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"It is only once each and every one of us has sunk roots into our respective cultures that we
can have anything to offer the shared pool of human thought. For our part, we come from
Marseilles, which lies at the edge of Europe and the Mediterranean, the North and the South.
Our city is unstable and in constant crisis — but for these very reasons, it is in a state of constant renewal" (Club de Marseille, 1994, p. 14).

Introduction
Ever since marketing first began to suffer from its midlife crisis,
analysts have been working to develop a whole host of panaceas (Brown,
1993) and/or marketing innovations in recognition of this situation.
Today's received wisdom is that marketing has broken up into a myriad
of schools or sub-schools of thought (Brown, 1995), despite repeated
efforts to restore a dominant thinking focused on the relational paradigm
and its technological avatar, CRM. Above and beyond relationship
marketing approaches, however, most marketing innovations have experienced a change in focus since the mid-1990s. The current priority is to
re-enchant consumption by providing it with emotional benchmarks that
are capable of satisfying its existential quest above and beyond the customer relational sphere alone (Firat and Venkatesh, 1995).
Consequently, experiential marketing, a.k.a. experiences marketing
(Pine and Gilmore, 1999; Schmitt, 1999) constitutes an innovation that
has become just as important today to certain companies (i.e., in the
retail sector) as CRM or other relational approaches. Managing consumers' experiences has become a means by which marketing can promote
a brand. The idea here is that the consumer is essentially an emotional
(as opposed to a rational) being. This interest in everything relating to
consumers' daily lives is probably one of the most significant changes
ever to have arisen in the field of marketing (Holbrook and Hirschman,
1982). In its wake, we have witnessed a number of other marketing innovations or panaceas geared towards a stimulation of consumers' five senses or/and social connections and shared emotions. These include sensorial or polysensorial marketing (Hetzel, 2002), tribal marketing (Cova
and Cova, 2002) and community marketing (McAlexander et. al., 2002).
Other innovations that are also focused on consumers' daily experiences
include retro-marketing (Brown, 2001a), cause-related marketing, chrono-marketing, viral marketing, ethno-marketing, etc.
Yet other schools focus on the network of relationships within which
a market has been embedded, offering further panaceas like network
marketing or "total relationship marketing" (Gummesson, 2002). The list
of marketing panaceas grows longer every day, with each depending on

the angle of attack that has been chosen to describe and to analyse the
market. In the increasingly dispersed sum of constituent parts that is
marketing theory today, some of the innovations that have cropped up
relate to local ways of viewing markets and consumers. These are
marketing orientations that have a touch of the Scandinvian or the
European and even the Japanese about them. Along similar lines,
Stephen Brown recently coined the term "Celtic marketing" (www.sfxbrown.com): "for the past few years, I've been toying with the Celtic
Marketing Concept. I won't explain what it is, except to say that it stands
in marked contrast to the Anglo-Saxon model of Analysis, Planning,
Implementation and Control". Plus there is one vaguely organised trend
that we can identify which consists of affirming how relevant
Mediterranean thinking is when applied to marketing. Above and
beyond such a construct's regionalist and local embeddedness effects, we
would like to use the present opportunity to question whether the application of a Mediterranean thinking can in fact inject a truly differentiated innovation into the field of marketing. We would also like to use this
study to ascertain what an action of this sort could possibly contribute
to marketing theory and practice, in the realisation that it remains to be
proven that this kind of Mediterranean orientation is capable of providing any differentiation at all within the marketing sphere (Badot, 2003).
To discover whether this is so, we will first identify whether or not a
Mediterranean thinking possesses any distinctive characteristics to
speak of. We will then apply any such distinctive traits to the discipline
of marketing, before concluding by viewing them in context and in comparison with the particular attributes that postmodern thinking might
contribute when applied tò the field of marketing. This too will help us
to ascertain what (if anything) a Mediterranean thinking has to offer this
discipline.
Mediterranean types of knowledge
Amongst the myriad of movements that have formed over the past
few years to become a vehicle for stigmatising so-called dominant
thinking, a certain number have put forward the still blurry idea of a
Mediterranean type of knowledge that is ostensibly in opposition with
the allegedly dominant Atlanticist variant. After rejecting any and all of
the grotesque, sectarian and even racist characterisations whose main
purpose has been to allow their authors to hide their own lack of knowledge, we note that some of these movements are in fact interesting
attempts to describe other types of knowledge (i.e., other ways of understanding the world that surrounds us), and to offer an original perspective. These alternative ways of seeing and interpreting the world help us to
formulate questions differently, hence to come up with solutions that are
novel for many areas of humanities teaching, across management sciences and through the whole of the social sciences. Our aim in the present
paper will be to try to isolate a potential Mediterranean thinking so as to

subsequently highlight what a knowledge of this variety could potentially
contribute to analyses of markets and consumption, and to the development of appropriate marketing responses.
We will not be focusing here on those movements that materialise
solely within the field of a given geographic particularity; or else which
merely seek to denounce the excesses of unbridled globalisation and the
tyranny of the marketplace. Such movements abound today, both around
the Mediterranean and elsewhere in the world. For this reason, we feel
that the following allegation by Fabre (1998a), albeit attractive, is not
enough to characterise a truly Mediterranean school of thought: "The
American way of life, which defines a consumption standard that exists
at a global scale, is not our destiny. It is nothing more than a subordination to which we have consented, a way of living legitimised by an endless wave of images that create a mythology adapted to our era. The
Mediterranean way of life has not surrendered to this new world order.
Quite the contrary, its survival is being ensured by the fact that is has
another system of values and hierarchy of priorities. Markets and
exchanges may have always been at the heart of Mediterranean societies,
but money has never been our main value. Trading things involves first •
and foremost trading with other people, and we feel that the economic
domain continues to be subordinated to the human one. As for time and
words, they too do not have the same value here as they do elsewhere.
Finally, with regards to labour and as people are already starting to
discover in the rest of the Western world, this only constitutes one aspect
of human activity. What remains is one's work and actions, readiness and
level of expectations, daily aesthetics and ethos of visibility - all embedded in the crust of the earth and in the pleasure of things" (Fabre, 1998a,
p.12). In the opposition that the author has outlined here (1998a and b),
he is describing something that sounds more like resistance to the clearly
identified and named model we call the American way of life than the
specificity and particularity of an alternative model that we can call
Mediterranean (or something else) - a construct whose borders would
still appear to be relatively blurred.
At the same time, the word "Resistance" is attractive both as a watchword and also as a rallying cry (Aubenas and Benasayag, 2002). It features the convenient attribute of being self-sufficient. This allows us to
avoid having to make any major pronouncements about local specificities and enables the sleight of the hand that consists of rallying people
around an idea without having to specify any particular reasons. Indeed,
the temptation to gather people around a cause is both efficient and
powerful, since this offers them both identity and meaning, that of being
against something, being anti-American, being anti-globalisation, etc.
Nowadays, being "anti" is a much better way to unite people than being
"pro" something. It catalyses them, sparing them the uncertainty that is
an integral part of the self-construction process. Of course, this is only
true at one condition: that the persons involved accept being defined and
legitimised (and having their plans structured) in terms of their appointed enemy - in which case local thinking derives from the idea that "we

are the ones who are different from that" or else "we are the ones who
criticise that", more specifically the ones who are against the American
way of life and the McDisneylandisation of this world. Yet this tendency
to constuct one's own identity in terms of other people often comprises
an erroneous and limited approach, as Sed shows in his book
"L'Orientalisme" (1978), where the Orient is depicted as a creation of the
West. In this analysis, the fact that Westerners (from France, England
and/or the United States) have over the centuries used their own systems
of representations to encircle the Orient raises questions about how
valid it is for reality to be cut up into distinct and contrasting blocks.
According to Saki, the opposition between East and West is an erroneous one, with the East actually being an active creation of the West. In
his words, "every era and every society recreates its own Others" so as to
be able to better distance itself from (and offer resistance to) this Other.
Definitions of one's self and of (the) Other(s) stem from a historical,
social, intellectual and political process that develops over time and
which after a certain while generates representations to be shared by all
of the actors in a given space who have decided to resist the Other(s).
What appears needed is that we get beyond blind resistance to the image
we ourselves have concocted of Atlanticist (often reduced to North
American) thinking, so as to focus on the specificities of Mediterranean
thinking.
In sum, to correctly apprehend a Mediterranean thinking we will
have to turn to other, more forward-looking variants, like the one being
pursued by the Marseilles Club, which views the current situation on the
shores of the Mediterranean as providing learning material for the rest
of Europe: "as for the Mediterranean, situated on the border of this
European world, it seems to have turned into an early warning system
for crises that could very well spread through the rest of Europe subsequently: ethnic conflicts; rising nationalisms; wars; the rejection of the
poor by the rich; dualisation; and increasing rebellion against the idea
that we do not control our own destinies" (Club de Marseille, 1994, p.9).
The Marseilles Club views the Mediterranean world as a resource of
modernity: "Here we have thousands of years of experience. The
Mediterranean is quite right to see itself as a melting pot where knowhow and social grace can be brewed, along with innovations and propositions that will be useful first and foremost for the region itself (helping
it to define its own role in the new modernity) but which can also help
other worlds with their own self-reflections" (Club de Marseille, 1994, p.
207). This more universalistic approach errs however in its inability to
define, outside of this stock of historicity or current circumstances, the
specificity of a Mediterranean thinking. This is what Viard, Director of
the Marseilles Club, has possibly been most successful at describing
when he affirmed in 1997 that, "the model of liberalism is that of a
society founded by colonists. It is based both on a dream in which absolute mobility is seen as the epitome of absolute freedom, and also on an
old commercial culture imported from Great Britain. Yet whereas this
culture assumes that everyone takes responsibility for the path his/her

life follows (as per the tenets of the Protestant culture), here in France
(and more widely in Southern Europe) we remain members of a community that is fundamentally responsible for our destinies, as per the tenet
of our dominant Catholic values. Globalisation - driven by the power of
America and its system of values - could lead to the neglect of this fundamental cultural distinction, in a way that could be very disadvantageous
to us" (Viard, 1997, p. 48). Having said that, Viard, much like Fabre used
to do, re-situates this debate along an axis marked by the opposition.
between modernity (Great Britain-Protestantism-FreedomResponsibility) and tradition (Southern Europe-CatholicismCommunity-Fate, but also Russia-Orthodoxy-Community-Fate or the
Middle East-Islam-Community-Fate, etc.) - an axis that is interesting but
non-discriminatory, and which might very well put us into the comfortable but not particularly relevant position of being mere resistants!
In his "Eloge de la raison sensible" ("Eloge for reasoned thinking")
(1996), Maffesoli sustains this dialectic opposition in a worthy fashion by
specifying its consequences for people's understanding of the world: "it is
possible that this sort of transition (from the Promethean conquest of
nature or culture to the simple contemplation thereof) is an indication of
saturation or, at the very least, of a relativisation of Northern values,
dominated as they are by productivism, activism and a disdain for the
dramatic - with as its corollary the brutality of the concepts invoked.
Such values are distinct from Southern ones focused to a much greater
extent on enjoyment, the pleasure of being, the tragic acceptance of that
which already exists - all those things that can be expressed so well in the
softness of a metaphor. Much as we can speak of mythical Orients that
do not refer to any specific place, by accentuating a very particular sensitivity we might be able to discern a Southern type of knowledge, one that
(albeit unconnected to any particular part of our hemisphere) attempts
to deal with social phenomena in much more respectful a manner. Or
else, which tries to understand facts for what they are, and not for whatever it is they should be" (Maffesoli, 1996, p. 197). For Maffesoli, such
antinomies (between Northern and Southern types of knowledge) are
much more than mere academic debates. Instead, they involve diametrically opposed intellectual stances: "the position that considers it possible
to impose happiness upon others in the name of generous but all too
generalised ideals, as opposed to the position that where human beings
live in the image of God in a manifestatio sui, good or betterment will
occur automatically... This opposition has numerous social and political
implications since it is based on opposing conceptions of life in common:
on the one hand, order is imposed from the outside (i.e., it is decreed),
inferring that protection entails submission; on the other, order does not
require any entity to hang over the rest of society" (Maffesoli, 1996, p.
232). Maffesoli's writings already outline a Southern type of thinking that
is more closely related to postmodernity than it is to tradition. In his
eyes, this Southern type of thinking is the exact opposite of the controlbased ideas that beset representations of Northern thinking - thus contrasting with currently dominant thinking in which "decision-makers,

politicians, journalists and university representatives of all sorts continue to be motivated by control fantasies" (Maffesoli, 1996, p. 229).
Meridian thinking as a shore-bound form of thinking
In his book on "Meridian thinking" (1998), the Italian sociologist
Cassano took on the challenge of trying to transcend the dialectic
between (Northern) modernity and (Southern) tradition in an attempt to
come up with a real discourse capable of defending and illustrating
Mediterranean thinking. What does the term "Meridian thinking" mean
when Cassano uses it? Here this construct constitutes the sort of
thinking that one applies when cogitating upon the South, i.e.,
something akin to Albert Camus's Pensée du Midi. For Cassano, the
South is the Mediterranean, extending 4,000 km from West to East and
2,000 km in width, connecting three continents and a total of 400 million inhabitants across ca. 20 countries. The Mediterranean has played
an immense rple in the history of Western civilisation, one that has
extended to encompass all of humanity. After all, it has been the birthplace of philosophy, science, law and the State; it is where all forms of
Art have taken shape; and where the revelation of a monotheistic God
took place. At the same time, this very same Mediterranean is progressively being dispossessed of itself - hence the time has come for the countries along its shores to regain control over their destinies. But is it even
possible for this so-called Mediterranean form of thinking to even take
shape? The globalising trends typifying today's economies, with the fundamentalist aspects of their one-best-way thinking (be it Northern or
Southern in nature) has shrunk the room for expression and cohabitation in these Mediterranean societies, which are much more pluralistic
than people often believe. What about a Mediterranean thinking that
integrates the concept of a pluralistic and responsible world? This is
what Cassano is suggesting in his book, where he argues in favour of
permitting the South to devise its own self-image, i.e., to see itself with
the strength of the knowledge that it already possesses. In his 1998
publication, Cassano affirms that the South must find within itself the
strength that it will allow it to devise a self-image in a way enabling it to
regain its autonomy and former dignity. Hence his proposal of a
Meridian way of thinking that the South (defined by him as all the countries that make up the Mediterranean basin) owes it to itself to wield
with much more rigour and firmness, and without any self-indulgence.
Above all, Meridian thinking must get the South to take charge of its
own image and to stop allowing itself to be defined by outside thinkers.
Cassano wants the South to free itself from the clichés and stereotypes that are customarily attributed to it. In actual fact, the advent of
modernity has led to two dominant images of the South, simultaneously
perceived as a "Mafia nightmare" (Cassano, 1998, p. 6) due to the illegal
and criminal activities that reign in this part of the world, and due to the
great fortunes at the disposal of its corrupt ruling classes; and as a hea-

ven for tourists (ideal for holidays, an exotic paradise). Indeed, the very
fact that the notion of a backwards South has survived so long (despite
the extraordinary interventions that have taken place to try and combat
this image) can be construed as a corroboration of this negative picture.
For example, the idea reigns that the further one descends the boot of
Italy, the greater the number of pathologies one inevitably encounters,
until they finally turn into an unbearable millstone. In this view, the
Mediterranean is a negative counter-weight for the rest of Europe - the
Continent should be drawn upwards (towards the North) whereas
Mediterranean is trying to pull it downwards (towards the South). In this
rhetoric of modernity there is no salvation for the Mediterranean, no
hope that it can free itself of a negative symbolism. The only acceptable
signification is the one conveyed by tourism, focusing on the region's
splendid panoramas, its olive orchards nestling into mountains that fall
into the sea, its beaches for holidaymakers offering themselves a month
of freedom after 11 months of self-discipline, its sun, its rediscovery of
nature and our bodies. To this second image can be added all the nostalgic rhetoric about the Mediterranean's lost majesty. This is the region
that has inspired many apostles of Latin-ness in France (like Maurras
and Louis Bertrand) — not to speak of fascist ideologists in Italy, who
used this very same construct to legitimise their colonial plans.
Meridian thinking seeks to combat these two existing visions of the
South. It wants to create its own image of the South, whilst devising new
ways of envisioning this part of the world. Not only does Meridian
thinking ask the South to find a different way to conceive of itself, it also
calls upon the region to reconsider its true worth. It wants the South to
equate all of its intrinsic characteristics (often construed in a development perspective as hindrances, limitations or vices) with resources.
Take for example the region's intrinsic slowness; its conception of time
and space; and its intensive focus on different religions. Here Cassano
advocates "slow thinking" (2001), saying that individuals should in fact
learn to take more time, slowing everything down so as to be able to take
a proper look at (and gain a fuller understanding of) things, letting their
own senses speak all the while. Last but not least, like Maffesoli Cassano
tries to do away with all geographic schematisations: "Meridian thinking
is not some sort of idiotic exclusivism (how many Northerners have
encountered this kind of thinking!), nor does it live off some easy territorial rent" (Cassano, 1998, p. 10). It is not enough to be born in the South
to become adept at Meridian thinking!
Cassano defines Meridian thinking as "shore-bound thinking" in
opposition both to land-based and sea-based (oceanic) thinking. It is a
thinking that is fully capable of protecting and connecting the differences
it encounters. For Cassano, "on one hand, [today] we have people sinking
ever-deeper roots into their homes, reacting to rootlessness by exalting
that which is domestic and familiar — and on the other, we have people
who free themselves from all motherlands and view rootlessness as a
principle of spirituality" (Cassano, 1998, p. 50). Thus, shore-bound
thinking is situated "between economic rootlessnes and fundamentalist

re-embeddedness" (Cassano, 1998, p. 55), between triumphant marketplaces and aggressive communities (Touraine, 1997), between the farmer
and the sailor (or even the shipwreck survivor). Its role is akin to that of
a coastal vessel. In the same spirit and based on studies of
Mediterranean ethnology, Bromberger (2002) notes that the specificity
of the Mediterranean space is that it is comprised of populations "that
are neither too close nor too far". In this space, "meeetings are not
things that occur. between 'other great people' (like between Spanish
conquistadors and Native Americans) and proximity does not bring
completely foreign civilisations into contact with one another (as was
the case with Moghol priests and Chinese farmers). Rather they lead to
the coexistence of complementary enemies" (Bromberger, 2002, p. 79).
Horden and Purcell detail this quite accurately in their historic book
published in 2000, one to whom they gave the very unfortunate title of
The Corrupting Sea. This title has caused angry reactions to what is seen
as an Anglo-Saxon vision of the Mediterranean as a place of corruption
in the Mafia sense of the term. It is highly unlikely that the authors had
foreseen that their book's name would be so injurious to
Mediterraneans. They had tried to justify it in their introduction by claiming that "corrupting sea" was a common phrase for Greek and Romain
writers who used to regret the fact that the sea facilitates interactions
between the different regions of the Mediterranean, thus causing
profound damage to the social order; the Mediterranean corrupts because it puts the people living on its shores into contact with one another.
This old vision is different from the newer one, where the sea is seen as
being more "connective" than corrupting.
This shore-bound thinking differs both from land-based immobility
(tradition) and ocean-based mobility (modernity). "The Mediterranean
provides sight of the horizon, thus preventing knowledge from transmogrifying into fossilised thinking, and keeping power from being set in
stone as if it comprised some sort of personal asset" (Cassano, 1998, p.
29). At the same time, "the Mediterranean is merely a way of separating
different landmasses, and the distances it creates are never as disproportionate in size as oceanic ones are. Furthermore, it may constitute a
major discontinuity between these landmasses, but this does not infer
that any should be abandoned, or that no directions should be given
about how to get from one to the other" (Cassano, 1998, p. 27). To be
even clearer, Cassano situates shore-bound thinking between land-based
embeddedness a la Heidegger and oceanic rootlessness a la Nietzsche.
"Quite the contrary, Mediterraneans live between land and sea, limiting
one thanks to the other. With its technological backwardness and its
vices, there is a sense of proportion here that is lost elsewhere.
Unfettered technological development is not caused by the overlapping
of land and sea but by oceanic excess, by people chasing after the setting
sun, by Western absolutisation" (Cassano, 1998, p. 52).
Cassano stigmatises thusly the economic delirium that oceanic
thinking has generated, affirming that it is no better than the obscurantism of land-based thinking: "in a world where people are forced to

navigate, the endless mobility and liquidity of a competition in which
everyone has to vie with everyone else has replaced the old loyalty to
the gods. Rootlessness is celebrated as if it were a virtue, as is the willingness to engage in universal competitiveness. Where this loses all
sense of proportion, competition ends up by destroying security and
protection. Diametrically opposed to the stupidity of peasants is the
idiocy of brokers trying to apply an unfortunate mathematical science
in which life is viewed as nothing more than a hustling and bustling
stock market, a world defined by impersonal capital movements that lie
outside of the control of anyone who has sunk any roots at all, a world
based on people's always succumbing to the charms of the highest bidder" (Cassano, 1998, p. 48). For Cassano, such excesses began when the
oceanic worldview started to gain the upper hand. This led to the
unbridled development of certain notions of mobility and freedom. The
word "rootlessness" is used to refer to the terrible side of a phenomenon that, when observed from other perspectives, constitutes the
European and Western worlds' main source of price - freedom. Today,
this freedom has produced rootlessness, leading in turn to a demand
for protection accompanied by a great deal of nostalgia for strong connections and also by the desire for community (plus for that other
excess, ethnic re-embeddedness, c.f., Touraine, 1997). More than
anything else, Meridian thinking means disapproving of this fanatical
re-embeddedness, seeking instead to develop links between the two
polar extremes that are liberal rootlessness and fanatic re-embeddedness: "hence the great challenges that Mediterraneans must accept, that
of establishing relations and contacts, building bridges and transforming a choppy and stormy sea into a pontoon. Such knowledge is no
child of technological development, but instead of the cross-fertilisation of land and sea" (Cassano, 1998, p. 57).
Meridian thinking and marketing
Despite its more or less metaphoric nature, Cassano's definition of
Meridian thinking remains relevant insofar as it avoids the simplistic
position of Anti-Americanism and is grounded in the specificities of the
Mediterranean environment. But even if we agree with this definition,
how can it be translated into a Meridian type of thinking? What marketing specificities might this Meridian thinking bear within itself?
Cassano's book (1998) suggests three main ideas as the elements of an
initial response:
- the very moderate relativism that characterises Meridian thinking;
- a renewed appreciation of the Mediterranean as a resource for global
thinking;
- the sense of proportion that is inherent to so-called shore-bound
thinking.

A very moderate theoretical relativism
It should be noted first of all that the Meridian thinking that Cassano
would like to see develop is a relativist variant and not a universalist one,
insofar as it grants a great deal of importance to the diversity that characterises the different sub-cultures of the Mediterranean. It also does not
claim any particular universality with respect to other cultures - seeking
instead to affirm the South's right and obligation to devise an image for
itself. This thinking is pluralistic as well since it advocates plurality and
diversity amongst varying cultures, stressing above all that such differences must not be overlooked. The Mediterranean today is not a monolithic
identity, rather it is kaleidoscope that helps minds both to better understand the complexity of the world and also to be aware of hybrids, intersections and identities. Having long been accustomed to the existence of
mixtures, it is averse to that which is pure and unadulterated. Indeed, the
various Mediterranean sub-cultures have all penetrated one another,
something that has made them more complex - or at the very least, this is
the goal to which Cassano and other authors (including Maalouf, 1998)
aspire. Moreover, Cassano himself claims (1999) to be a moderate relativist who refuses all Western kinds of universalist fundamentalism:
"highly moderate relativism is not blind to the point of not being able to
see in certain cultures phenomena that it finds abusive, useless and cruel.
But unlike universalism, it does not rush in blindly to correct others, forcing its own universal yardsticks on them... Relativism is not characterised by fatalistic skepticism. Quite the contrary, it involves a constant
committement to avoid the self-referential insularity in which so many
cultures have enclosed themselves" (Cassano, 1999, p. 123).
An initial parallel can be made here with a topic that motivates
numerous researchers in marketing today: how to account for the discipline's fragmentation and pluralism (i.e., its sub-division into a multitude of different currents, schools of thought and even paradigms) whilst
avoiding the pitfalls of absolute relativism. Marketing theory has
everything to gain (Brown, 1993 and 1995) from a widespread acknowledgement of the myriad of local sub-theories that have appeared in certain peripheral and "shifting" fields of marketing, like service marketing,
fashion marketing, high-tech marketing and industrial marketing - not
to mention a whole range of panaceas, like relational marketing, experiential marketing, tribal or viral marketing, etc. As is the case in the socalled 'exact' sciences, researchers in marketing are capable of accepting
a paradigmatic pluralism in the theories and methods they use to analyse one and the same phenomenon (Dholakia and Arndt, 1985). It should
be remembered that marketing's leading basic concepts were first developped in the 1950s/1960s. They were meant to be applied to high volume consumer goods in a North American space that was relatively
homogeneous and stable at the time (asides from its racial problems). In
other words, they are not necessarily as valid in a different context, or
else in those cases where the product being marketed is not a tangible
one being used to target the general public. Meridian thinking does not

agree with the proponents of dominant theory when the latter defend the
universality of their basic concepts - quite the contrary, it considers paradigmatic pluralism to be a crucial dimension in. Sciences, and notably in
social sciences: "if protagonists in the exact sciences agree on the fertile
nature of a coherent pluralism, this makes it all the more logical that
such a construct should have its place in our understanding of social
phenomena" (Maffesoli, 1985, p. 178), especially consumption phenomena. Meridian thinking is thus part of "coherent pluralism", using the
meaning Bachelard gave this term in the field of chemistry as far back as
1932.
For example, ever since marketing researchers first began to emphasise consumer behaviour studies, a succession of paradigmatic alternatives
have arisen, pertaining to methods of investigation and/or to the definition of the object of observation. The whole of the scientific community
has been pursuing the same goal, that of trying to understand consumption behaviour phenomena by borrowing from approaches whose levels
of sophistication and diversity are in fact a reflection of these very same
factors in the phenomena being observed. For consumer behaviour
researchers (and depending on their research aims and personal competencies and appetences), coherent pluralism thus consists of making a
fully informed choice amongst different paradigmatic alternatives (and
not within just one paradigm) of whichever approach they consider to be
the most suitable - so as not to be shackled by any one, dominant model.
This does not mean that researchers must then become the prisoners of
the paradigm they have chosen. Quite the contrary, nowadays we are
beginning to find marketing researchers who know how to alternate their
paradigmatic choices and who can play with a variety of research
methods. This blurring of paradigms and schools of thought, grounded
as it is in researchers' strategies, is an element that lends itself to the
advance of coherent pluralism in marketing. Furthermore, said coherent
pluralism can sometimes supersede the borders of a particular research
project and be used to enhance teaching, not through some brillant presentation of the paradigm involved but through the propagation of a
relativistic outlook towards the different theories and paradigms in play,
an orientation that relies heavily on case methodology. This could enable
students to see how each theory is necessarily subject to conditions, so
that it only has a limited predictive value. This will illuminate them and
partially help them to understand and resolve marketing problems,
making them see that they must be familiar with all such theories so they
can practice hybrids and mixtures (avoiding at all costs the search for a
'pure' approach). This is one of the first possible translations for
Meridian thinking in marketing.

A renewed appreciation of the Mediterranean
We now focus on the fact that Meridian thinking has caused a shifting of the meaning attributed to the Mediterranean arena. This movement has raised the possibility of a new dimension in representations of

the Mediterranean, whose semantic field is being brought closer to a
more specific conception in which it is viewed as a space of creativity,
inventive freedom and imagination — a place that is freer, especially
because of its greater distance from the grand cathedrals of taste,
market pressure and fashion. It is freer because it possesses a rich arsenal of meanings that should not be used as some blunt protectionist
weapon against the onslaught of the market culture but instead as a critical and selective filter by which trends can be judged, i.e., as a way of
ensuring the originality of brands and their underlying agreements. At a
time when the rhetoric of modernity has been undermined by a series
of recurring and cumbersome failures, when modern theoretical debate
overflows with postmodernism, surmodernism or hypermodernism, the
Mediterranean is freeing itself from a straitjacket that was entirely
negative. It is starting to change its meaning, no longer coinciding with
the horrors of pre-modernity that should be abandonned as quickly as
possible but instead becoming something quite different, a depository
of meanings that will interact creatively at this, the dawn of a new era
(Club de Marseille, 1994). At present, the Mediterranean's image would
appear to have been turned upside down, no longer to be construed as
the phase that came before modernity and development, i.e., as
something found at the devalued periphery of a general move towards
progress. To the contrary, it is a space possessing an identity that was
once deformed but which should be rediscovered and reinvented because of its relevancy to the present - a resource, rather than the obstacle it
once was. The Mediterranean breaks with the fundamentalist monolinguism of modernity and broadens the scope of people's thinking and
experimentations. Its roots are strong but intrinsically pluralistic. It is a
place of conflicts and encounters, victories and defeats, exchanges and
invasions.
Even as he advocates this renewed appreciation of the
Mediterranean, Cassano (1999) warns us about the risks of ethnocentrism, and notably the Southern variant (Latouche, 1999) that might attach
itself to this new opinion. His aim is not to acclaim all that is
Mediterranean or that involves Mediterranean thinking in marketing,
but to identify in all of the schools of thought currently found in the field
of marketing those Mediterranean orientations that can help to broaden
marketing's scope of thinking because of their ability to break with the
monolinguism that dominates this discipline at present (Brown, 2001b).
The present paper does not purport to draw a complet panorama of all
Mediterranean authors and groups of authors who have helped, through
the originality of their efforts, to broaden the field of marketing. Rather
it will detail one example thereof, the "societing" school (Badot et al.,
1993; Cova, 1997a; Morace, 2002) and highlight its contributions.
Whereas the vast majority of Mediterranean researchers in marketing
now subscribe to North American or North European marketing
thinking without making any attempts at differentiation, a relatively
changeable group of French and Italian researchers and consultants
adhere to what can be called the "Latin school of societing" (Cova,

1997b). Their common denominator is that they were born on the shores
of the Mediterranean (a small expanse of warm water in comparison
with the vast oceanic distances of the Atlantic and the Pacific) and their
contentment with this fact. Their shared thinking can be summarised in
the short manifesto below, which is clearly anchored in the Latin way of
life:
- consumers like to live together in tribes, even (and especially) in an era
marked by individualism;
- their daily practices are based on their having diverted to their own
benefit and re-appropriated the objects and symbols that emanate from
a market-based system, instead of merely taking part in this system.
This manifesto is based on two pillars of Latinate sociological literature:
- an essay by Michel Maffesoli,. Le temps de tribus (1988), published in
English in 1996 (The Time of the Tribes);
—a text by Michel de Certeau, L'invention du. quotidien 1. Arts de faire
(1980), published in English in 1984 (The Practice of Everyday Life).
In his 1988 text, Maffesoli shows that the current social dynamic,
which is an attribute of postmodernity, is made of a multitude of experiences, representations and daily emotions that people tend far too
often to forget. Whereas this sort of dynamic is usually explained by the
narrower focus on individualism, Maffesoli has decided quite the contrary to emphasise how its tribal aspects are coming more and more to
the forefront.
For de Certeau (1980), whereas certain pundits assert that a technician's logic is the best way to organise things and people, assigning
everyone and everything a place and a role and determining which products are to be consumed, ordinary people react by silently extracting
themselves from this conformist equation. They seek to invent their own
daily lives through the way they do things, using subtle ruses and tactical
resistance to divert objects and codes for their own benefit, re-appropriating space and the utilisation thereof.
Based on these two pillars, the authors of this Latinate school have
defined societing (Badot et al., 1993, p. 51) as "a societally relevant perspective of the interface between marketing, design and RandD". In a
societing approach, "the firm is not a simple economic actor adapting to
the marketplace but a social actor embedded in a societal context"
(Badot et al., 1993, p. 51). What this means for companies (Morace,
2002) is that the products, services and experiences they bring out have
to be "launched into the marketplace" and at the same time "launched
into society". In other words, societing distinguishes itself from the individualistic, deterministic, rational and utilitarian paradigm that drives
the vast majority of consumer representations that the mainstream
marketing approaches deploy. Its representations of consumers and of
markets emphasise elements like communitarianism, constructs, emotions, as well as items that are not intrinsically utilitarian. At the same
time, it does not deny the rest. By operating thusly, proponents of societing seek to broaden the scope of an exchange or commercial relation-

ship to improve our understanding of consumers and markets, and therefore of the possibilities that remain open to a particular marketing
action.
It is not easy today for a non-Latin reader (an Anglo-Saxon one, for
example) to peruse texts from the Latinate school of societing, most of
which have been written in French or Italian (for an earlier panorama,
see Cova, 1997). A few contributions should be mentioned however,
since they have already been discussed in English-language publications
(attesting to their relevancy for all marketing theories and practices):
- the development of a "trend marketing" approach as devised by
Morace and his colleagues at Future Concept Lab (2002). In particular,
this focuses on each trend's translation into a marketing innovation
- the development of a "linking value" concept (Cova, 1997a) for products and services, hence of "tribal marketing" (Cova and Cova, 2002)
- the identification of a "desires marketing" (Bucci, 2002) derived from
the fashion-based marketing that has become so prevalent in our
societies.

A sense of proportion
Last but not least, it should be noted that Meridian thinking, more
specifically when we use Cassano's definition of this term (1998) as a
shore-bound type of thinking, is characterised by a sense of proportion.
Remember that for Albert Camus, the Mediterranean is a sanctuary for
the secret of "Moderation", i.e., of the harmony between humanity and
nature. In addition, types of thinking are to a certain extent dependent
on the worlds in which they were born - in other words, much like
Cassano's Meridian thinking does, Camus's "la pensée du Midi" exalts the
Mediterranean context as well as its limitations, in the positive sense of
this term, to wit, its sense of proportion. In fact, it is this attribute that
Meridian thinking can offer today's world, characterised as it is by excesses that, when they are oceanic in nature, can according to this author
lead to a radicalisation of notions like mobility and freedom, until such
notions become dangerous for daily life. For Cassano (2001, p. 62), the
Western world today suffers "internally from obsessive exaltation, in that
it blows all things out of all proportion. This immoderation is no longer
considered a danger - quite the contrary, it has become a desirable commodity. Whether this relates to production or to consumption, the desire
to live 'on a grand scale', to live 'fast and hard', reflects both the inability
to accept limitations as well as the need to transcend them". What follows in his view is a fear of down times and breaks; a need to fill up all
of one's free time with brilliant or shiny experiences; and a cult of strong
emotions. "Speed is not only all around us, it is in us, in our desires and
habits, our impatience, in the increasingly close interconnection
between our commitments and schedules. Moreover, we require exactly
the same of our emotions during any free time we may have - they are
supposed to be frequent, easy to use, strong and increasingly acute"
(Cassano, 2001, p. 42).

Along these same lines, Manzini (2001) blames the disappearance of
"contemplative time". He feels that this is directly related to the sorts of
lifestyle that our modern economies are trying to impose on us. Whereas
contemplative time was long considered as a privilege that people were
supposed to seek out actively, nowadays it is viewed as a waste of time
that must be avoided at all costs. Here we are contending with a double
trend involving both the saturation and the acceleration of time. Every
moment in time is saturated with activities since we always 'have' to be
doing something, and doing it more and more quickly so we can have the
impression (or the illusion) that we are actually doing more. The experiences that the market is offering us are merely there to offset this loss.
They are remedies to heal a disease that the market itself has created
(i.e., the disappearance of contemplative time) and they offer a transient
illusion of well-being to anyone who has the means to pay for this. The
more our contemplative time vanishes, the more these compensatory
goods will proliferate (based as they are on individualised experiences
that people must pay for, phenomena that further destroy our living environments, c.f., Manzini, 2001). Meridian thinking should focus on these
immoderation phenomena in our societies and try to reintroduce a sense
of proportion in corporate marketing approaches.
Returning to speed as an example of this loss of proportion, it is useful to analyse how Mediterranean thinking (which Cassano sees as being
slow in nature) can be applied to consumption and marketing. For example, Fabris (2003) has noted that for decades now European consumers
have been witnesses to a continuous acceleration of time, and that not
only have they been incapable of doing anything about it but in fact they
have substantively agreed to it. The frenetic succession of events and proliferation of opportunities has ended up by contaminating our daily lives
in all areas. Yet studies on this state of affairs have mainly tried to highlight the unprecedented emergence (at a collective rather than a limited
niche level) of phenomena that appear in fact to contradict such a scenario. By so doing, they nurture the hypothesis of a progresssive propagation of a new social syndrome that Fabris (2003) calls "the slowing of
time". More and more individuals seem to be manifesting the intention,
at many stages of their existence, to run their own lives at a pace that has
more to do with their internal clocks than with social obligations. By so
doing, they are moving away from everything that is fast, very fast or
ultra fast and showing exasperation with everything that is just-in-time.
For the first time at a collective level as opposed to the more limited elite
level, what we seem to be witnessing today is the developing awareness
of frustration in the face of this perpetual movement. It is no coincidence
that all recent studies on the clothing business reveal that people are
expecting (if not explicitly requesting) a slowdown in rhythms of fashion.
We are also starting to observe a rapide devaluation of all categories of
fast food, even in the least advanced segments of the population.
Nowadays, slow food is not only worth a few stars in our leading food
guides but it constitutes an eating lifestyle with an ever-greater number
of fans. In reaction to this trend, some industrialists have started to use

so-called slow marketing approaches (Fabris, 2003) to offer a type of
product delivery system that will allow consumer to regain some of
his/her lost contemplative time.
Air transport typifies this shift from accelerated to contemplative
time in consumers' latent or explicit demand patterns (www.transitcity.com). The history of transportation can actually be summarised as
one continuous effort to travel faster and faster. Nothing seemed capable
of stopping this advance towards greater speed - except that speed is no
longer synonymous with profitability, as witnessed by how difficult it
has been to find a successor for the Concorde. Having received little
positive feedback from airliners regarding its Sonic Cruiser project,
Boeing had to announce in January 2003 that it was abandoning its
plans for a sub-sonic plane. In other words, there is a limitation to this
drive to go 'faster and faster'. Things might evolve over the next few
years with planes transcending their current status as an increasingly
rapid means of transportation to become a veritable space for living,
relaxing and working. When a company like Zeppelin relaunches its
blimp, what this means is that a customer base exists for this type of
transport - Concorde has barely been grounded and already the
Zeppelin is coming back!
Of course, above and beyond the introduction of a modicum of
moderation on the supply side of the equation, Meridian thinking will
try to focus on reintroducing a sense of proportion to companies' marketing approaches. This will involve thinking along "moderate marketing"
lines, resizing and recontextualising companies' action possibilities in
the marketplace and in society. The vast majority of analyses done by
proponents of the dominant marketing system are predicated in fact on
a relatively simplistic and unidirectional schema: on one hand, we find
images, brands, products and services coming out of the corporate sector; on the other, we find consumers who take in these images, brands,
products and services. Such analyses give no thought to what consumers
are actually doing with such images and products inside and outside of
the marketplace. Consumers are not refusing these goods, but they are
transforming (and occasionally twisting) the meanings and usages they
are being forced to accept along with them (Aubert-Gamet, 1997). They
are manifesting a wonderful ability to divert each symbol to their own
benefit, to circumvent customary rules, to invent meanings and functions that producers and the market-based system have not foreseen.
Marketing actions can offer images and functions, but nothing more!
Consumers can neither be forced to accept them, nor to implement them
in their daily lives. Furthermore, the immoderation of such actions has
no impact at this level. Quite the contrary, the more the images and
functions that a firm shows a consumer are susceptible to potential
digressions, the more the consumer possesses something s/he can (re)shape as best s/he sees fits. For this reason, a marketer operating within
a moderate marketing paradigm will try to prevent his/her firm (and the
market-based system) from bringing out overly deterministic images and
functions. And his/her firm will have to make an effort to forget that it

belongs to a market-based system so as to recall that it is also part of a
social system.
It is here that we learn what could be the main lesson that Meridian
marketing has to teach us, here in this humble, almost self-effacing
aspect of the marketer who is trying to avoid the pitfalls inherent to an
overly mercantilistic approach. Light years from advertising overkill or
the programming of spectacular experiences, Meridian marketers should
measure their and their firms' actions in such a way as to avoid their ever
falling prey to mercantilistic hyperbole. Salomon showed clear understanding of this (Cova and Cova, 2002) when it turned into a code of conduct its desire to avoid doing anything that would justify its being accused of acting like a vulgar world company. Salomon got rid of everything
that did not relate directly to a passion for sports (rollerblades, snowboards, etc.). For example, prizes for its local contests would no longer
be mobile telephones but the right to put on a show in front of a few big
sports champions. Salomon has created its own operations (instead of
transplanting them on top of existing operations). All of them obey the
same logic - which is to entice the passion for (and the practice of
sports) by organising big events for serious fans. The Company has been
working hard not to sell out. It has also tried to ensure that all of its communications, including its mailshots, are as unaggressive as possible.
The aim is less to push Salomon's name through the market than to
depict it as a fully-fledged member of various tribal movements - like a
real fan, with all the non-market-oriented connotations that this intimates.
In other words, Meridian marketing advocates taking a not very
aggressive stance towards consumers. It tries to support people rather
than bombard them en masse or as individuals. This is almost a 'handholding' approach to the market, one whose main consequence is a
moderation of many management excesses. It is less a consumer takeover of power (a frequent claim today in e-marketing utopias; Seybold,
2001) and more a diminution of the power being wielded by marketers
and their firms. Consumers are not asking for power themselves but they
do want firms to wield less power, i.e., to leave some room in their product offers and mutual relations system so that consumers can reappropriate their daily life in a way that lies outside of the dictates of a mercantilistic world. This is diametrically opposed to the teaching on offer in
Schools and Universities with a North American tilt, where learners are
trained to manage, control, master, predict - all of this supposedly for the
greater satisfaction of the consumer. This measured and moderate position of a company vis-a-vis its consumers will generate a more comprehensive and less utilitarian approach that does not invoke simplistic
reflections phrased in terms of market actions or responses to consumers
but instead calls for a more complex understanding both of how companies fit into society and also of their interrelations with all of its actors.
In other words, this is a socially relevant perspective of the interface
between clients, firms and all of their market-oriented or non-marketoriented stakeholders. The term "societing" is a good way of conveying

this idea (Badot et al., 1993: Morace, 2002), and it is the term being proposed by certain Mediterranean researchers to replace the word marketing. A sense of proportion in a company's product offer, marketing
approach and relations with society - this is the third contribution that
Meridian thinking can make to the field of marketing.
Meridian marketing versus postmodern marketing
Using Cassano's model of Meridian thinking (1998), we have been able
to trace the main contours of the three main contributions that a
Mediterranean type of thinking has offered the field of marketing. A question remains however as to whether these contributions are differentiated.
Are there other ways of attacking markets and consumers, other approaches that can make a similar contribution? This is a clear reference to the
school of Postmodern marketing (meaning Postmodern thinking when
applied to marketing, c.f., Brown, 1995 and 1998) and to its multiples translations ranging from retro-marketing (Brown, 2001a), rarity marketing
(Brown, 2001b) and empowerment marketing (Firat and Shultz, 1997) to
all consumption re-enchantment strategies (Firat and Venkatesh, 1995).

Postmodernism and very moderate relativism
We should remember that fragmentation, indetermination and incredulity towards all universalistic or totalising discourses (Lyotard, 1979),
constitutes the foundations of Postmodern thinking in the Arts (architecture, photography, literature) and Sciences (linguistics, physics, sociology). In many respects (some of which are quite reasoned whereas
others are close to being absurd), postmodemist approaches raise questions about the core hypotheses of what is a major school of thought in
the sciences. They also question the results of many of the research
projects that have been carried out over the past few decades. The
advent of postmodernism not only translates the emergence of a new
paradigm in the world of science, but also (and much more radically)
the development of a new vision of the world, one resulting from the
confluence of various schools into a broad re-conceptualisation of the
way in which individuals feel and understand the world surrounding
them. This confluence explains the divergent and sometimes contradictory modes that postmodernism sometimes adopts. There are in fact as
many forms of postmodernism as there are postmodernists. In this
diversity of schools of thought, two main formulations of postmodernism can be distinguished, however (Rosenau, 1991):
—In its most extreme formulation ("skeptical postmodernism"), it is entirely relativistic, hitting at the heart of the social sciences and turning
them completely upside down;
—in its more moderate formulation ("affirmative. postmodernism"), it
encourages re-definitions as well as the search for increasingly elaborate questioning.

"Skeptical postmodernists", who offer us a pessimistic and negative
view, affirm that postmodern eras are fraught with fragmentation, disintegration, malaise, vagaries (if not the absence of moral precepts) and
even chaos. They consider that the totalitarian character of our modern
times has caused a reaction leading to the advent of a postmodern era of
radical and insurmontable uncertainty. Although "affirmative postmoderfists" agree with this criticism of modernism, they have a more optimistic view of the post-modern era. Many affirmative postmodernists
favour intellectual and philosophical practices that are neither dogmatic
nor ideological. They are not afraid to affirm a certain ethical orientations or else to make normative choices within a local framework. What
we find here is the moderate relativism that Cassano (1998 and 1999)
associated with Meridian thinking. In other words, Meridian thinking
when applied to marketing should be reintegrated into the wider set of
"affirmative postmodern" thinking that is also being applied in the field
of marketing (Addis and Podesta, forthcoming).

Postmodernity and a renewed appreciation for the Mediterranean
At a schematic level, we could say that for the proponents of postmodern sociology (Maffesoli, 2003), what we are currently experiencing is a
shift that is just as significant as the one that led from Medieval times to
the Post-medievality out of which the Renaissance was born. In this
vision, the entire modern project that has preoccupied (and guided) our
Western societies since the Renaissance is based on the idea that the
individual wants to be liberated from the dross of blood connections
and religious superstitions that typified the Middle Ages, so as to become capable of freely choosing whom s/he wants to connect with and
what s/he wants to believe in. Here the idea is that individuals' scope of
freedom has progressively been enlarged to such an extent as to be
almost unlimited today. After having initially been confined to areas like
economics, politics and knowledge, people's morays and daily lives are
being affected now. This modern project comes with a key word, to wit,
progress - with as its corollary a belief in the liberating value of such
progress! In the name of progress, a fundamentally positive value of
modernity, our parents, grand-parents, etc., have accepted major changes in their environments and daily lives due to the fact that they were
convinced that it would bring them a glorious future, full of free and
therefore happy individuals. Indeed, it is here, in the decline of this the
keyword of "modernity" that the postmodern hypothesis first arose. For
proponents of postmodern sociology, "the arrow of progress" has been
broken in our heads, and more and more of us have stopped believing in
a glorious future.
The quest for continuous social progress, through processes like individual liberation, was silently shipwrecked over the course of the 1980s,
before disappearing from the collective imagination of those Westerners
who have lost faith in the myth of growth. The present era, with its transition from one millenium to the next, has witnessed the crumbling if not

total collapse of a series of systems and utopias that used to serve as
benchmarks for individuals: work, politics, the family, religion, etc. Over
a succession of phases marked by a liberation of the individual (free
choice of spouse, womens' liberation, free time, sexual freedom, etc.),
external constraints have fallen one-by-one by the wayside. The theme of
freedom, following in the footsteps of the image of progress, has lost its
flame and ceased to be a positive ideology. Indeed, it has now been transformed into a source of concern and rootlessness. The idea here is that
a postmodern society is being built on the ruins of the former belief in
freedom and progress. It is in this sense that we are thought to be experiencing post-modernity. "The myth of Progress is no longer the nec plus
ultra. The myth is having to be adjusted, supplemented, corrected when it isn't being scorned outright" (Maffesoli, 2000, p. 157). People
believe less and less that we can change the world and change life through progress. Quite the opposite, more and more people think that, if
indeed there is still enough time, we need to "save the world" (or at least
whatever is left of it), and that we must also "save life" seeing as progress, which has lost all reason, is starting to kill this off as well. On one
hand, the modern collective imagination is based on the idea of the rootless individual. To this we can supposedly oppose a postmodern collective imagination comprised of re-embeddedness attempts that are translated, for example, by the green or the anti-globalisation movements.
Having said that, these are nothing more than limited initiatives, seeing
as (with the exception of a few so-called sectarian movements) it is out
of the question for us to try to return to a pre-modern world that we
would be incapable of living in. If we were to accept the postmodern
hypothesis, we would have to believe that the collective imagination of
our Western societies, hence the values by which they are structured, are
in the process of implementing a shift from 'progress' to 'regression', or
at least a re-balancing from the values of progress to those of regression,
a scenario that will place all individuals in a state of permanent tension
between these two collective imaginations.
In this postmodern framework, that which existed before modernity
and which has survived, i.e., that which has not been destroyed by oceanic delirium or sectarian regressions, is priceless in helping us to rethink
today's world. The image of the Mediterranean would appear to have
been turned upside down here, insofar as after having come into contact
with postmodernity it is now ready to be rediscovered and reinvented,
not as an. obstacle, but as a resource. Mediterranean researchers are
therefore ideally placed to experience, observe and understand "the
synergy between archaic thought and technological development"
(Maffesoli, 2000) that is the mark of postmodernity. They are immerged
in a local reality that offers them real food for thought and which can
help them both to enhance understanding of postmodern consumers
and also to develop marketing resources capable of providing them with
the solutions they need. Their North American and Northern European
colleagues seem to be increasingly aware of this fact (Earls, 2003;
Solomon, 2003). It is in this sense that the approach presented by the

societing school of thought derives from a renewed appreciation of the
Mediterranean and its researchers, all of this in a postmodern context
that seeks to juxtapose progression and regression.
Postmodernity and a sense of proportion?
Does postmodernism ask any questions about moderation? Is postmodern marketing characterised by a sense of proportion or by excess? For
the proponents of marketing in a postmodern world (Firat et al., 1995),
what postmodern consumers seek is a total immersion in an original
experience. They stress modern consumers' increaing quest for immersion in varied experiences in an attempt to explore the multiplicity of the
new meanings they may wish to give to their lives. In this view, consumers enter a market to produce their own identities. Hence the willingness to undertake immersion experiences in thematised frameworks
instead of merely consuming ready-made products. Such immersions in
insulated and securised contexts contrast with the stress consumers
experience in their daily lives, even going as far as enabling them to experience the life of another self. Immersion in a consumption experience
can therefore be summarised as a dive into a totally thematised framework, i.e., the sort of insulated and securised thing we find at
Disneyland.
Postmodern marketing is like giving individuals stage directions
within a vast symbolic system. As such, it appears to be indissociable
from the rise of simulatory and virtual gaming (Maffesoli, 1990).
"Simulation signifies an irresistible occurrence and/or succession of
things as if they possessed some meaning — whereas in fact that are
governed by artificial set-ups and a lack of meaning" (Baudrillard, 1992,
p. 30). One of the leading dimensions of postmodern consumption is in
fact that which Baudrillard (1992) calls hyper-reality. Most present examples of hyper-reality involve the consumption of leisure simulations.
Indeed, what we clearly observe today is a trend amongst consumers to
prefer simulated and extraordinary experiences to an ordinary reality.
As a corollary, postmodern marketing has evolved towards so-called
experiential marketing (Pine and Gilmore, 1999; Hetzel, 2002) that
actually purports to turn consumption into a series of extraordinary
immersions for the consumer. "The point here is to engage consumers in
an unforgettable process by offering them a particular experience, or
even better by transforming them via the experiences through which they
are being guided" (Arnould et al., 2002, p. 423). To realise this sort of
extraordinary experience, marketers have recycled and implemented a
hyper-reality concept in which experiences become extraordinary thanks
to increasingly spectacular and surprising decors; and thanks to the
increasingly extravagant and simulatory nature of the experiences in
which the consumer is being immerged (Ritzer, 1999). This involves
dropping the consumer into a "hypermarchandising" situation
(Lipovetsky, 2003) wherein s/he loses all free choice after having been
submerged in a sea of sensations.

Although, experiential marketing is incapable of accounting for all of
the schools of thought that can be found in postmodern marketing
(Brown, 2001b), what is surprising here is the quantum leap between the
excesses of experiential marketing and the sense of proportion found in
the marketing translation of Meridian thinking (Carti and Cova, 2003).
Meridian thinking's proportionate tone offers marketing a moderate feel
that can disarm some of the many excesses being conveyed by the
marketing panaceas that are currently on offer in oceanic thinking without being guilty of the anti-marketing that is so characteristic of
land-based thinking.
Conclusion
After having isolated the three main traits of a Mediterranean type of
thinking that Cassano has called "Meridian thinking", we have tried to
integrate them into a single theory and practice of marketing. Meridian
thinking's very moderate relativism should lead to an acceptance of the
coherent pluralism that exists amongst the many different schools of
thought and approaches found in the field of marketing. We can also say
that a renewed appreciation for the Mediterranean world has led to a
non-ethnocentric identification of those Mediterranean researchers who
can help to broaden marketing's scope of thinking, following in the footsteps of those who have been involved in the so-called "societing"
approach. This sense of proportion will help us to sketch the main lines
of a moderate marketing that should be able to avoid the excesses characterising many of the marketing propositions being made at present.
To what extent do these three contributions differ from the application of postmodern thinking to the field of marketing? In essence, this
question has to be answered in terms of the sort of contribution that
postmodern thinking has to make. The moderate relativism of Meridian
thinking is nothing more than a local translation of affirmative postmodernism. The restored reputation of the Mediterranean world will turn
the shores of this great sea into a magnet for anyone who wants to gain
a greater understanding of postmodern consumption. Researchers who
live here will then find themselves in an ideal position. Sense of proportion is the most differentiating of all of Meridian thinking's traits when
applied to marketing: it proposes a moderate kind of marketing that
appears to be very far indeed from the extravagances of experiential
marketing, which is an avatar of postmodern thinking when applied to
marketing.
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