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Introduction
We have some insights on the implementation of marketing in Spain through the doctoral research carried out by Carles Barceló Valls in the 1980s at the Universidad de Barcelona Barceló Valls (1984a).. Barceló claimed that marketing was not held in very high esteem in Spain for three reasons: 1) there was no university degree in marketing; 2) many “pseudo professionals” had committed a lot of mistakes; 3) firms and entrepreneurs sought short-term profits rather than long-term buyer satisfaction.
At that time, some doubts about the usefulness of marketing persisted among the biggest Spanish firms (Table 1). According to the most eminent experts in the field, at the end of the 1980s, less than 10% of the firms had actually implemented marketing strategies. At the crucial moment when Spain joined the European Economic Community (EEC), the European Society for Opinion and Market Research estimated in 7 billion pesetas the Spanish annual outlay in market research, well beneath the figure in neighbouring countries like Holland (12), Italy (15), France (38), Germany (45) and England (48). Moreover, up to 30% of the Spanish figure was connected with the interests of European and American firms in the Spanish market, while roughly 1% corresponded to the interests of Spanish firms in foreign markets See the critical introductory studies by L.A. Sanz de la Tajada and G. Garrido to the first Guía del Marketing en España, published in 1989. The bulk of the marketing expenses were concentrated in advertising, and the previsions of J. Walter Thompson for the year 2000 were reached in 1990..

Table 1. Perception of marketing usefulness among the 2,000 biggest Spanish firms in mid-1980s (percentages)

Total
Consumer goods
Investment goods
Services
Very important
26.3
31.1
21.1
12.8
Quite important
36.6
37.8
38.2
27.7
Less important
21.2
16.7
22.2
40.4
No important
8.9
6.7
10.6
14.9
No answer
7.0
7.7
7.3
4.3
Note: The sum is not always 100 because of rounding.
Source: Dusch (1985), p. 20.

In this paper we will try to build upon the research done by Barceló by presenting: 1) information about the implementation of mass consumption in Spain; 2) an analysis of the first Congreso Nacional de Márketing y Ventas (1963); 3) the different ways to introduce marketing in Spain during the 1950s and the 1960s; 4) an approach to the reception in Spain of the Marketing Management School. We will summarise our findings at the end of the paper with some concluding remarks.

1. Towards consumerism
	A well-known textbook on distribution states that until 1959 traditional outlets prevailed in Spain Casares Ripol and Rebollo Arévalo (2000), p. 231.. During the period of traditional commercialisation, a transitional phase can be distinguished between 1900 and 1936, this being the period when the shift from a self-consumption economy to a market economy took place. The main transformation occurred in the big cities, where some features of modernity sprang up in the downtown Madrid bazaars and one-price retail stores. 
During the Civil War (1936-1939) and its aftermath (the 1940s), there were problems on the supply side. Controls and rationing (until 1952) were implemented, leading to the creation of black markets See Barciela et al. (2001).. The Comisaría General de Abastecimientos y Transportes (CAT) gathered and distributed Spanish products, while the Fiscalía Superior de Tasas kept watch on prices. In this context, the goal of modernising commerce was an unattainable goal. In the 1950s, among the many changes occurring in the country were the authorities’ relaxation of control over distribution and the population migration from rural to urban areas. These factors explain the increase in “district markets” (“mercados de barriada”), with specialised stalls, and general stores. The central markets were municipalised in 1954. The evolution was less important in rural areas, still the most characteristic of Spanish society.
	Mass distribution ―a reality in United States since the 1930s and in Europe since the 1950s― arrived to Spain in the 1970s About the road to mass consumption in Spain during the 1960s, see Mínguez et al. (1970).. This took place in connection with the main features of the economic progress in the 1960s: rapid economic growth, urbanisation, and the massive arrival of foreign tourists. In the 1960s, there were also some improvements in the institutional framework: in July 1963, passage of the first anti-trust law prompted the creation of the Tribunal de Defensa de la Competencia. In 1973, there were 7,335 supermarkets and the first hypermarket. In addition, chain stores, co-operatives and modernised wholesale markets emerged. In spite of these new ways of doing business, Spain in early 1970s lagged far behind other Western countries: more than 90% of the turnover in the retail sector came from traditional channels.
	The 1960s saw the great transformation of the Spanish society through a model that has been labelled “desarrollismo” (fast but disorderly growth). According to J. Farran, during this period firms shifted from a phase where “they did not worry about sales because whatever was produced was sold”, due to the autarkic system, to another phase where “sales became increasingly difficult and competition was a matter of fact” Farran (1972), p. 225.. Thus, the firms looked anxiously for new commercial policies. At the beginning of the 1970s, says Farran, managers did not see satisfactory returns from these policies because of the rapidity of the changes: there was resistance to change in many managers; professionals were ill-prepared in management and sales ―“all the Spanish entrepreneurs are conscious of this problem and continually talk about it”―; and the lack of response in the main distribution channels. Consequently, industrial firms tried to bypass wholesalers because of their incompetence. Some experts questioned both wholesalers and retailers and gave support to “direct marketing”, i.e., straightforward communication between producer and consumer See Moliné (1969)..
	The debate about the bad performance in commercialisation arose when the government blamed the commercial sector for the huge inflation of late 1950s. In April, 1958, the Cámara Oficial de Comercio de Madrid wrote to the Ministry of Commerce to protest inefficiency in commercialisation, arguing that the main cause of inflation was the scarcity of all kinds of goods and the distortions caused by the intervention of the government through the CAT. This public corporation recently had developed its own co-operative stores and supermarkets, which in turn were received with hostility by traditional retailers. In the letter to the Ministry, the Cámara rejected the aim of “correcting the illness induced by the use of orthopaedics with the application of new interventionist orthopaedics” Fontana Tarrats (1965), pp. 67-77..
	Constant complaints against commerce drove the Ministry of Commerce to create in 1973 the Instituto de Reforma de las Estructuras Comerciales (IRESCO) as a public corporation charged with making proposals to the government in order to improve the connection between supply and demand, cut costs, strengthen competition, and raise the education of the salesmen. The first studies by the IRESCO confirm that the modernisation of the Spanish commercial structures moved forward very slowly during the 1960s. That commercialisation costs were under the average level in the EEC, as was pointed out by the Cámara, could be explained by the low cost of labour and not by the efficiency of the sector. The IRESCO's pushed for introducing more supermarkets, self-services, department stores, and hypermarkets, and opposed protecting traditional outlets, which were increasingly less profitable because of their excessive number (in 1972, there was 75 people per shop, with a average staff of 2.3 employees) (Table 2) The first Spanish hypermarkets were operated under the brands: Hiper (Barcelona, 1973), Carrefour (Barcelona, 1973), Hiper (Malaga, 1975), Sant Pons (Girona, 1975), Jumbo (Madrid, 1975), Carrefour (Tarragona, 1975), Hiperradar (Barcelona, 1975), Center Hogar (Terrassa, 1975), and Continente (Valencia, 1976). .

Table 2. Evolution of retailing in Spain during the 1960s

Traditional outlets
Non traditional outlets

Number
% Turnover
Number
% Turnover
1960
258,613
99
130
1
1961
272,753
98
228
2
1962
286,717
98
502
2
1963
300,653
98
804
2
1964
314,544
98
1,151
2
1965
337,093
97
1,536
3
1966
359,570
97
1,985
3
1967
381,984
96
2,514
4
1968
391,973
96
3,175
4
1969
406,626
96
3,933
4
1970
428,350
95
4,789
5
1971
440,341
95
5,618
5
1972
447,798
94
6,768
6
Source: IRESCO (1977), pp. 104 and 113.

Further demonstrating the concern about commercialisation, the authors of a study at the end of the 1960s sponsored by the employers' association Acción Social Empresarial insisted a strong demand existed for commercial managers: “reading newspapers, we can see in the advertisements of firms looking for managers that most of them refer to commercial management, and many are asking for marketing experts” Cantarela Gutiérrez and García-Cerrada (1969), p. 17.. Interest in marketing was not unknown in Spain, but the trend to modernisation in this area had been suspended during the autarkic years. Now, thanks to the liberalisation that characterised the 1960s, Spain was shifting from a “production economy” to a “market economy”. Consequently, marketing became very attractive for Spanish entrepreneurs.
	After the Civil War, there were some scholars and institutions working to improve sales and advertising techniques (e.g., Pere Prat Gaballí and his Escola d'Alts Estudis Comercials, in Barcelona), but certainly it was only at the end of “early Francoism” (late 1950s) that the concept “marketing” arrived to Spain. The first Spanish marketing professionals did not properly separate marketing from advertising, and many of them held a traditional view of marketing, placing it under the rule of production, concentrating on a very limited range of products and relying only on experience gained from practice. When the first Congreso Nacional de Marketing y Ventas took place in 1963, many difficulties lay ahead.

2. The first Congreso Nacional de Márketing y Ventas (1963) For this section, see García Ruiz (2003a) and (2003b).
The Club de Dirigentes de Ventas de Zaragoza was in charge of organising the first Congreso Nacional de Márketing y Ventas. The meeting was held on the premises of the Feria Oficial y Nacional de Muestras of the 29th and 30th of March, 1963. According to the minutes, the meeting was devoted to defining a modern concept of marketing and to analysing the best methods in the selection, training and promotion of sales representatives.
The opening address was given by the President of the Cámara Oficial del Comercio y de la Industria de Zaragoza, Antonio Blasco del Cacho, who justified the meeting by stressing the need to change the traditional approach to selling: “nowadays it is difficult to sell good things without the necessary promotion” and “it is not possible to continue committing commercial tasks to the least capable members in family firms because the art of selling has become a science that requires a big deal of formation and dedication”. However, Blasco concluded his speech with a proposal to shape the modern salesman mainly on the basis of cultural elements: Spanish joy, French refinement, Italian elegance, American peacefulness, German seriousness, English consciousness, and Japanese tenacity.
The meeting finalised with the approval of a dozen conclusions that advised how to improve the field:
1)  Stress the “selling function”, because selling must determine the production.
2) Convince society that the job of selling is worthwhile (honourable).
3) The unification of the terms, including accepting the use in Spanish of the word “Márketing”.
4) A proper understanding of how the salesman’s promotion must be individualised.
5) The belief that tests on general knowledge and graphology should not be determinant in the selection of the salesmen.
6) The selection of salesmen as a process to be oriented to match abilities (basic conditions) and attitudes (human qualities potential or acquired) of individuals with the requirements of the job.
7) The consideration that the main purpose behind training courses be the overall development of the personality and the full integration of the person into the team.
8) Pay attention to the continuing training of the salesmen.
9) Carefully train the salesman at the intermediate levels of the organisation.
10) Try to convince the Minister of National Education to connect the higher technical schools and university centres with the everyday life of the firms through the appointment of managers to special committees or boards. Marketing should be added to the university curricula.
11) The promotion of a so-called Asociación de Investigación Científica de la Venta, with governmental support.
12) Send a message of allegiance to the dictator, General Franco ―which was something that was very normal in those times―.
	Many of the papers presented in the meeting dealt with the lack of prestige of the salesmen in Spain. In the conclusions of the session on consumer goods we read: “Once the young candidate to be a sales representative has finished his studies he immediately faces family pressures and social prejudices. This is comprehensible to some extent because his family and girlfriend and the girlfriend’s family have a very rudimentary idea of what a salesman does, and they identify him with people that place orders, as  has been common in our markets traditionally. They consider that it is worthless to study a lot to do such simple work”. The session on services remarked: “it is normal to consider it a discredit to channel the son’s career towards selling” Similarly, in Ginebra Torra (1976), pp. 43-44, we can read, “in Catalonia, where the family firm is so common, we used to guide the son with analytical and logical capacity towards Engineering studies to assume afterwards the Production Management and the less skilled son towards Law studies or something similar to be entrusted with the Administration Management. Finally, it was very usual to appoint to Sales Management the ‘unable’ son, which is the son unable to take a university degree, whatever be the reason. On these grounds, not many years ago, I remember a friend’s comments about a relative of his that had decided to work in the commercial field after completing Engineering studies. His decision was seen as a betrayal to his extensive superior studies (8 years!) and as a kind of improper use of the personal effort made”.. Trying to counteract public opinion, Pedro Gual Villalbí, Minister of the Government and President of the Consejo Económico Nacional in the closing speech, said, “The art of selling definitely has been replaced by the science of selling”. Yet Gual added, “Do not imitate. We talk a lot about the American or the German methods, for example. They are fine, and they are interesting. However, each country has its own methods, because the behaviour of people naturally agrees with national idiosyncrasies,  temperaments, their environment, all of which are very difficult to transplant. Of course, any rule or model should not be considered universal. We, the Spaniards, are very opposed to wearing foreign clothes!”
	A consequence of the meeting was the publication of a book entitled Márketing y promoción de ventas by the Organización Sindical (governmental trade unions) in which twenty requirements of a good salesman were detailed Ayala (1965), pp. 50-51.: 1) To be ambitious; 2) To be anxious to sell and to be confident about the products; 3) To do the work with a hopeful attitude; 4) To convince people in a gentle manner; 5) “To be aggressive but full of tact”; 6) To be enthusiastic; 7) To be patient and not get discouraged; 8) To not promise what you cannot offer; 9) To enjoy “savoir faire”; 10) To be able to deal with all kinds of customers; 11) To be ready to work intensely, giving up rest hours if necessary; 12) To be open to changes in the commercial policy; 13) To be honest and loyal; 14) Aged between 25 and 50; 15) “To have completed, at least, primary education and, in this respect, always have a similar educational level to that of the customer”; 16) “To enjoy a happy family life, preferably being married”; 17) “To have a wife or a family that believes in selling”; 18) “To enjoy a good reputation and not have bad habits”; 19) To be healthy; 20) “To not incur in debts or be involved in another business”. It was supposed, therefore, that personal qualities and family circumstances played a decisive role.

3. The different ways to introduce marketing in Spain
3.1. The Comisión Nacional de Productividad Industrial
	In 1952 the Comisión Nacional de Productividad Industrial (CNPI) was created by the Ministry of Industry to manage the American aid and to promote productivity along the lines of the European Agency for Productivity. In 1959, the CNPI published a book entitled Curso de Mercado y Ventas, which we take to be the first primer on marketing for Spanish firms, in spite of the fact that the book compilers replaced the word “marketing” with “distribution”. The preface, showing a clear American influence, explained that at the dawn of the twentieth century the concern for distribution appeared, but only recently had it been recognised that “any product or service must be designed to cover necessities of the user or consumer” Comisión Nacional de Productividad Industrial (1959), p. 1..
	After clarifying the meaning of basic issues, the primer devoted a number of pages to expounding the relevance of consumption in Spanish economic life. Factors that were favourable to the creation of big markets were population growth ―“roughly every year a quarter of million kids begins to shave and a similar number of girls begin to use cosmetics” Ibid., p. 4.― and the migration from rural to urban areas ―according to the census of 1950, 52% of people already lived in towns with more than 10,000 inhabitants―. 
	The primer considered family to be “the natural unit for consuming a large quantity of products and the key factor in the sale of many others” Ibid., p. 7.. The census of 1950 gave the figure of 6.6 million families, which by 1959 would have been even higher due to the rapid formation of new families ―at the rate of 200,000 new marriages a year―. The effect of these data on consumption was limited by a severe restriction: according to the Instituto Nacional de Estadística, family accounts show that 54% of the income was spent in food, while 19% went to cover general expenses, 14% to clothing, 5% to housing, and 8% to home expenditure. To spur people to raise their standard of living, the primer discussed the need to “complicate” people’s tastes through education and the use of advertising to “bring the consumer into contact with persons that enjoy a higher standard of living”. Fairs and travel should contribute to this improvement.
	According to the primer, the Managing Director who was mainly concerned with production was a feature of a pre-Industrial Revolution stage of development. During the nineteenth century, financial management achieved the same status as production management because of the importance of capital requirements. However, by that time, the 1950s, commercial management had become at least as relevant as the other two. The task of commercial management was related with sales, advertising, sales promotion, and new products. It was determined that it would be very useful to add to the chart organisation a staff department of “Distribution Studies”, working closely with the Managing Director.

3.2. The Marketing Clubs
	The first marketing plan applied to a Spanish firm was developed in 1953 by the Frenchman Jean Bertin for a textile concern, Industrias Trinxet, in Hospitalet de Llobregat, near Barcelona See Barceló Valls (1984a).. At the end of 1951, Bertin was sent to Spain by the French specialists in marketing in order to explore the possibilities of the Spanish market. Bertin contacted the big cotton mills built by the Trinxet family in 1905-1906. The companies were very popular because they manufactured the uniforms of the workers of the Compañía de Tranvías de Barcelona (trams). Bertin was active in Spain as a consultant for three decades and published some books in Spanish on profitability and leadership with an eclectic approach See Bertin (1967), Bertin (1971), and Bertin (1981)..
More influential than Bertin were the managers of the National Sales Executives (NSE) that travelled to Spain in the 1950s to give lectures in the context of the cultural cooperation programme between United States and Europe called “Operation Enterprise” AmCham Spain helped the branch of New York of the NSE, headed by Robert Whitney, in the first conferences that took place in the spring of 1953 and the fall of 1954. Manuel A. Caragol, honorary secretary of the Chamber, acted as translator. See Minutes of the Board of Directors of AmCham Spain, March 24 and April 28, 1953 and June 25, September 21 and October 26, 1954.. The NSE was at that time as important as the American Marketing Association (AMA). The former group was committed to “distribution” issues and the latter to “marketing” ones. The NSE organised the Annual Distribution Conference, while AMA was in charge of the Annual Marketing Conference.
The NSE courses were very successful and the AmCham Spain, located in Barcelona, with Manuel A. Caragol at its head, launched the idea of creating an association to promote marketing in Spain. Rafael Camps (of Netol, a chemical firm), Pere Carbonell (of Búfalo, also a chemical firm) and Josep Mestre (of Meyba, a textile firm) supported the plan and on the 10th of February, 1959, the Club de Jefes de Ventas was founded on the premises of the Instituto de Estudios Norteamericanos in Barcelona  with 69 members and Camps as President. To contribute to the technical skill of the members, the first initiative of the Club was to distribute a vast collection of American brochures on marketing. This was the famous Ayudas a la Venta series. The association became the Club de Márketing de Barcelona in 1962, and it proved to be a reliable model for similar institutions that emerged across Spain See Barceló Valls (1984b). In Madrid, there had been an association since 1960, but it was reorganised along the lines of Barcelona's. Another 17 associations came into being in the following years..
During the 1960s, the Club de Márketing de Barcelona sent several of its members to the United States. The American influence was evident in the 1966 Jornadas de Distribución Comercial in Sitges, in its seminars, in the journal Markerama, well known in the rest of the clubs, and in the prizes granted in the 1970s Spanish firms saw the good marketing management as the key element in the success of their American counterparts. See American Chamber of Commerce in Spain (1972), p. 184. About the transferring of US management models to Spain, see Puig (2002).. However, the oil crisis hit the Spanish economy and marketing budgets were reduced drastically. In 1977, Caragol was appointed president and a few years later, in 1979, Barceló Valls was named secretary. Caragol and Barceló Valls faced a difficult situation, and the pessimism of the latter was evident in the final words of his doctoral research: “The new concepts, the new operational ideas, always arise in the United States, Germany, Italy, Japan, etc.; the role of Spain is reduced to following them at a considerable distance. The Spanish economy is always dependent on external circumstances; our managers seem to be lacking in creativity or, even worse, in sufficient capacity to innovate when the conjuncture demands precisely constant innovation and adaptation, both being unavoidable conditions to apply a true marketing policy” Barceló Valls (1984a)..
	Along with the above mentioned clubs, other institutions contributed to the diffusion of marketing in Spain: the Club de la Publicidad, which changed its name several times after its founding by Prat Gaballí en 1922; the Asociación Española de Estudios de Mercado, Marketing y Opinión (AEDEMO), established in 1968 in Barcelona under the leadership of the Chief of Market Studies of Nestlé, Ramón Masip; and the Asociación para el Progreso de la Dirección (APD), which since its founding in 1956 has paid attention to this part of management.
	The AEDEMO had a precedent in the Asociación Española para el Estudio de Mercados, established in 1958. The Asociación was modelled on the Associazione Italiana per gli Studi di Mercado, which had been founded in Roma four years before with the aim of encouraging progress in methods and techniques related with market analysis. In 1951, the president of the Italian association, Guglielmo Tagliacarne, published Tecnica e pratica delle ricerche di mercado. The book was very influential among the Spanish professionals in its three editions in Spanish (1960, 1962 and 1966). Tagliacarne was an Italian economist, born in 1893 and educated at the Università Bocconi, who, after travelling throughout North America, became very fond of market studies. Tagliacarne taught in several Italian university centres and directed the Unione Italiana delle Camere di Commercio. To honour him and promote economic culture in Italy, the Unione created the Istituto Guglielmo Tagliacarne in 1986.
	The Spanish editions of Tagliacarne's book were based on the third Italian edition (1960), with an appendix that listed 138 institutions devoted to market studies in United States, 8 in Canada, 9 in Latin America, 6 in Australia and South Africa, 6 in Asia, and 63 in Europe (13 in the United Kingdom, 8 in France, 8 in Germany, 7 in Sweden, and 5 in Italy). The Spanish case is only quoted through some provincial indexes on purchasing power elaborated from fiscal sources (income and luxury taxes) and registered vehicles. As Tagliacarne did not keep in mind the privileged fiscal regime in Alava, this province’s purchasing power was recorded as very low in Table 183a (only Soria had less), when elaborated with the above mentioned sources. However, in Table 183b, where a ranking of income per capita was shown, Alava is fifth. It is amazing that Tagliacarne and many others in Spain who used his figures did not realise this clear contradiction.
	Tagliacarne had published the first commercial atlas (on Italy) and the Spanish Consejo Superior de Cámaras Oficiales de Comercio, Industria y Navegación, following his example, sponsored the publication in 1963 of the Atlas comercial de España and of the Atlas industrial de España that appeared in 1964-1965. These publications, along with the Anuario del Mercado Español, launched by the Banco Español de Crédito in 1965, have been essential sources for marketing managers in Spain.
	Members of the different clubs and associations related to marketing kept in touch after 1967 through the Jornadas Nacionales de Marketing, organised by the magazines of the Grupo IP (IPMARK and Marketing Actualidad), the most important in the field.
	
3.3. Teaching on Marketing at the business schools: the ESIC
	The Escuela Superior de Ingenieros Comerciales (ESIC) was founded in Madrid in 1965 by the Padres Reparadores (a Catholic order). The denomination “commercial engineer” was legally contested by industrial engineers and a decision by the Supreme Court forbade its use. The ESIC changed to Escuela Superior de Gestión Comercial y Márketing, but the acronym was kept.  
	The ESIC proclaimed that it was “the first school of higher education in Spain devoted entirely to teaching marketing”. In this way, the ESIC was different of the Escuelas Oficiales de Publicidad, established in 1964 with governmental support to teach advertising but not marketing. In a downtown building, located at Evaristo San Miguel Street, the ESIC began its courses on Sales Management (intermediate level) and Marketing (superior level). To attend the course on sales only a high school education was required although, in exceptional cases, people without this level of education but who had commercial responsibilities were admitted. The teaching was divided into three academic courses with a duration of nine months each. Two classes were given daily in late afternoon (after 8.25 p.m.). The aim was to obtain a diploma as a Graduate in Sales Management. For university and military centre graduates, a three year course in Advanced Marketing Studies was offered (this offer was also open to students with an outstanding academic record in their two last university years). Daily class attendance, after 7.30 p.m., was obligatory in order to become a Graduate in Commercial Management and Marketing. Student admission in both cases was selective.
	The first head of the ESIC was José Manuel Álvarez Peña, who always confessed his admiration for Salvatore Teresi, head of the Marketing Department of the INSEAD in Fontainebleau. Following Teresi, Álvarez Peña's marketing definition was: “the sum of business activities aimed to find out the consumer's necessities and the way to satisfy these necessities, with the aim of offering consumer goods or services in the best conditions and at the best price, taking into account the internal characteristics of the firm and the social external environment (a wide 'marketing mix')” Interview with José Manuel Álvarez Peña in ESIC-Market, N. 6 (1971-1972), pp. 14-15.. Thus, marketing had nothing in common either with “devilish techniques” to force consumers to buy unnecessary goods, or with advertising (“the misidentification Marketing with Advertising is the reason for the bad image of the latter”) Ibid., p. 15. Because of the bad image of marketing, some people blamed it for causing inflation.. 
	Álvarez Peña was convinced that a country unaware of the importance of marketing, soon or later, should slide into economic crisis through a mismatch between supply and demand: “the marketing orientation did not accept the classical economics  that said that supply creates its own demand” Ibid., p. 14.. Moreover, Álvarez Peña said that it was erroneous to think of marketing as a capitalist skill because these techniques were also developed in socialist countries. In a country like Spain, where the market economy had serious impediments, marketing was also improving. Álvarez Peña mentioned the existence of ten schools devoted to marketing and talked about the possibility of making marketing a university subject very soon.
All this was happening when Spain was not yet a mass consumer society. This caused some problems. For instance, according to Álvarez Peña, it was very common to have more than one job, because low salaries compelled the worker looking for a quick improvement in his standard of living to hold several jobs. Moreover, consumer associations were scarce and false marketing experts were abundant. Following the lead of his much admired Teresi, Álvarez Peña pointed out that a true expert in marketing must enjoy: 1) a far reaching and planned attitude; 2) a strong analysis and synthesis capabilities, being ready to take decisions but also to be flexible in the adaptation to changes; 3) leadership; 4) wide and up-to-date knowledge of psycho-sociology and economy; 5) capability to review his own opinions according to changes in factors external to the firm; 6) a pragmatic temperament. 
	Finally, Álvarez Peña was sure that, increasingly, managing directors were being recruited from among people with business studies, particularly in marketing. It was a common mistake in Spain to identify the Marketing Manager with the Commercial Manager or the Sales Manager. At the time, in the American firms, the Marketing Manager enjoyed the best salary on the Board of Managers. In Spain, where a “modern economic view” was only introduced after 1959, there was a lag in this matter. Álvarez Peña said, “I am hopeful about the future, but at the moment I have rather a negative impression of the implementation of marketing in Spanish firms [...] Probably for many people marketing is just a fashion” Ibid., p. 30..
	The progress of the ESIC was outstanding. In 1969, the Ford Foundation sponsored a study on the management education in Spain and the ESIC was rated very highly Frederick and Haberstroch (1969). In this book, some business schools are critiqued because the quality of professors was in deep contrast with the high quality of the buildings.. In 1970, the ESIC launched the journal ESIC-Market, under the supervision of José María Curto de la Mano, who taught at the ESIC and the Universidad Central. The first board included other ESIC professors (J.M. Álvarez Peña, A. Carrallo Méndez, J. Cremades Cerdán, E. García Cerradas, R. Pavón Guerrero, A. Pulido San Román, A. Ripa de Aramendia, and J. Yáñez Gómez) along with the lawyer J.A. Fernández Cuesta, the economist A. Fierro J. Lopera, the university professor J.A. García-Trevijano Fos and two men from the Cámara Oficial de Comercio e Industria de Madrid (I. de Oriol Ibarra and J.M. Fontana Tarrats).
	The first issues of Esic-Market showed advertisements of consultants pioneering marketing in Spain. This was the case of Orgemer, in Madrid, “a firm in Marketing whose capital is fully owned by Spaniards and its entire staff are from Spain”, as was proudly proclaimed. The Orgemer's offer was composed of “motivational research” (for promotional activities and the creation of sales arguments), market research, sales promotion (using files with three million business mail addresses), workforce training and counselling. The campaign of Orgemer in Esic-Market was prominent, but in the pages of the journal it was frequent to find the advertisements of another consultants, such as Técnicos Especialistas Asociados (associated with the French CEGOS), and collaborations of the Marketing and Development Division of Sofemasa (linked to the French Sema-Metra International Group), confirming the initial good relationship of the ESIC with French marketing. Sofemasa had been established in Spain in 1962, three years before the American AC Nielsen, an affiliate of Dun and Bradstreet, and Research International (through Indecsa). In the 1970s other multinational firms in marketing’s most qualified branch, market research, arrived in Spain. They were firms such as the French Novaction (1972) and the American Burke (1977) (through Emopública). The Instituto Dym, founded in 1962 at Barcelona, stood out among the national firms. 

3.4. Marketing at the university For this section, see García Ruiz (2003a) y (2003b).
In 1986, the Ministry of Education split business studies at the university into several functional areas; Marketing and Market Research each made up separate fields of study (“Comercialización e Investigación de Mercados” in Spanish). Thus, marketing became autonomous for the first time. As Ignacio Cruz Roche pointed out in the preface to his book Fundamentos de Marketing (1990) —the first university primer on the subject—, this was the culmination of the efforts made in the 1950s and the 1960s in the business schools and at the Universidad Autónoma de Madrid, whose curricula was designed in 1968 with a strong American influence. The first department in Marketing Research was established at this university under the direction of Antonio Pulido San Román, a former professor in Econometrics and Statistics at the Universidad de Valencia. Pulido also taught at the ESIC.
The most important book by Pulido was Evolución y revolución del marketing (1974), which included a paper of the same name previously published in Marketing Actualidad, June, 1969. It was awarded the Markedit Prize of 1970 by the Club de Dirigentes de Márketing de Barcelona. In this work, the author stated that in the 1950s and 1960s the Anglo-Saxon words “marketing”, “marketing manager” and “product manger” had been increasingly introduced into the language of the Spanish managers and “the production view had been replaced by a marketing philosophy”. Nevertheless, Pulido San Román warned about the false prophets of marketing and the fact that many had succumbed to the myth of marketing without being conscious of the change in attitude that was required.
For Pulido, marketing implied a true revolution in commercialisation if four conditions were fulfilled:
1) Commercialisation is no longer an activity guided exclusively by the genius and the experience of those who are masters in the art of selling. The modern expert in marketing has to deal with reliable data information, analysis and rigorous studies in order to facilitate the decisions of the managing directors: “Marketing is not praise of the 'technocrat' but a useful tool for trustworthy top managers”.
2) The predominance of production over commercialisation is finished. With a “marketing mentality”, the firm does not sell what it is produced but produces what the market demands. If this is understood as the prevalence of the commercial staff over the technical staff, problems will arise. It is a better option to try to get all the managers and the managing directors to share the new mentality.
3) In a prior stage, the consumer was already the axis of the entire commercial activity, but now the firm should be capable of offering him goods and services even before the consumer feels their necessity. Marketing put the stress on research and the launching of new products.
4) Marketing is the end of improvisation in commerce. The point of departure is always research on the different features of marketing strategy, turnover, price policy, distribution channels, advertising, promotion, human resources, etc. To be successful means to accomplish goals rather than selling the most.
	The basic ideas of marketing were firmly rooted, but the techniques improved constantly. Pulido was interested in six techniques in particular: 
1) The integrated information system, meaning a “complex and structured gathering of people, machines and procedures in order to generate an tidy flow of information coming from internal and external sources for its use as a basis to make decisions in specific areas of the marketing management”. A characteristic feature of the system is its ability to incorporate everything the firm learns into its usual performance. In this respect, computers and communication technologies are very useful.
2) The praxeology and the approximation system. These are techniques adapted from  the military and propose considering these stages: a) define the problem and clarify the aims; b) contrast the definition of the problem; c) build a model; d) set concrete goals; e) consider alternative solutions; f) set criteria or tests to measure the relative value of the proposed solutions; g) quantify some or all factors or variables; h) run the model; i) think about the results and choose one or more lines of action; j) verify the results.
3) The econometric models, built to establish the existing relationship among the explaining variables. Econometric models permit the quantification of the cause-effect relationships from a sufficiently wide numerical series. Working with econometric models requires: a) the specification of the model, i.e., the determination of its variables and its relationship; b) the quantitative estimation of the parameters of the model from the available statistical information; c) the verification or contrast of the model against the reality; d) forecasting using possible future values of the variables; e) the simulation of the impact of changes in the variables or the parameters.
4) Operational research, which must resolve optimisation problems in a way similar to the econometric approach. The techniques of the operational research are: linear programming (based on linear functions), dynamic programming (that considers changes over time), stocks theory (looking to minimise costly stocks), tails theory (that consider the costs of queuing and the probable quitting of tired customers), the application of graphics (e.g., the Program Evaluation and Review Technique or PERT, that can fix the “critical path” in the chronicle of events), the information theory (very useful in advertising), the simulation theory (to solve problems through their simplification), and the game theory (where the player has to pay heed to his own game strategy as much as to the game strategy of other players) 
5) Simulation with the help of computers and business games. The computer can play the role of the neutral referee required in these kinds of games.
6) Management by objectives and the integrated management system, both very beneficial for marketing. To manage by objectives means to consider, according to Peter Drucker, the relationship and feedback between resources and results, efforts and attainments, revenues and costs. An integrated management system helps spread the “marketing mentality” throughout the whole organisation, avoiding the classical confrontation between sales managers and the technical and administrative ones.

4. The reception in Spain of the Marketing Management School
	It is commonly accepted that the marketing concept sprang up in the most prosperous societies, linked with the rise of mass consumption. Starting in the mid-nineteenth century, Great Britain, as the prime mover in the Industrial Revolution, saw  the first techniques designed to clear the market. At the turn of the twentieth century, interest in markets spread from Great Britain to newly industrialised countries, such as Germany and the United States. A.W. Shaw and his disciples P.T. Cherington and M.T. Copeland were the first to research the subject at the Harvard Business School, the Mecca of marketing thought. These researchers were looking for new means to stimulate demand and reach the clearing of the market (“sales orientation”).
	However, it was not until 1960, when T. Levitt published his influential article on “marketing myopia”, that we could talk about marketing in the modern sense of the word See Levitt (1960) and Baker (ed.) (1995).. Levitt demonstrated that railways succumbed to the automobile because they had forgotten customers’ demands. Hereafter, the old “production orientation” and even the “sales orientation” had to be replaced by a “marketing orientation” as the only way to survive in a growingly competitive framework. This was the beginning of the Marketing Management School, which preached the subordination of the entire firm to consumers’ needs.
Sharing the core principles of the Marketing Management School were the above-mentioned T. Levitt and thinkers such as P. Drucker, E.J. McCarthy, and Ph. Kotler. With regard to Drucker, we must point out his contribution to The Practice of Management (1954), but his work in this field is not as relevant as McCarthy’s Basic Marketing (1960) —and its famous marketing mix of the four Ps: Product, Price, Place, and Promotion— or Marketing Management Analysis, Planning and Control (1967), by Kotler, the most prolific author of this line of thought.
The limitations of the American “sales orientation” were made clear, in late 1950s, by European thinkers such as Frédéric Nepveu-Nivelle, who in his Conquête des marchés ou le marketing a l'européenne (1959) proposed orienting the market in maximum common interest for both the firm and the consumer. According to Nepveu-Nivelle, whose research was very well known in Spain, Americans had correctly replaced the “optique de la demande” with the “optique de l’offre”, but it was judged unacceptable in Europe that marketing managers try to create new consumer needs in order simply to maximise the profits of the firm This approach seems to be connected with the system-based approaches to marketing of the 1950s that have been considered predecessors of the “Relationship Marketing” of the Scandinavian School that looks for mutually satisfying long-term relationships between all parties involved. See Gronröos (1994)..
The first Spanish primer on modern marketing was Teoría y aplicaciones del marketing, written by José Luis de Córdoba Villar and José María Torres Romeu and published in 1972 by Ediciones Deusto, in Bilbao. The authors taught at the Escuela Oficial de Publicidad in Barcelona and at the city’s public universities. In the preface, the work was presented as the first “Spanish book on marketing, written by Spaniards for the Spanish market”. The book is organised along the McCarthy’s 4 Ps and the literature related with this issue is predominant in the bibliography. Evidently, Cordoba and Torres’ book was influenced by the Marketing Management School.
Córdoba and Torres proposed, in very modern way, that the “functional organisation” of marketing, where posts are defined by their function, (sales, promotion, advertising, market research, public relations, control) be replaced by a “linear organisation”, where tasks ought to be associated with concrete lines of products (including new products). The heads of these lines should be the product managers. The authors admit a possible combination of the two types of organisation, but insisted on placing the marketing manager over the commercial manager. The book was very successful and was reprinted in 1977 and 1981.
At the present time, it is impossible to evaluate the true influence of the Marketing Management School on the Spanish firms. Nevertheless, the available evidence suggests that the introduction of this new scope was probably very slow. In mid-1960s, the Applied Research Section of APD carried out an investigation with a sample of 151 Spanish firms to judge the performance of commercial departments. Rafael Badet Vilanova, of Ingenieros Consultores, analysed the answers and reached very pessimistic conclusions: about one third of the firms did not have a Commercial Department and where they did exist deficiencies were abundant: bad definition of the tasks, training flaws, inadequate systems of incentives, neglected product policy, lack of control. In general, the emphasis was placed on advertising rather than on a true marketing policy See Asociación para el Progreso de la Dirección (1966)..
In 1976, Juan Ginebra Torra, professor and director of an outstanding business school, the Instituto de Estudios Superiores de la Empresa (IESE), criticised Catalonian firms, the most prominent in the Spanish business world, for their “marketing myopia”, Levitt’s famous expression. According to Ginebra Torra, a qualified industrial engineer from Barcelona who was also an entrepreneur and a high-level civil servant, the Catalonian firms were wrong in their orientation towards the product (“the cotton material”) instead of looking to serve the customer (“the wearing”) Ginebra Torra (1976), p. 35.. It was only in the 1960s that the Sales Chief had been replaced by the Commercial Director, following the recommendations of the business schools that have played a decisive role in this issue Ibid., pp. 44-45.. Then, managers began to think about the modernisation of the firm as a process that relies less on physical productivity, as had been proclaimed in 1940s and 1950s, and more on the adoption of a “marketing orientation”; but Ginebra Torra was sceptical and presumed that all of this could just be a passing fashion.

Concluding remarks
The backwardness and the autarky of early Francoism explain why Spain would not reach the mass consumption stage until late 1960s. The modernisation of commercialisation lagged behind the rapid growth in income per capita of the 1960s. Most of the products were distributed through traditional outlets during the entire period.
The diffusion of marketing in Spain had to face strong cultural prejudices against the image of the salesman, as was pointed out in the first Congreso Nacional de Márketing y Ventas, organised in 1963. In addition to a distrust of advertising, seen as responsible for producing false necessities for the consumer, we also find new social prejudices. In this context, marketing struggled to differentiate itself from advertising (“opium of marketing” as it was called by one author See Moliné (1969).). 
The influence of American marketing in the teaching of marketing in Spain was very direct. The CNPI —linked to the “American aid”— and the AmCham Spain —through the creation of the Club de Márketing de Barcelona, the standard for the rest of the clubs— were the main vehicles for this Americanisation. We can also trace this influence in the curricula of the Universidad Autonóma de Madrid, a follower of the American university model in its origins, where the first university department in Commercial Research was set up under the leadership of Antonio Pulido San Román. In the case of the ESIC, the main business school in marketing, its founder had chosen the INSEAD as the model, but we must not ignore the admiration of this French institution for the American management.
The Marketing Management School was rapidly accepted in Spain. As modern marketing only came into being during the 1960s, Spain was not a latecomer in this field, at least not at the theoretical level. The first primer on marketing, written by José Luis Córdoba and José María Torres, and published in 1972, wholly accepted Marketing Management School principles, though the ideas of some French eclectic thinkers such as Jean Bertin (the author of the first marketing plan introduced into a Spanish firm) or Frédéric Nepveu-Nivelle were also present.
It would be very useful to complete this paper with case studies in order to know what the actual introduction of marketing into Spanish firms during the 1950s and 1960s was like. Unfortunately, the number of business monographs available is not sufficient to form general conclusions. Yet, there are some well-known cases where a poor understanding of the market brought about the failure of an ambitious business venture This was the case with the car maker Barreiros Diesel during the 1960s, though on this occasion the mistake was made not by the Spanish entrepreneur, Eduardo Barreiros, but by his American partner, Chrysler, whose sales previsions of Simca and Dodge models in the Spanish market were completely exaggerated. See García Ruiz y Santos Redondo (2001) and García Ruiz (2002).; moreover, it can be verified from the annual reports of the firms that until the late 1970s there were no Marketing Departments in Spanish organisational charts. In the statements from the mid-1980s with which we opened the paper, people who were at the core of Spanish marketing suggested the field presented a bleak outlook at the time. It can be hypothesised that the expansion of the “marketing orientation” among the Spanish firms was sluggish, but only the inner history of the firms will give a proper answer to these questions in the future.
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