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Abstract
This paper provides insights into the interdisciplinary intersections between market‑
ing and design. It explores the various design intersections in the marketing fields.
The collaboration between marketing and design is restricted by the paradigm
boundaries, but not by the industry, researchers, and research projects. Challenges
for both disciplines’ future are explored, highlighting the need for a paradigm shift
in marketing.
Keywords Marketing · Design · Theoretical framework · Empirical research
JEL Classification M31

1 Introduction
In the marketing discipline’s early days, when the business practice of marketing
was about to turn into a profession (Brown 1948), marketing could be conceived of
as a kind of design. A marketing executive was then typically seen as a designer of
marketing instruments, as"…a ’mixer of ingredients,’ who sometimes follows a rec‑
ipe prepared by others, sometimes prepares his recipe as he goes along, sometimes
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adapts a recipe to the ingredients immediately available, and sometimes experiments
with or invents ingredients no one else has tried" (Banting and Ross 1973, p. 1).
Since the early 1950s, marketing scholars have been addressing and exploring the
essence of marketing (e.g., Hutchinson 1952) and pondering whether marketing is
a science or a body of thought. Marketing has since gained its scientific recogni‑
tion (Bartels 1951) and moved away from the traditional "final purchase and sale
of a product or service" (Kotler and Levy 1969, p. 55). Marketing scholars laid the
theoretical foundations (e.g., Hutchinson 1952; Bartels 1968) and reached out to
several multidisciplinary fields (Kotler and Levy 1969), despite some critique (e.g.,
Luck 1969). Among these, new areas were the object of research interest from vari‑
ous scholars, addressing for instance industries and organizations, the third sector
(Kotler and Murray 1975), and non-profit organizations (Shapiro 1974). Moreover,
scholars turned their attention to aesthetics (Levy and Czepiel 1974), arts (Mokwa
et al. 1980; Peterson 1980), and the design of products (Choffray and Lilien 1978).
But although marketing was touching base with design topics, it mostly lost its own
design orientation. Instead, the transaction or exchange view of marketing became
the discipline’s dominant perspective (c.f., Bagozzi 1974). When the global econ‑
omy was expanding, customer satisfaction and enduring relationships became essen‑
tial to competitiveness and success (Berry 1995). At the same time, the develop‑
ment of information and communication technologies (ICT) increased the market
changes (Alves et al. 2016), especially about consumers’ relationships, with brands
and other people (Laroche et al. 2013). Not only did ICT change the market, but it
also served as an essential enabler for new marketing techniques—centred around
design and new information systems (Graesch et al. 2020). Social Networks’ suc‑
cess is an example that highlights the relevance of consumers’ attachment to inter‑
personal interactions (de Wulf et al. 2001) and how design influences it (Beverland
et al. 2017; Gilal et al. 2018). Yet, there is even another way how information sys‑
tems impact the marketing discipline, namely as an opportunity to bring back mar‑
keting’s initial design-orientation. Due to its partial origins in computer science,
information systems research is a pioneer in awareness that design is an integral part
of the discipline (Österle et al. 2011). Nevertheless, despite the significant growth of
marketing and design research over the last decades of the twentieth century (Bloch
2011), recognition of the importance of design to marketing by scholars and practi‑
tioners (Beverland 2005; Krohn 2015; Luchs et al. 2016) came long after Kotler and
Rath (1984) had identified design as a strategy tool.

2 Marketing and design
Marketing and design are present in every aspect of our daily routine and way of
life. Marketing and design are about customers and for customers, sharing common
ambitions in offering better market products and services. Design is a practice-based
approach developed as a process and emphasizes meaningful solutions (Archer
1981; Brown 2008; Cross 1982). In effect, earlier studies analyze the role and the
impact of design on customers’ behavioural intentions from numerous disciplinary
perspectives (Walsh 1996). These studies highlight the design capacity to open new
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markets and renovate older ones (Bruce and Daly 2007). There is thus ample reason
to shed more light on the intersections of marketing and design. For the intersections
between design and marketing to thrive, change must occur, and discussion must be
encouraged.
In October 2018, the First International Conference on Marketing and Design
(ICMD 2018) organized by several international scholars, including the authors,
took place at the University of Algarve, Portugal. ICMD is a stage for scholars and
practitioners’ debate on the interplay of marketing and design. In the scope of this
conference, two calls for papers for special issues were open: (1) a call for papers
addressing "Design and Marketing: intersections and challenges" in Creativity and
Innovation Management, resulting in eleven papers being published; (2) a call for
papers in "Marketing and Design: intersections and challenges" in this journal,
resulting in six papers being selected after a rigorous reviewing process.

3 Six studies addressing marketing and design intersections
This special issue offers some insight into the interplay between marketing and
design. The six selected papers come from different academic backgrounds, geog‑
raphies, and perspectives, thus demonstrating the topic’s robustness and interest. It
explores different perspectives and presents several intersections, providing a stateof-the-art regarding the topic. In effect, each paper provides insights into the com‑
posite and complex nature of marketing and design and reinforces the need to look
at the markets and consumers from a new standpoint. As such, six key insights are
provided.
Key insight 1: New Design-driven Innovation strategies can be developed and
found in the creative sector.
The contribution titled "Cultural Product Innovation Strategies Adopted by the
Performing Arts Industry" by Chun Liang Chen examines the creative sector on how
to create value using a design-driven innovation approach to sustain a competitive
advantage. His findings in the puppetry sector showed that by using functionality
and meaning, firms could design and develop four types of innovation practices:
market-pull, technology-push, design-driven, and a mixture of technology-push and
design-driven. Their paper extended existing models and proposed new product
management practices that emphasized the role of traditional and design features,
along with design-driven innovation.
Key insight 2: The experience proposition of the brand can be conceptualized
into a four-iteration cycle brand experience manual.
In the paper entitled "Brand experience manual: Bridging the gap between brand
strategy and customer experience" Mauricy Motta-Filho offers a customer experi‑
ence-centric approach to branding. He describes the process through a four-iteration
cycle on how to communicate the brand experience proposition. The author devel‑
ops the brand experience manual to help experienced managers create and deliver
impactful brand experiences to customers.
Key insight 3: Design influences mobile tourism apps usage and acceptance at
the destination.
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In the paper entitled "Do tourism applications’ quality and user experience influ‑
ence its acceptance by tourists?", Pedro Palos-Sanchez, José Ramón Saura, and
Marisol B. Correia applied the Unified Theory of Acceptance and Use of Technol‑
ogy 2 to assess the customers’ behavioural intention to use tourism apps. They also
verified the influence of design and user experience on mobile tourism apps usage
and acceptance. Authors found that the demographic profile can be a crucial predic‑
tor of tourism apps adoption and use on mobile devices.
Key insight 4: Shopping companions’ traits and behaviours influence retail
shoppers.
Tobias Scholz, Jörn Redler, and Sven Pagel, in their article with the title "ReDesigning adaptive selling strategies: the role of different types of shopping com‑
panions" looked at the influence of shopping companions in retail sales. The authors
used a qualitative approach to systematize in-depth interviews with salespeople to
identify shopping companions’ character traits and behaviours. Based on these find‑
ings, they discuss how adaptive selling strategies could be re-designed.
Key insight 5: Designer cues influence consumers’ outcomes.
In the paper titled "A qualitative approach to designer as a product cue: Proposed
conceptual model of consumers perceptions and attitudes" Elif Idemen, Ayse Banu
Elmadag, and Mehmet Okan studied the effects of product cues. They found four
distinct categories of consumers’ responses to designers as product cues. These cues
are related to the product and the consumption context and the consumers and the
designer’s characteristics. The authors proposed a conceptual model incorporat‑
ing and integrating multiple processing routes (emotional and cognitive) towards
designer cues’ influence and outcomes on consumers.
Key insight 6: Confirmatory composite analysis is a statistical method for confirmatory marketing and design research that models abstract concepts using emergent variables.
In the paper titled "Confirmatory composite analysis using partial least squares:
setting the record straight," Florian Schuberth presents a novel statistical method
that is suitable for confirmatory research at the intersection of marketing and design
research: confirmatory composite analysis. Confirmatory composite analysis was
invented by Jörg Henseler and Theo K. Dijkstra and aims at testing whether a com‑
posite of more elementary parts serves as an emergent variable (Henseler and Schu‑
berth 2020), which means that it acts as a whole. Unfortunately, Hair et al. (2020)
confounded confirmatory composite analysis with the measurement model evalu‑
ation step of partial least squares structural equation modeling. Schuberth (2021)
disentangles both techniques and compares them. Whereas confirmatory composite
analysis turns out to be a useful technique for its intended purpose, the other method
does not seem to live up to its claims.
Additional new insights were provided by the eleven papers published in the sis‑
ter special issue. Table 1 lists all 17 papers and their key insights.
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Table 1  New insights on the interplay of marketing and design
Study

Insight

Chen et al. (2021)

New design-driven Innovation strategies can be developed and
found in the creative sector

Motta-Filho (2021)

The experience proposition of the brand can be conceptualized
into a four-iteration cycle brand experience manual

Palos-Sanchez et al. (2021)

Design influences mobile tourism apps usage and acceptance at
the destination

Scholz et al. (2021)

Shopping companions’ traits and behaviours influence retail
shoppers

Idemen et al. (2021)

Designer cues influence consumers’ outcomes

Schuberth (2021)

Confirmatory composite analysis is a statistical method for con‑
firmatory marketing and design research that models abstract
concepts by means of emergent variables

Mulder-Nijkamp (2020)

When designers design brand extensions, they should ensure
fit with the parent brand and increase the brand extension’s
novelty without sacrificing its typicality

Xue and Swan (2020)

The effect of design capabilities on innovations is contingent on
technology and the market

Hemonnet-Goujot et al. (2020)

There are three types of collaboration between external design
and marketing: (1) collaborations characterized by a strong
marketing lead that rely on customer-based designers, (2)
collaborations described by a strong design lead that rely on
process-based designers, and (3) collaborations
making use of cobranding with star designers

Overdiek and Warnaby (2020)

Consumer engagement observable in pop-up stores facilitates
co-design and gives marketers insight into what is meaningful
to consumers

Huertas and Pergentino (2020)

Consumer cocreation claims have more impact on customers’
purchase intentions if there is negative information on product
category performance

Sette and Brito (2020)

Digital influencers not only express many conventional dimen‑
sions of creativity, but
also, a new attribute dubbed originality

Coco et al. (2020)

Novices in design thinking such as marketing and business stu‑
dents face three struggles during a design thinking innovation
journey: destabilizing, non-deciding, and abstracting

Baumgarth and Bahati Wieker (2020)

Urban art, such as street art and graffiti, positively affects con‑
sumers’ product evaluation

Nagel and Schumann (2020)

Consumers’ perceptions of the innovative aesthetic value buffer
the effect of product-related hedonic experience on attitudes
toward the product

Carvajal Pérez et al. (2020)

Creative heritage—a type of cognitive resource—can help
marketing and design teams in luxury organizations to address
destructive and creative tensions and overcome the trade-off
between product innovativeness and brand consistency

Artusi and Bellini (2020)

To embody new meaning in a new service, the service concept
must be simple and focused on one concrete element in the
customer journey, the so-called "Moment of Meaning"
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4 Marketing and design future challenges
The papers in this special issue remind the challenges that lie in finding and under‑
standing the two areas’ synergies. In effect, marketing theory needs to expand and
re-evaluate the inclusion of design as a critical concept. A paradigm shift of the
same dimension as McCarthy’s (1978) marketing mix is needed to combine both
paradigms, design and marketing (Henseler 2017). Despite the existing literature
recognizing fruitful research avenues (Alfakhri et al. 2018; D’Ippolito et al. 2014;
Creusen and Schoormans 2005; Rothwell and Gardiner 1983), marketing and design
intersections are not yet clear, and the development of new methodologies is at
its infancy. We believe a paradigm shift is needed, one in which practitioners and
researchers ask how design can contribute to and influence marketing knowledge
(and the inverse is also relevant). For instance, Beverland (2005) mentioned how
uneasy the relationship between marketing and design could be. Moreover, design
management processes and activities need to be further investigated (Bruce and
Daly 2007), and new approaches to combine both paradigms and reduce their differ‑
ences are essential (Henseler 2017).
This special issue contributes to the debate, with the six studies showing how
design and innovation can be drivers for new product development in the cultural
and creative sector. From a research perspective, new opportunities for collabora‑
tion between marketing, culture, and arts are highlighted. Firms have adopted design
processes as a strategy and as instruments for innovative practices and products
(Berkowitz 1987; Kumar 2009). We believe the digital transformation and mana‑
gerial practices require more creative and innovative design approaches, relying on
empirical and theoretical advancements to understand consumers and their behav‑
iours. Two of the studies offered an answer on how brands can engage customers
during experiential events and how design impacts apps’ success, and how it influ‑
ences users’ behaviour. Noteworthy is the finding that the digital sector industry is
already enabling customers to define their preferences (e.g., cloud-based design) and
choices (Liu et al. 2020; Wu et al. 2015). In particular, one paper stressed how shop‑
ping companions influence shopping situations, recommending different customer
orientation of salespeople. Another paper has highlighted how one customer may
accept different methods, forms, images, but they may be unappropriated to another.
Researchers need openness to design and marketing intersections because designer
cues and communicating design represent a vital form of non-verbal communication.
Moreover, it is one form of communication that conveys meanings and emotions
to users clearly and distinctly. Finally, the last article offers confirmatory compos‑
ite analysis to assess composite models, a promising methodology for confirmatory
research at the intersection of both disciplines. We believe this special issue clarifies
the structural changes that need to occur between marketing and design. In effect,
we hope it may serve as an input to reinforce the design’s presence in products and
services and how we see, think, act, and relate to others.
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