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ABSTRACT
The main purpose of this paper is to review the multiple understandings of the concept of equity
and its different underpinning theories in a business to customer context. The design of this
research is based on a mere documentary analysis and some observations. However, the
findings show that equity is mainly understood as fairness, as well as distributive justice in the
business setting.
This paper serves to remind manufacturers and managers that they should abide to fair practices
in order to offer some good quality products or services as well as some very fair prices that are
in line with the customer expectations in terms of norms, requirements, and needs.
Keywords: Equity, customer, distributive justice, marketing.
___________________________________________________________________________
INTRODUCTION
The concept of equity is originated from the Latin concepts “aequitas’’ and ‘‘aequus’’, ‘that
bear the notions of ‘‘equality’’, ‘‘justice’’ and ‘‘impartiality’’. Equity is a complex term in
nature, wherever it is used. In the business sector, it is a complex task for companies and
managers to construct some equitable products, and services (Nasse, 2019; Nasse et al. 2020).
Most of the manufactured products have always been viewed by customers through a ratio of
quality and price. In the world of marketing research, equity is one of the factors for
performance, growth (Nasse, 2016), customer satisfaction (Morrisson & Mathieu, 2003) as well
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as customer retention and customer loyalty (Ladhari, 2005). It is evident to recognize that there
have been a lot of research papers which investigate equity and customer loyalty (Olsen, 2002),
customer equity (Rust, Lemon & Zeithaml, 2004), customer equity and customer satisfaction
(Ladhari, 2005), equity and repurchase (Nasse, 2015), but less is known about the concept of
equity itself in a marketing perspective. The present research seeks to reduce this gap and
provide some new thoughtful insights of the concept from researchers’ point of views
worldwide.
However, what is the understanding of the concept of equity and its theories by researchers in
a pure marketing perspective?
The main objective of this paper is to examine the concept of equity and also to underline
equity theoretical underpinnings.
LITERATURE REVIEW
Equity Concept Definitions
Homans (1961) is one of the earliest researchers that have developed a deep understanding of
the concept of equity. For Homans equity is about how a given individual perceives fairness,
or distributive justice in an exchange as compared to that individual’s investment. Adams
(1963) also shows that the concept of equity can result from the comparison that an individual
establishes between what this individual perceives as an exchange "outputs" and this individual
own contribution to the exchange "inputs". Equity can also be derived from the comparison
between what the individual does perceives of an exchange and what other people perceive in
this exchange. Adams concludes that when the individual does not perceive equity or fairness
in the exchange, s/he can naturally have a behavior that affects the partnership negatively. For
Olsen (2002), equity is understood of a history of customer satisfaction and thus, what leads the
customer to become loyal. Olsen also views customer satisfaction and customer loyalty as an
evidence of equity. In addition, Olsen demonstrates that fairness and satisfaction have positive
effects on the customer's engagement towards the offer. Rust, Lemon, and Zeithaml (2004)
demonstrate that equity is a measurement tool that provides an opportunity for marketers to
build a strong and reliable marketing strategy. Bressy and Konkuyt (2004) point out that fairness
in companies management is about getting rid of unfair or illegal practices (that can tarnish their
image, reputation or brand image) in order to manage change, and adapt to the risks of good
corporate governance, and produce services. Morrisson (2005), basically shows that equity is a
dual concept that expresses fairness: the internal dimension of equity and the external dimension
of equity. Morrisson specifies that the perception of the level of external equity has an effect on
the post recovery consumer satisfaction and then the perception of the level of external equity
has a moderating influence on the expected disconfirmation. The concept of equity can be
approached as what is fair, appropriate, and adequate. As part of an exchange, equity can be
defined as a situation in which the two parties, the party that proposes an offer (the company)
and the party that buys this offer (the customer) express satisfaction or dissatisfaction of the
observed exchange. Thus, equity implies that each part is treated equally, properly or
appropriately. Then, it implies the banishment of unfair practices within an exchange.
According to Morrisson (2005, p.3), the concept of equity often stated in marketing relates
precisely to the notion of fairness. For Morrisson the concept of external equity is seen in an
interference that involves both the company, the customer and another customer, while the
concept of internal equity is simply discovered in the interference of exchanges between the
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company and the customer. Still, Morrisson demonstrates that the customer compares the means
invested in the exchange and the result obtained through the whole exchange process. The report
between means invested and result obtained can then be either negative or positive. External
equity is indeed, one of the components of the concept of equity. The definition of external
equity by Morrisson (2005, p. 4) is quite clear, perfect and detailed. According to Morrisson,
one talks about external equity in a situation of exchange where a customer relates what s/he
perceives (the results) and what s/he has spent (the investments) and compares it with that of a
reference person who is another customer or a seller. External equity sphere shows that there is
an interaction between three (3) actors: the customer, the reference individual (either another
customer or a seller) and the company. External equity resulting from the direct comparison
between what the individual receives from the company with what one customer receives (or
other customers receive) during the business exchange. Therefore, equity requires an external
presence of a third party, another customer to enable a meaningful, sententious and significant
comparison.
Another component of equity is internal equity. Considering Morrison (2005, p. 4) internal
equity consists of a customer making the connection between what s/he perceives (results) and
what s/he spent (investments) in order to appreciate the exchange situation satisfactory or
inadequate. When the customer buys a product s/he spends a number of inputs (time, resources
or investments). On the basis of this expense, the customer hopes to get a result of some
pompous and significant value. The perception of internal equity consists of the comparison
between the time, the means invested and the result obtained. If the customer perceives that the
result is less than the resources invested, the perception of internal equity is negative. If the
customer perceives that the result is greater than the means s/he invested, the perception of
internal equity is positive. The perception of internal equity is limited to an interaction between
the customer and the company (Morrisson, 2005). The observation that can be made here is that
internal equity concerns only two parties: the first party which is represented by the customer
and the second party which is represented by the company itself. Of course, in the process of
business exchange or customer relationship management, internal equity implies a business
circumstance, where there is an interference between only two observable entities: the customer
and the company (that is viewed through its brand, and its products or services).
Kotler and Dubois (2003) take along the concept of equity to be more perceptible with the
notion of ‘fair prices’ which takes the management relationships above the mere satisfaction or
simple customer loyalty. Thus, Kotler and Dubois, perceive equitable offers in three basic
criteria: product quality, induced services quality and fair price. It is in this context that the
concept of equity is perceived in the dimension of internal equity. For further, Nasse (2012),
Nasse (2016), and Nasse (2019) illustrate equity in a form of a perceived fairness in products
offers that is able to induce customers’ satisfaction, customers’ retention, customers’ loyalty
and also customers’ repurchase.
Equity Underpinning Theories
• The theory of equity in business exchange: Some researchers such as Homans (1961),
Adams (1963), Urbain (1979), Rust et al. (2004), Peretti (2004), Aravindakshan et al. (2004),
Morrison (2005), Olsen (2007), Nassè (2019) understand the theory of equity to be a result from
the mere comparison between what an individual perceives in an exchange "output, profit" and
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the contribution s/he makes to the exchange "input, investment ". They demonstrate that equity
not only affects satisfaction, but they also demonstrate that equity affects loyalty.
• The theory of distributive justice: For some authors such as Sabadie (2000), Kotler
and Dubois (2003), Peretti (2004), Juët (2005), Nasse et al. (2020), distributive justice theory
stipulates that there should be fairness in any business exchange. Thus, fair exchange is
perceived as the adequate balance between the needs of customers and the interests of the
company, and it is understood as an avoidance of unfair, biased, imbalanced or illegal business
practices.
METHODOLOGY
Process: The present review of literature has focused on a documentary analysis. The different
articles and books that are in line with the topic have been underlined and taken into
consideration. The documentary analysis is completed by observations of how customers
perceive the different products offers and the prices that are applied on these products.
Data gathering: the data of this research, is a secondary source, what means that it has been
collected from various previous research papers that are good quality source. These sources are
gathered accessed on internet through the search engines of ‘Google, Google scholar, Yahoo,
Researchgate, Academia’.
Ethical issues: The articles and the papers that are considered are published in some quality
journals. Among these journals there are papers from open access journals and papers from nonopen access journals.
CONCLUSION AND IMPLICATIONS
The concept of equity, according to the relevant literature has several definitions. Equity has
been understood as fairness, distributive justice and the rightfulness. As such, it has been notice
through this literature review that there is not a quite common understanding of this concept.
However, a common conception of equity refers to the perceptions a customer has about
distributive justice from a given product or service. These perceptions may have some intended
or unintended effects on the brand. Thus, marketing researchers who are investigating equity
related issues should seek to understand adjacent concepts related to fair justice, ethical business
practices, business justice and impartial management practices.
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