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Synopsis of Wrenn and Kotler’s Exchange
Model for Marketing Parochial Schooling

RAYMOND J. OSTRANDER
Andrews University

In the Spring 1993 edition of the JRCE, Bruce Wrenn and
Philip Kotler (pp. 119-134) drew from social exchange
theory to explain why people choose parochial education.
Wrenn and Kotler argue that marketing theory can both
inform and improve marketing practice in such non-profit
organizations as parochial schools.

Why do people select parochial schooling over publicly funded
education? The concept of marketing as an exchange process is central
to the authors’s thesis. Two key principles underlie the concept of
marketing as exchange: value and free choice. The product that one
party offers must be valued by another party; otherwise, the second party
will not freely choose to accept the product or benefit from it. As a
result, no mutual transaction exchange or satisfaction occurs. Likewise,
without free choice, there is no exchange. There could be “extortion,
manipulation, acquiescence, or accommodation, but not exchange”
(Wrenn & Kotler, 1993). An organization that does not understand this
concept soon looses the support of its constituents.

Conditions for Exchange

Four prerequisites adapted from Kotler (1982) are necessary for
exchange:

¢ A minimum of two parties—marketer and a consumer—must be
involved.

¢ The product that each party offers must be viewed as valuable
by the other party.

¢ Both parties must be able to communicate information about and
deliver their products.



