from examples are characterized in terms of the 
classes of search strategies that they employ. 
Several classes of search strategies are then 
analysed and compared in terms of their relative 
capabilities and computational complexities. 
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The authors have developed an adaptive form of 
nearest neighbor classification that can cause 
substantial improvements over standard nearest 
neighbors’ method in some problems. They have 
also proposed a method that uses local 
discrimination information to estimate a subspace 
for global dimension reduction. 
 
The simple Bayesian classifier is known to be 
optimal when attributes are independent given the 
class, but the question of whether other sufficient 
conditions for its optimality exist has so far not been 
explored. Empirical results showing that it performs 
surprisingly well in many domains containing clear 
attribute dependences suggest that the answer to this 
question may be of a positive remark. 
 
Two machine-learning procedures have been 
investigated in some detail using the game of 
checkers. Enough work has been done to verify the 
fact that a computer can be programmed so that it 
will learn to play a better game of checkers than can 
be played by the person. 
 
Reinforcement learning provides both qualitative 
and quantitative frameworks for understanding and 
modelling adaptive decision-making in the face of 
rewards and punishments. Here we review the latest 
dispatches from the forefront of this field, and map 
out some of the territories where lie monsters. 
 
As the text databases available to users become 
larger and more heterogeneous, genre becomes 
increasingly important for computational linguistics 
as a complement to topical and structural principles 
of classification. The authors propose a theory of 
genres as bundles of facets, which correlate with 
various surface cues, and argue that genre detection 
based on surface cues is as successful as detection 
based on deeper structural properties. 
 
This book deals with data that is beautiful in the 
sense of Baudelaire - all which is beautiful and 
noble is the result of reason and calculation. 
 
Backspace is awkward to deal with. But compound 
characters do not necessarily require backspacing. 
One way is to define certain graphics as 
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nonspeaking. Another way is to have a format 
effector which inhibits the spacing forward when 
the following graphic is printed. Thus, to underline 
an x one has nosepiece, x, underline. 
 
The authors have led a series of tutorials and classes 
introducing the programming language Prolog by 
way of example programs that apply it to the 
problem of natural-language analysis and 
processing.  
 
The problem of assigning a probability to each 
string of a language L (G) generated by a grammar 
G is considered. Two methods are considered. One 
method assigns a probability to each production 
associated with G and the other assigns the 
probabilities on the basis of particular features of the 
language. Several necessary conditions that must be 
satisfied by these probability assignment techniques 
if they are to be consistent are presented. 
 
The authors formulate dependency parsing as a 
graphical model with the novel ingredient of global 
constraints, and show how to apply loopy belief 
propagation (BP), a simple and effective tool for 
approximate learning and inference. As a parsing 
algorithm, BP is both asymptotically and 
empirically efficient. Even with second-order 
features or latent variables, which would make exact 
parsing considerably slower or NP-hard, BP needs 
only O (n3) time with a small constant factor. 
 
From 1960 through 1972, the Artificial Intelligence 
Center at SRI conducted research on a mobile robot 
system nicknamed Shakey. Endowed with a limited 
ability to perceive and model its environment, 
Shakey could perform tasks that required planning, 
route finding, and the rearranging of simple objects. 
 
The Stanford Cart was a remotely controlled TV-
equipped mobile robot. A computer program was 
written which drove the Cart through cluttered 
spaces, gaining its knowledge of the world entirely 
from images broadcast by an on-board TV system. 
The CMU Rover is a more capable, and neatly 
operational, robot being built to develop and extend 
the Stanford work and to explore new directions. 
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This paper describes the position estimation system 
for an autonomous robot vehicle called Blanche, 
which is designed for use in structured office or 
factory environments. Blanche is intended to be low 
cost, depending on only two sensors, an optical 
rangefinder and odometry. Briefly, the position 
estimation system consists of odometry 
supplemented with a fast, robust matching 
algorithm which determines the congruence 
between the range data and a 2D map of its 
environment. 
 
Rather than providing a general review of Dreyfus’ 
critique, this article concentrates on certain 
fundamental criticisms that Dreyfus directs at the 
information-processing approach to cognitive 
psychology and points out the unique conception of 
what it means to understand cognition which 
separates a phenomenologist from the typical 
cognitive psychologist. 
 
Abstract" Change in View" offers an entirely 
original approach to the philosophical study of 
reasoning by identifying principles of reasoning 
with principles for revising one's beliefs and 
intentions and not with principles of logic. This 
crucial observation leads to a number of important 
and interesting consequences that impinge on 
psychology and artificial intelligence as well as on 
various branches of philosophy, from epistemology 
to ethics and action theory. 
 
What happens to our conception of mind and 
rational agency when we take seriously future-
directed intentions and plans and their roles as 
inputs into further practical reasoning? The author's 
initial efforts in responding to this question resulted 
in a series of papers that he wrote during the early 
1980s. In this book, Bratman develops further some 
of the main themes of these essays and also explores 
a variety of related ideas and issues. 
 
The author sketches a general model of the roles of 
intentions in the planning of agents like us-agents 
with substantial resource limitations and with 
important needs for coordination. He then focuses 
on the stability of prior intentions: their rational 
resistance to reconsideration. He emphasizes the 
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importance of cases in which one's no 
reconsideration of a prior intention is 
nondeliberative and is grounded in relevant habits 
of reconsideration 
 
The book presented deep important connections 
between Artificial Intelligence and Philosophy, 
based partly on an argument that both philosophy 
and science are primarily concerned with 
identifying and explaining possibilities contrary to a 
common view. 
 
Criticizes the tacit current acceptance of the view 
that computers and man are species of the same 
genus and the growing tendency to try to solve 
problems as if man and society were machines. 
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Appendix 2: Literature review in Marketing – Service-Dominant Logic 
 

No. Author(s) Year Journal Summary 
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This perspective leads the authors towards 
redefining selling in terms of the interaction 
between actors aimed at creating and maintaining 
thin crossing points—the locations at which service 
can be efficiently exchanged for service—through 
the ongoing alignment of institutional arrangements 
and the optimization of relationships. This 
definition underscores how broad sets of human 
actors engage in selling processes, regardless of the 
roles that characterize them (e.g., firm, customer, 
stakeholder). A service ecosystems perspective 
reveals (1) that selling continues to be an essential 
activity, (2) how broader sets of actors participate in 
selling processes, and (3) how this participation 
may be changing. It leads to novel insights and 
questions regarding gaining and maintaining 
business, managing intrafirm and broad external 
selling actors, and sales performance. 
 
This perspective and its focus on service-for-service 
exchange among systemic actors reveals that any 
attempt to understand business models and the roles 
they play in facilitating value creation must account 
for dynamic relationships among systemic actors, 
technologies (i.e., useful knowledge), and 
overlapping market practices (i.e., markets) within 
service ecosystems. Based on this perspective, 
business models shape perceptions of resources 
(e.g., knowledge, skills, and abilities), integration 
processes of these resources, relationships among 
actors, and perceptions of what problems need to be 
solved. 
 
This commentary elaborates S-D logic’s 
conceptualization of value—‘a change in the 
viability of a system’—by capturing the nature of 
value through four propositions: (1) value is 
phenomenological, (2) value is always co-created, 
(3) value is multidimensional and (4) value is 
emergent. It also provides some specific 
suggestions for how future scholarly work can 
contribute to the further refinement of the 
understanding of value. 
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The authors develop an analytical framework that 
identifies three constitutive forms of triadic 
relationships in the existing literature: brokerage, 
mediation, and coalition. These illustrate the 
constitutive forms of social dynamics that 
characterize networked human systems and emerge 
only in triads. 
 
Evidence-based research is also needed; 
opportunities exist in areas such as (1) strategy 
development and implementation (2) application of 
complexity economics and (3) the study of the 
service of cognitive mediators (assistants) as 
heuristic tools in complex service ecosystems. 
Additionally, opportunities exist for using S-D logic 
as a broader framework for the study of 
macromarketing, including ethics, economic, 
environmental, and social sustainability, as well as 
public policy. 
 
This paper contributes to service science and S-D 
logic by providing a more comprehensive 
understanding of innovation driven by institutional 
complexity, in which the stability of institutional 
arrangements is reconciled with the actor-driven 
creation of novel solutions constitutive of 
institutional change. 
 
The authors combine the process of resources 
“becoming” with the concept of institutions and 
conceptualize institutional arrangements, and the 
unique sets of practices, symbols and organizing 
principles they carry, as the sense-making frames of 
the “resourceness” of potential resources. In service 
ecosystems, numerous partially conflicting 
institutional arrangements co-exit and provide 
actors with alternative frames of sense-making and 
action, enabling the emergence of new instances of 
“resourceness”. 
 
A new lexicon, emanating from service-dominant 
logic, is suggested to facilitate the move away from 
a goods-dominant mindset. Health care providers 
and executives that view health care as a part of an 
ecosystem will be able to better design and thus, 
create their health system’s value proposition for the 
consumer. There is hope that patient-centred 
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medical homes, accountable care organizations, and 
other new organizational models, along with 
interoperable electronic health records, can serve 
this role, and in doing so at least partially overcome 
the highly fragmented structure of the current 
system. Only if these initiatives can and do 
simultaneously recognize that the value proposition 
for their consumers is health, rather than health care, 
will they achieve the potential that is so desirable. 
 
Value co-creation is coordinated through actor-
generated institutions and institutional 
arrangements. 
 
 
Management thought and theory has had a long and 
proud history. However, as the management 
discipline grew, many sub-disciplines emerged to 
attend to specific problems or issues that general 
management was not addressing. We have argued 
that management thought and theory have largely 
ignored the service revolution and specifically S-D 
logic. 
 
This article explores the role of institutions in 
innovation from a service-ecosystems perspective, 
which helps to unify diverging views on innovation 
and extend the research regarding innovation 
systems. Drawing on institutional theories, this 
approach broadens the scope of innovation beyond 
firm-centred production activities and collaboration 
networks, and emphasizes the social practices and 
processes that drive value creation and, more 
specifically, innovation—the combinatorial 
evolution of new, useful knowledge. 
 
Such a broadened conceptualization of service 
innovation emphasizes (1) innovation as a 
collaborative process occurring in an actor-to-actor 
(A2A) network, (2) service as the application of 
specialized competences for the benefit of another 
actor or the self and as the basis of all exchange, (3) 
the generativity unleashed by increasing resource 
liquefaction and resource density, and (4) resource 
integration as the fundamental way to innovate.  
Building on these core themes, we offer a tripartite 
framework of service innovation:  (1) service 
ecosystems, as emergent A2A structures actors 
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create and recreate through their effectual actions 
and which offer an organizing logic for the actors to 
exchange service and cocreate value; (2) service 
platforms, which enhance the efficiency and 
effectiveness of service exchange by liquefying 
resources and increasing resource density  
(facilitating  easy  access  to  appropriate  resource  
bundles)  and  thereby  serve  as  the  venue  for 
innovation; and (3) value cocreation, which views 
value as cocreated by the service offer(er) and the 
service beneficiary (e.g., customer) through 
resource integration and indicate the need for 
mechanisms to support the underlying  roles  and  
processes. 
 
The synthesis of the service innovation literature 
highlights the variety of theoretical and empirical 
insights that have relevance for our understanding 
of service innovation in the digital age. However, as 
we reviewed service innovation publications that 
discuss notionally service and service innovation, it 
is found that assumptions about service are for the 
most part implicit, and the implications of ICTs for 
service innovation are generally not articulated in an 
explicit manner. 
 
This article explores how seemingly distinct actors 
contribute to value creation and evaluation in a 
fundamentally similar way. It shows that the 
division of actors into dichotomies such as 
‘producers’ and ‘consumers’ ‘paying’ and ‘non-
paying’ customers, and ‘adopters’ and ‘non-
adopters’ is based on narrow, unidirectional, 
transactional, and dyadic views on value creation 
and delivery. It highlights and underlines the 
limitations of these views and draws on a service 
ecosystems perspective and its broader notion of co-
created and contextual value to overcome these 
limitations. 
 
The  service  ecosystem  approach  proposed  here  
contributes  to  the  advancement  of  “services”  
marketing  research  by  extending  the context  of  
service  in  two  ways:  its  emphasis  on  service  as  
the  basis  of  all  exchange  allows  the  
consideration  of  all  instances  of  value-in-use, in-
context, to be considered as a service experience; its 
conceptualization of context broadens the 
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time/place dimensions that conventionally restrain 
research  in  service  encounters  and  service spaces  
beyond  physical,  social,  symbolic  and  relational  
dimensions  to  consider  the  multiplicity  of 
institutions across a wider socio-historic space. 
 
The proposed framework sheds light on the 
fundamental role that value propositions play in 
service systems. Building on service-dominant 
logic from marketing and structuration theory from 
sociology, the authors theoretically link three 
service constructs: value propositions as invitations 
from actors to one another to engage in service, 
engagement as alignment of connections and 
dispositions, and service experience as many-to-
many engagement. 
 
This article proposes a change in this perspective: 
according to service-dominant logic, both signs and 
practices can become resources for service and 
value co-creation. They become resources if they 
are integrated in a service offering. The authors 
illustrate how recent digital service innovations can 
be explained with this perspective and how it can be 
used to distinguish incremental from radical 
innovation. 
 
Marketing needs a new mindset to fulfil its proper 
role in creating and sustaining strategic advantage. 
To extend its influence beyond the boundaries of 
current offerings, the firm, and conventional 
practice,  marketing  and  markets must  be  viewed  
through  a  service  lens. 
 
This chapter explores the integration of CCT and S-
D logic by focusing on value co-creation and 
applying a practice approach to further weave 
together these distinct research areas. In addition, 
the proposed framework elaborates the 
conceptualization of value-in-context to consider 
the cultural context that influences and is influenced 
by the co-creation of value. 
 
Authors apply a service ecosystems approach, 
which is grounded in service-dominant logic and its 
foundational premise that service is the basis of all 
exchange. 
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In this view, technology can be conceptualized as an 
operant resource—one  that  is  capable  of  acting  
on  other  resources  to  create  value—and, thus, 
becomes  a  critical  resource  for  value  co-creation,  
service  innovation  and systems (re)formation. The 
authors argue that the consideration of technology 
as an operant resource  in service  (eco)systems  
provides  a more encompassing  view for  
systematically studying the way in which 
technologies are integrated as resources, value is 
collaboratively created, and service is innovated. 
 
As the world evolves complex interdependencies, it 
is more important than ever to pay special attention 
to service system resiliency and sustainability. The 
emergence and growth of service science and 
Service-Dominant (S-D) Logic helps to encourage 
systems-level thinking and provides at least some 
initial guidance on developing appropriate ‘mind-
sets’ and skills. In turn, this provides the means to 
be more innovative in developing solutions to 
‘wicked’ human problems that growing complexity 
brings forth. 
 
This article outlines the central premises of S-D 
logic and elaborates the concept of a service 
ecosystem to propose a framework that focuses on 
resource integration as a central means for 
connecting people and technology within and 
among service systems. This ecosystems view 
emphasizes the social factors that influence, and are 
influenced by, service-for-service exchange. The 
authors draw on systems theory and a 
structurational model of technology to underscore 
the importance of networks of actors, as well as 
institutions—e.g., rules, social norms—as critical 
components of service systems. 
 
Dominant logics or set interpretations of how to 
succeed are hard to change. But in times of 
turbulence and upheaval, it is important to be 
receptive to changing frames of reference and 
alternate ways to be responsive to new logics. 
Higher education is experiencing one of these 
turbulent upheavals where it is difficult for 
university and college leaders to separate the noise 
from the signal. The authors suggest an increasingly 
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audible and clear signal is emerging that provides a 
strong message: The “product” of education is a co-
created learning service. The new logic that can 
guide thinking, strategy, and public policy in this 
era is service-dominant logic. 
 
The authors show how customers can contribute to 
their own value creation through their own (self) 
activities in managing their health care. Building on 
past work in service-dominant (S-D) logic, 
consumer culture theory and social practice theory, 
the authors identify ‘‘roles,’’ ‘‘activities,’’ and 
‘‘interactions’’ that underlie customer cocreation of 
value in health care. The authors uncover five 
groupings of customer value cocreation practices 
yielding a typology of practice styles and link these 
to quality of life. The practice styles are ‘‘team 
management,’’ ‘‘insular controlling, ‘‘partnering,’’ 
‘‘pragmatic adapting,’’ and ‘‘passive compliance.’ 
 
A new operating logic is being developed as actors 
and the organizations they create become more 
interconnected in an increasingly networked global 
economy and society. One popular framework 
supporting the development of the new logic is 
based on an ecosystem metaphor. This metaphor 
has been used to describe and better understand 
organizational conditions, and change within fields 
such as business, education, and healthcare. The 
potential implications for developing a robust 
ecosystem framework for identifying, analysing, 
and managing organizations in an increasingly 
complex and dynamic world are substantial. 
 
It is suggested these themes can be better under-
stood by the adoption of a generic, actor-to-actor 
(A2A) model of resource integrators engaged in 
mutual service provision. 
 
All social and economic actors are essentially doing 
the same thing: creating value for themselves and 
others through reciprocal resource integration and 
service provision. The authors suggest that   this   
generic actor-to-actor (A2A) orientation, in turn, 
points toward the dynamic and systemic nature of 
social and economic exchange. To  account for  the  
complexity, indeterminacy, and  viability of  these   
dynamic systems, they   highlight the  importance 
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of  general systems theory, complexity theory, and  
the  viable systems approach and  propose that 
cross-disciplinary scholarly efforts are necessary in  
order to develop models and  frameworks that   can  
simplify the  complexity of  social    and  economic 
exchange in  meaningful ways   and  ultimately 
inform  practice and  public. 
 
Taken together, the articles in this special section of 
the Journal of Macromarketing and those in the 
three related journal special sections, begin to move 
S-D logic beyond the characterization of a 
perspective and toward the building of market 
theory that can potentially, ultimately better inform 
normative marketing practices. 
 
This special section provides insight into the 
complexity of markets by investigating markets as 
configurations and systems and how value 
propositions drive value co-creation. 
 
The S-D logic does not represent a theory; rather it 
is a lens, a perspective, for seeing the economic (and 
social) world differently from the traditional 
microeconomic and related marketing-management 
view; what we have called ‘goods-dominant (G-D) 
logic’ (e.g. Vargo and Lusch, 2008). That is, it is 
‘pre-theoretic’ and thus operates at a paradigm level 
(though the authors have also consistently 
disclaimed paradigm status). This acknowledgment 
is based on Hunt’s (1991: 4) definitional delineation 
of the requirements of theory: ‘a systematically 
related set of statements, including some lawlike 
generalizations, that is empirically testable.’ 
Therefore, the authors opinion is that the S-D 
logic’s foundational concepts and insights have not 
yet been sufficiently related and do not represent 
lawlike generalizations to meet the essential criteria 
of theory 
 
Shifting the dominant thinking of supply chain 
management toward the concepts of service, value 
cocreation, value propositions, operant resources, 
networks, service ecosystems and learning, opens 
many research opportunities and strategies for 
improved organizational performance. The 
emerging thought world of service-dominant logic 
is presented as a means to reframe supply chain 
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scholarship and practice for increased relevance and 
impact. 
 
The authors argue that an S-D grounded logic is 
especially useful in a highly networked world. In a 
network world and organization, it is critical for 
enterprises to realize and operate as if marketing is 
no longer simply a separate business function but 
also a general management responsibility within a 
broad network enterprise where the interests of 
many stakeholders need to be unified with the 
customer and the enterprise. Furthermore, a value 
cocreation concept of strategy becomes increasingly 
relevant because it views value as not created by the 
business but by customers as they integrate 
resources 
 
Service-dominant (S-D) logic broadens the 
perspective of exchange and value creation and 
implies that all social and economic actors engaged 
in exchange (e.g., firms, customers, etc.) are 
service-providing, value-creating enterprises; thus, 
in this sense, all exchange can be considered B2B. 
From this perspective, the contributions of B2B 
marketing (and other sub-disciplines) can be seen as 
applicable to ‘mainstream ’marketing. This generic, 
actor-to-actor (A2A) orientation, in turn, points 
toward a dynamic, networked and systems 
orientation to value creation 
 
The purpose of this paper is to explore the role of 
context in service provision and, more broadly, in 
market co-creation. The authors oscillate focus from 
an individual actor at the micro level to a market at 
the macro level to make the scalable influence of 
context more salient. This reveals the meso level, 
which is nestled between the micro and macro 
levels. The authors discuss how these market levels 
influence one another and conceptualize markets as 
simultaneous, continuous exchanges that are 
bounded by each of these levels of context. 
 
The paper finds that O’Shaughnessy and 
O’Shaughnessy’s comments are, according to their 
own admission, contrived, without regard to or 
familiarity with the body of work they criticize. The 
work they disparage includes not only its own but, 
by implication, that contributed by a large and 
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growing  number  of  scholars  worldwide  who  find  
service-dominant  logic  a  useful,  informed  and 
informing orientation to the market and marketing. 
 
The paper shows that, contrary to the claims of 
O’Shaughnessy and O’Shaughnessy, S-D logic: is 
neither regressive nor intended to displace all other 
marketing perspectives; is not advocating 
technology  at  the  expense  of  explanatory  theory;  
and  is  pre-theoretic  and  intended  to  be  soundly 
grounded in a manner to assist theory construction 
 
The author expands the S-D logic by providing new 
insights on complexity of markets and investigating 
markets as configurations and systems that tend to 
drive value-creation. 
 
 
The author sees the joint outcome as part of a 
continuing series of contributions to an 
understanding of markets in terms of value co-
creation through service-for - service exchange 
among resource integrating actors that, in turn can 
contribute to a better-informed marketing practice. 
 
The most obvious and critical of these conceptual 
transitions is found in the meaning of “service(s),” 
which in S-D logic becomes the process of using 
ones resources for the benefit of another party, 
expressed as the singular “service,” rather than the 
traditional conceptualization of an intangible unit of 
output, usually referred to in the plural, “services.” 
See Vargo and Lusch (2008a, b) for further 
discussions of this conceptual transition. 
 
The authors argue that marketing needs to “break 
free” from G-D logic and its lexicon, especially the 
associated meanings of terms such as “value,” 
“goods,” “services,” and “relationship.” In the S-D-
logic-implied, ecosystem view, various actors are 
connected, directly or indirectly, and become 
dependent and interdependent through a web of 
relationships that extend beyond traditional notions 
of the transaction and economic exchange. 
Although disquieting to some, firm activity, and 
value (co)creation must be understood in the context 
of relationships among a complex web of actors 
(customers, employees, suppliers and other 
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stakeholders that transcend transactions (single or 
repeated). Understanding the service ecosystems 
nature of relationship should be a managerial, and 
thus a research, priority. 
 
Building a true science of service requires solid 
theoretical foundations and the development of core 
constructs and concepts. This is no easy task. The 
advancement of service science becomes 
particularly difficult when faced with the challenge 
of applying an alternative logic to the traditional, 
goods-centred paradigm. The paradigmatic grip of 
the G-D logic lexicon makes it hard to break away 
from traditional understandings of concepts such as 
service and value. 
 
The S-D logic has triggered considerable interest in 
the global academic community. Its ten 
foundational   premises (FPs) hold that service(s) 
and the roles of suppliers/customers were 
conceptualized on a higher level of relevance and 
generalization. The new logic is not final but – to 
use its own terminology – is a value proposition that 
opens up for co-created theory improvements. 
 
With the rise of a network economy, customers are 
part of an extended enterprise and co-producers of 
the firm’s marketing. Enterprises need to learn not 
to fear it but embrace it as a healthy part of a highly 
networked market economy. Inbound marketing is 
made more effective, efficient, and whole when 
your customers are viewed as a partner to be 
“marketing with” or “co-creators of value”, which 
is the essence of service-dominant logic. 
 
Both supply chain management (SCM) and 
marketing in general have been moving from 
models and purposes narrowly focused on goods to 
more general models and purposes associated with 
partnerships, value networks, service provision, and 
value creation. 
 
A transcending, service-dominant-logic-based 
conceptualization of relationship as a general term 
representing the network-with-and- within-network 
nature of value creation, with transactions as 
“temporal isolates” of relationships is suggested. 
Relationships, by any definition, are not limited to 
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dyads but rather are nested within networks of 
relationships and occur between networks of 
relationships. These networks are not static entities 
but rather dynamic systems, which work together to 
achieve mutual benefit (value) through service 
provision. 
 
This service-centred view is based on the idea that 
service – the application of competences for the 
benefit of another – is the basis of all exchange. S-
D logic has been identified as an appropriate 
philosophical foundation for the development of 
service science (Maglio et al. 2009). 
 
Managers and employees might want to 
acknowledge that service can be provided directly 
or through goods and that all stakeholders actively 
participate in the brand value creation process. This 
re-orientation of managerial thinking, however, will 
require a new, service- dominant company 
philosophy, which will need to be ingrained in all 
employees. 
 
Here, the authors propose an abstraction for the 
twenty-first century, in which there is an emerging 
revolution in thinking about business and 
economics based on a service-dominant logic. The 
worldview of service-dominant logic stands in 
sharp contrast to the worldview of the goods-
dominant logic of the past,  as  it  holds  service—
the  application  of  competences  for  benefit  of  
others—rather than goods to be the fundamental 
basis of economic exchange. Within this new 
worldview, we suggest the basic abstraction is the 
service system, a configuration of people, 
technologies, and other resources that interact with 
other service systems to create mutual value. 
 
Good Dominant Logic: Goods, Tangible, Operand 
Resources, Asymmetric Information, Propaganda, 
Value Added, Transactional, Profit Maximization  
Service Dominant Logic: Services, Intangible, 
Operant Resources, Symmetric Information, 
Conversation, Value Proposition, Relational, 
Financial Feedback 
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Service is, the common denominator, of the 
exchange process; service is what is always 
exchanged. 
 
 
 
Within the S-D logic, “co-creation of value” is a 
hypernymic rather than an opposing or continuum-
anchoring concept in relation to “coproduction,” as 
suggested by Moeller. Furthermore, “customer 
integration,” as presented by Moeller, is a 
unidirectional process (customer resources 
integrated into firm processes) and firm centred, 
whereas S-D logic’s concept of “resource 
integration” is multidirectional (all parties uniquely 
integrating multiple resources for their own benefit 
and for the benefit of others) but service-beneficiary 
centred (i.e., both parties in service-for-service 
exchange). 
 
In fact, as discussed, calls for the recognition of the 
role of service can be heard throughout the 
development of economics (see Delaunay and 
Gadrey 1992; Vargo and Morgan 2005). Therefore, 
rather than S-D logic attaching new meaning to 
service, as some have argued, it actually recaptures 
an old meaning and amplifies the call for 
understanding its centrality in economic and social 
exchange. 
 
Alderson (1957, p. 69) had in mind over 50 years 
ago, when he advocated “What is needed is not an 
interpretation of the utility created by marketing but 
a marketing interpretation of the whole process of 
creating utility.” Therefore, the S-D logic is a step 
toward realizing Alderson’s call. Vargo and Lusch 
revise their 10 premises. 
 
There are two logics or mindsets from which to 
consider and motivate a transition from goods to 
service(s). The first, “GDL”, views services in 
terms of a type of (e.g., intangible) good and implies 
that goods production and distribution practices 
should be modified to deal with the differences 
between tangible goods and services. The second 
logic, “SDL”, considers service–a process of using 
ones resources for the benefit of and in conjunction 
with another party–as the fundamental purpose of 
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economic exchange and implies the need for a 
revised, service-driven framework for all of 
marketing. 
 
Similar to Vargo and Lusch, Normann shifted the 
focus of the offering from an output to a process of 
value creation and perceived the firm as an 
organizer of this process, with the customer as a co-
producer, rather thana receiver of value. He also 
argued that offerings are “frozen knowledge,” 
similar to Vargo and Lusch’s contention that the 
basis of exchange is applied operant 
resources(service) and suggested that the 
‘dematerialization’ of resources increases their 
‘liquidity’, which allows increased “density” for 
value creation. 
 
The primary tenets of service-dominant logic are: 
(1)the conceptualization of service as a process, 
rather than a unit of output; (2) a focus on dynamic 
resources, such as knowledge and skills, rather than 
static resources, such as natural resources; and (3) 
an understanding of value as a collaborative process 
between providers and customers  
 
Embracing a long and abstract view, the author 
characterizes the evolution of marketing thought 
and practice as going through three stages over the 
past 100 years: to market, market(ing) to, and 
market(ing) with. Hence, trying to show how 
marketing in both theory and practice is moving 
away from a market(ing)-to philosophy and practice 
and toward a market(ing)-with philosophy and 
practice, and in this regard. 
 
There is no inherent reason why marketing science 
must rest on the back of economic science. Of 
course, there is also no inherent reason why S-D 
logic should not. Conversely, there is no reason that 
marketing science, or more precisely market 
science, cannot develop its own positive theory and 
contribute not only to the further development of 
normative marketing theory, but also as a positive 
theory of economics. This of course echoes 
Alderson’s (1957) call for “a marketing 
interpretation for the whole process of creating 
utility.” It also acknowledges Dixon’s (1990, p. 
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342) observation that “the task of responding to 
Alderson’s challenge remains.” 
 
SDL is a tag that has become used to identify what 
appears to be an evolving revised logic of exchange, 
markets, and marketing. While it is appropriate to 
investigate SDL empirically at any point in this 
evolution, premature conclusion should be avoided. 
 
Vargo and Lusch have argued that exchange is not 
about goods, at least not centrally. It is about parties 
applying their specialized competences for the 
benefit of another party (i.e., serving them), and in 
so doing, benefiting themselves. As such, service is 
exchanged for service (Bastiat 1848; Vargo and 
Lusch 2004) and goods are merely mechanisms for 
transferring and applying competences, or as 
Normann and Rameriz (1993, p. 68) state it: 
“products are frozen activities.” 
 
Macromarketing research should start with an 
understanding of the most micro actions of buyers, 
sellers, and government. It is these agents and their 
micro actions that result in the emergence of 
macrostructures. Macrostructures take a long time 
to emerge and then evolve over long periods of time 
 
This contribution underlines that the S-D logic 
defines service as the application of competencies 
for the benefit of another entity and the entity itself, 
and the service provision is the essence of all 
economic activities. Thus, service integration 
within the proposition of value and the return in 
terms of monetary benefits to the company are 
based on the notion of service and a co-creation 
modus operandi of economic transactions. 
 
SDL according to Alderson (1957), is a marketing 
interpretation of the whole process of creating 
utility. Thus, the integration of service in terms of 
specialized competencies (knowledge and skills) to 
benefit another entity or the entity itself.  
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SDL is a shift in logic in the real sense that 
emphasizes on activities driven by special 
competencies, knowledge and skills, a pivotal role 
in exchange processes. SDL is a paradigm shift in 
marketing logic and not. Replacement of one form 
of output. 
 
 
 
This book presents a challenging new paradigm for 
the marketing discipline. This 
new paradigm is service-oriented, customer-
oriented, relationship-focused, and knowledge- 
based, and places marketing, once viewed as a 
support function, central to overall business 
strategy. Service-dominant logic defines service as 
the application of competencies for the 
benefit of another entity and sees mutual service 
provision. 
 
Vargo and Lusch clarify the five recurring themes:  
Why a ‘service-dominant’ logic? SDL indicating a 
process of doing something for someone, rather 
than the plural ‘services’. In SDL service is the 
common denominator of exchange and thus is 
hypernymic to goods. There is no good-versus-
service winner or loser in SDL. 

 The resource-integration role of the firm and 
customers; all economic entities are service 
integrtors, thus it is the unique application of these 
uniquely integrated resources that motivates and 
constitutes exchange, both economic and otherwise. 

 The nested roles of the co-creation of value and co-
production: Customer is always a co-creator of 
value, hence value is determined by the user based 
on the perception of "value in use" concept. 

 The central role of interactivity in value creation 
and exchange; and Vargo and Lusch quote 
Håkansson and Prenkert (2004: 91–2), an early 
pioneer in network theory, notes: ". . . all exchange 
activities are conducted in order to realize services . 
. . [I]t is through exchange that the potential services 
of resources are released and value arises. In other 
words, the out- come of the business exchange 
activity is the services rendered and the goal of 
business activity is to actualize the potential 
services buried in the innermost recesses of the 



 

 

 

lix 
 

 
 
 
 
 
68 
 
 
 
 
 
 
 
 
69 
 
 
 
 
70 
 
 
 
 
 
 
71 
 
 
 
 
 
72 
 
 
 
 
 
 
 
 
 
 
 
73 
 
 
 

 
 
 
 
 
Lusch, Robert F. 
Stephen L. 
Vargo and Alan 
J. Malter 
 
 
 
 
 
Vargo, Stephen 
L. and Fred W. 
Morgan 
 
 
Vargo, Stephen 
L. and Robert F. 
Lusch 
 
 
 
 
Bolton, Ruth N. 
 
 
 
 
 
Vargo, Stephen 
L. and Robert F. 
Lusch  
 
 
 
 
 
 
 
 
 
Kimbell, Lucy 
 
 
 

 
 
 
 
 
2006 
 
 
 
 
 
 
 
 
2005 
 
 
 
 
2004 
 
 
 
 
 
 
2004 
 
 
 
 
 
2004 
 
 
 
 
 
 
 
 
 
 
 
2009 
 
 
 

 
 
 
 
 
Organizational 
Dynamics, 
35(3), 264–
278. 
 
 
 
 
 
Journal of 
Macromarketi
ng, 25 (1), 42-
53. 
 
Journal of 
Marketing, 68 
(January),1-
17. 
 
 
 
Journal of Mar
keting 
 
 
 
 
Journal of 
Service 
Research, 6 
(4), 324-335. 
 
 
 
 
 
 
 
 
CRESC 
Conference, 
Manchester 
 

included resources . . . The objective is to create 
value through the release of the services habituated 
within resources." The continuing need for 
refinement of an S-D logic friendly lexicon.       
 
The economic world has changed; hence marketing 
is no longer centrally concerned with GDL. SDL 
takes a broader, more comprehensive view of 
exchange. It focuses on the intangible, often 
information that can now be transmitted across 
national boundaries instantly, as well as higher-
order skills that can be exported in addition to, or 
increasingly in lieu of tangible goods.        
     
The authors suggest that the services-centred model 
of exchange is pivotal for the advancement of the 
understanding of exchange relationships in 
marketing.               
 
The inherited GDL based on the exchange model 
that focused on tangible goods is challenged by the 
new SDL, hence the new emerging perspective is 
focused on intangible resources and the co-creation 
of value with the customer, thus marketing in 
essence is the provision of service. 
 
An evolution is underway toward the service 
dominant logic for marketing. This logic has 
important implications for marketing theory, 
practice, and pedagogy, as well as for general 
management and public policy.               
 
The four myths of service marketing as; 
intangibility, inseparability, heterogeneity, and 
perishability do not distinguish services from goods, 
thus they only have meaning from a manufacturing 
viewpoint and imply inappropriate normative 
strategies. Vargo and Lush suggest that advances 
made by service scholars can provide a foundation 
for a more service-dominant view of all exchange 
from which more appropriate normative strategies 
can be developed for all of marketing.       
 
 
Recent studies and contributions claim that design, 
or rather design thinking has the ability of driving 
innovation in an organization and transform them. 
The authors contribute towards a better 
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understanding of design thinking and establishes an 
alternative way of conceiving of design activity 
without privileging the work conducted by the 
designers, but through attending to the practices of 
others involved in constituting design outcomes. 
 
In this contribution the author focuses on exploring 
the similarities and the differences between Design 
Thinking and the S-D logic. She claims that some 
of the key principles underlying Design Thinking 
and the S-D logic do not differ and are strikingly 
similar to each other. Furthermore, she views this 
similarity as a fruitful ground for further intellectual 
alignment between these two theories. 
 
The authors aim to develop a framework which will 
serve for a better understanding of service design 
and how service design relates to other core 
concepts within service marketing. Furthermore, 
they claim that by the development of this 
framework, dual value creation can be enhanced. 
 
 
 
 
 
 
The authors furtherly develop the business model 
canvas into a service logic business model canvas in 
order to better take into account the service logic 
principles as well as cover the basic principles of the 
contemporary business logics. 
 
In this thesis the author furtherly explores and 
develops theoretical and conceptual bridges 
between the design and service logic through the 
development of a Design for Service framework, 
which articulates the designers' contribution in 
terms of value creation. 
 
The authors argue that the S-D logic poses a new 
paradigm for understanding the basis of economic 
exchange and agree that service is a key factor in 
terms of value creation. They examine service-
oriented ideas where new business opportunities 
could be derived from the value co-creation 
perspective which may have been unnoticed by the 
goods-centred view organizations. 
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According to the authors, the health sector is in need 
of an innovative breakthrough to tackle the 
challenge of growing populations and requiring of 
services and dwindling resources in the face of 
reduced funding. They claim that design thinking is 
a paradigm that can assist service providers to craft 
solutions to problems that consider the needs and 
views of all the stakeholders involved. 
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