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SECTION I: ‘MARKETING’S

CONTRIBUTIONS TO SOCIETY’ 

Introduction

We originally chose to study the field of marketing
because we found it to be one of the most stimulat-
ing, complex, and intellectually challenging of aca-
demic areas in a university setting. In curious
contrast to its general reputation as a ‘soft’ area, we
found that this field welcomes insights from many
disciplines, including economics, psychology,
history, mathematics, sociology, law, political
science, communications, anthropology, and the cre-
ative arts. Its scholarship combines elements of objec-
tivity and subjectivity, demands both quantitative and
qualitative insights, requires persistence yet rewards
creative leaps, and allows freedom of imagination
and nuance yet grounds its efforts in real actions with
measured consequences. Further, marketing can be
studied from a number of intriguing perspectives.

As the academic field of marketing nears its 100th
birthday, its focus is squarely on firms, markets, and
household consumers. Relatively few persons, even
in the mainstream of the field, have recently been
able to examine marketing’s contributions to society.
However, this subject is worthy of consideration
from the broad college of thinkers in the field. It is
worthy of exposure to thoughtful practitioners, to

students in MBA and undergraduate programs, and to
emerging scholars in doctoral programs (and
probably why the Marketing Science Institute named
it a key topic for the special Millennium Issue of the
Journal of Marketing). Thus our purpose here is to
provide a different look at marketing, one that
engages thoughtful deliberation on the larger system
and its contributions. Taken together, the issues in this
domain help us to better see both the nature of
marketing and the remarkable potentials of our field.

Background: A Century of Progress 

It may be merely trite to point out that the world is
changing and that marketing is an active participant
in this process. It is not trite, however, to inquire into
the nature of such change – to delve more deeply into
the history, substance and controversies concerning
marketing’s roles in society. It is stimulating, more-
over, to pursue the implications for all of this for our
present and our future. For example, let us briefly
consider that the formal academic field of marketing
began just about 100 years ago, at the turn of the last
century, with the first offerings of courses on ‘market
distribution’ (Bartels, 1988). Substantively, these
courses reflected the realities of their time and place
(e.g., courses in the Midwest tended to stress the dis-
tribution system for agricultural and other products;
those on the East Coast covered distribution and
merchandising). Theoretically, interest was on
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Marketing’s Relationship to Society*

W I L L I A M  L .  W I L K I E and E L I Z A B E T H  S .  M O O R E

*Note to readers: In a recent survey, two-thirds of Marketing Ph.D. students reported that they had a personal interest in
marketing and society, but fewer than one in ten had ever had a course in it, and they did not feel proficient. This chapter
should go a long way to remedying this situation. In Section I we present an abridged version of “Marketing’s Contributions
to Society” (Wilkie and Moore, 1999), to provide you with a new perspective on our field. Then, in Section II, we discuss
the research in this area and present guides for learning more.
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pursuing benefits flowing from distributive activities
that had been missed by economic thinkers concen-
trating on land, labor and capital. However, it is clear
in the literature of that time that issues of marketing’s
performance on behalf of society were a serious
concern for this fledgling field.

Of course, the ‘society’ at hand was much less
developed, and consumer lifestyles were very
different. For example, the typical US housewife
carried 9,000 gallons of water into the house each
year, and she then had to boil the water before using
it because only 25% of homes had running water
(and only 3% had electricity). Cooking, baking and
food preservation required some 42 hours per week.
Central heating would not arrive until the 1920s, so
many households heated only the kitchen for the
winter, using fuel hauled in daily by family
members. On the health front, infant mortality was
common – about one in every ten births – life
expectancy was only 47 years.1 Now let us contrast
this with today’s US society: life expectancy is near-
ing 80 years, gross domestic product is some 400
times greater, and time spent gathering and preparing
food has dropped to less than 10 hours per week.
Typical homes are filled with comforts and conve-
niences based on electricity and water, and autos,
airplanes, television and the Internet have stretched
our personal borders far beyond the distance we
could reach within a day’s walk or ride on horseback.

This recognition of historical changes serves to
make the academic challenge in the study of market-
ing and society a bit more daunting than we might at
first imagine. We know beyond doubt that US society
has changed greatly, and that the aggregate market-
ing system also has changed; but what about the rela-
tionship between the two? What about ‘marketing’s
relationship to society?’ Has that also changed, or is
it in some larger sense immutable? Either answer
will, of course, be interesting. If ‘immutable’ is
correct, merely clarifying this answer will itself be
an heroic achievement. And if ‘has changed’ is our
answer, what exactly are our present and future goals
for the relationship of marketing to society, and who
(or what) is taking us toward meeting them?
Altogether, this poses a worthy challenge for market-
ing academics! 

The Importance of Perspective

To understand a topic well it is helpful to walk
around it mentally, adopting different perspectives
on it. Viewing a topic from a single perspective high-
lights certain characteristics, but can hide other
aspects that may also be important. For example,
four perceptual barriers related to this topic involve
time, system limits, culture, and personal experience.
The brief lifestyle comparison noted above raised the
issue of the slow diffusion of marketing’s contribu-
tions over time by contrasting extremes across the
twentieth century. When viewed in this way, contri-
butions that the aggregate marketing system has

delivered to society are apparent: it is clear that
Americans today are living very differently – and
mostly in better ways – than did their ancestors a
century ago. With respect to system limits, not only
is the marketing system vast, but its operations
converge and coordinate with the operations of other
aggregate systems within a society’s larger economic
system. (In a Venn diagram, then, we might conceive
of aggregate systems in marketing, finance, techno-
logy, production, etc. as partially overlapping large
circles, reflecting areas where activities are in com-
mon and those where activities lie only in that field.)

With respect to culture, marketing is a social insti-
tution that is highly adaptive to its cultural and politi-
cal context. Thus we can easily go around the world
to locate societies with very different marketing
systems. In some global locations we will find rudi-
mentary marketing systems offering none of the
conveniences we currently enjoy. Elsewhere, as in
parts of Brazil, we would find people just discover-
ing installment credit, and using it to obtain the first
home conveniences they have ever enjoyed. In parts
of China we would find incredible levels of invest-
ment – one out of every five construction cranes in
the world are reportedly at work just in Shanghai – to
bring modern elevators, air conditioners, and other
conveniences to the citizenry. Thus our coverage of
aggregate marketing systems is culture-bound: we
need to take care to distinguish which lessons are
generalizable and which are not. Finally, in regard to
personal experience, many marketing contributions
are ‘behind the scenes,’ unseen by those of us not
directly involved. It is thus important that we remain
mentally open to the discovery of new possibilities
about marketing and its relationship to society. 

The Aggregate Marketing System

Studies have shown that the less familiar one is with
our field, the more likely a person is to equate
marketing with advertising or selling: as one learns
more, the view broadens, and one begins to appreci-
ate the richness of the field of marketing (Kasper,
1993). We now turn to a concept we will term the
‘aggregate marketing system.’ We begin with an
illustration of one small part of the system, to see
what it does. If marketing thinkers are to appreciate
the range of contributions our field makes, it is good
to remind ourselves about the scope and details of the
work that it takes on.

The System at Work

Our illustration begins with an American household
at breakfast. Here the outputs of a small number
of marketing channels are brought together for the
purpose of consumption.

‘Breakfast at Tiffany’s’ [Note: The idea for this
illustration is based on Vaile, Grether and Cox’s

INTRODUCTION10
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(1952) classic textbook on marketing, though our
description is different and updated. We here join
Tiffany Jones and her family in New York, as
Tiffany reaches for her breakfast pastry and blows
softly across her cup of coffee…]

A Cup of Coffee Although a commonplace-enough
event, a breakfast represents an interesting confluence
of forces from the aggregate marketing system. Let us
first consider Tiffany’s coffee, and how it got to this
morning’s meal. Tiffany has chosen a leading brand
that delivers a consistent color, scent, and taste that is
favored by its many customers. How exactly does this
brand’s marketing system achieve this? The coffee
Tiffany has prepared is, in fact, a combination of
beans grown in different countries, then brought to
the US and blended into a specified mixture to deliver
this brand’s unique qualities. Due to different growing
seasons and bean characteristics, the source nations
for the coffee change as the year progresses: coffee is
grown in some fifty nations around the world.

As shown in Figure 1.1, Panel A, we assume that
some beans in this cup came from a Colombian hill-
side, hand-picked (to ensure ripeness) in the
grower’s field. The process was highly structured:
from basket, to tractor, to truck, the beans were
transported to the coffee grower’s de-pulping mill,
where the inner beans were separated from their
cherries. Still wet and protected by a parchment-like
cellulose shell, the beans were spread on a sun-filled
patio to dry for several days. They were then milled
(removing the parchment sheath to produce a green
bean), then graded against set national coffee stan-
dards. Samples of the beans were sent to buyers and
the government coffee board to check the grading
process. The beans were then put into 60 kilo
(132 pound) burlap or polyester bags bearing the
grower’s name and quality level, and warehoused at
the grower’s facility. Brokers and large buyers were
contacted by the grower to arrange for sale and deliv-
ery. In the case of Tiffany’s brand, this process con-
tinued a long-term business relationship with this
grower, based on trust in the quality of the beans, his
capability to deliver needed quantities at agreed-upon
times, and willingness to stand behind agreements.
This seller has similar views about buyers, and will
only deal with certain buyers. Thus the actual agree-
ment on these beans was sealed with a handshake.

Continuing with Panel A, the beans were loaded on
trucks and driven from the mountains to the port city
(ocean humidity levels could damage the beans had
they been warehoused there). Here they were loaded
directly into 20-ton ‘piggyback’ containers designed
to transport seamlessly amongst ships, trains and
trucks. After four or five days at sea, the beans arrived
at the port of New Orleans, were again tested for qual-
ity, and given over to a warehouse service. This
service handled customs’ clearance, then unloaded
the bags into trucks driven to the coffee firm’s ‘silo’
facility. Here loads of different beans are stored, then
blended together into 20-ton hopper trucks and sent to

the firm’s New Orleans roasting plant (alternatively,
they might have been sent to the firm’s Midwest or
Southwest roasting plants in 80-ton hopper cars).
Here the final coffee is carefully prepared, tested for
quality, and packaged into the familiar red cans or
bricks. As indicated in Panel A, from this point the
route depends on the purchaser: it may be shipped in
large volume to one of the firm’s seven regional dis-
tribution centers, thence to be sold to wholesalers,
then to retail outlets, or – in the case of very large
national accounts – trucked directly from the plant in
40,000-pound loads. As Tiffany had bought her
coffee from the neighborhood IGA store, it had taken
the longer route. Even so, the vacuum-pack contain-
ers had kept it quite fresh, and lent pleasure to her cup
this morning. Thus we see how one marketing system
has operated to provide a branded cup of coffee to an
American family on a typical morning.

A Breakfast Pastry While coffee provides us with
useful insights, it is a relatively simple product. We
can move to a further level of complexity with
another item in Tiffany’s meal: a new breakfast pas-
try produced by a major food marketer to compete
in the fast-growing ‘premium’ breakfast segment.
Its marketing system is shown in Panel B of
Figure 1.1 (for ease of communication we have
shown only portions of this system to complement
points of the coffee channel: neither system is por-
trayed in its true complexity). Note at the left that
the pre-production marketing system here is much
more involved than the linear system for coffee, as
there are 15 ingredients in each unit of this pastry.
Though not shown in the panel, each ingredient has
its own system, similar to coffee’s, for collection
and transport to its processors. The pastry brand is
similar to the coffee brand in requiring a very high
level of uniformity in the brand units sold to con-
sumers. Thus we find exacting product specifica-
tions for each ingredient at the left side of Panel B.

The next set of activities focus on product manage-
ment decisions. Excited by consumer research show-
ing unmet demand for bakery quality pastry that can
be stored at home, and concerned by the success of
competitors’ new entries, this firm began a major
new product development project. Experts in food
science and nutritional technologies were challenged
to translate this benefit concept into an actual food
product. A long process ensued, as numerous attrib-
utes – size, icing, taste, consistency, flavoring, shelf-
life, preparation, packaging, reasonable costs for
pricing, production feasibility, and so forth – had to
be brought to acceptable levels. The process included
consumer research on reactions to prototypes, in-
home use tests, and BehaviorScan controlled-store
tests of pricing and promotions (including studies of
purchase substitution patterns). The firm’s Board
of Directors now had to decide to launch the product
or not. Key factors included internal rate of return
over a six-year period, capital needs (new plant vs.
conversion), options for co-packing or outsourcing
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production, and effects on the firm’s current product
line. As this would be a ‘bakery quality’ item, the
Board was very concerned about the system at the
left of Panel B – that the ingredients be regularly
available, cost-controlled, and geared to precise
recipe quality. The Board did give the green light to
the project, and the entire marketing mix was final-
ized and implemented. The distribution system (the
right side of Panel B) was quite similar to that for
coffee, as was the consumer’s purchase and use
system (which concludes with a disposition service
purchase for trash removal). In terms of the system’s
dynamics, each consumer purchase feeds back into
stocking and production plans: through feedback
derived from both internal accounting and formal
market research projects this firm will monitor and
adapt its management of this product. Over time,
therefore, consumers’ actual use satisfactions and
repurchases will determine its success or failure. 

Further Considerations Although the illustration is
getting long, we are only a little way toward captur-
ing the true scope of the aggregate marketing system
(however, we’ll now dispense with details and sim-
ply point to key issues). We have only covered two
breakfast items: as shown in Panel C, the four family
members have different preferences, which the
aggregate marketing system is easily able to accom-
modate. Also, the breakfast depends on more than
food, and an entire kitchen support system is avail-
able to assist this consumption episode. In terms of
our broader topic it is important to recognize that all
aspects of Panel C have been brought to the Jones
household through the aggregate marketing system,
some many years ago (e.g., the plumbing and the fur-
niture), and others more recently (e.g., the new dish-
washer bought last week, and the coffee, pastry and
fresh fruit bought yesterday). Also, each element
listed in Panel C had its own complex marketing
system that brought it to this point. Global sourcing
was involved in some systems: the coffeemaker from
Germany, artwork from the Far East, microwave
from Korea, and so forth. In every case, a complete
system was planned, created, and run in order to
deliver these products to households like Tiffany’s,
and in most cases had to compete and win out over
others’ systems to gain Tiffany’s purchase. If we
were to analyze each system, many pages would be
used: the total number of system interactions needed
to create this meal is truly impressive. When we fur-
ther recognize that the aggregate marketing system
routinely provides breakfast for 100 million US
households every morning – and that breakfast is
only a trivial element of its total activity – we are
ready to appreciate its immensity and significance.

The Scope and Size of the System

The foregoing illustration is a useful basis for
summarizing system scope: Panel D of Figure 1.1

provides a partial listing of system activities that
allowed this breakfast to occur. Several points emerge:

1. There are a surprisingly large number of entries:
the aggregate marketing system undertakes a
wide range of activities in order to provide for a
simple breakfast meal.

2. There are participants besides marketers in the
aggregate marketing system. Organizational
customers and ultimate consumers are key
players (buying is crucial at every stage), and
governments provide services intended to facili-
tate system operations (shown at the right, these
cross all stages).

3. As indicated by the keyed entries in Panel D,
marketing managers control (#1) only some of
the activities of the aggregate marketing system.
Other necessary activities are carried out by
persons who do not consider themselves to be
marketers. In most of these cases, marketing
managers do serve as influences within organi-
zations (#2) on these actions, while in some
cases (#3) necessary system activities may be
carried out with little or no direct influence from
marketers (note that this is particularly apparent
in the consumer realm). This property of the
system calls for a perspective on marketing that
reaches beyond a sole focus on a manager’s
controllable decisions. (Note: numbers assigned
to each activity are generalized: readers may
wish to consider whether they would agree.) 

4. The three classes of participants all engage in
activities apart from the aggregate marketing
system: the system is very broad, but not entirely
dense. Some parts of virtually every organization
work on tasks only indirectly related to the mar-
keting activities listed, and carry these out inde-
pendently (shown as ‘n’ in the bottom right of
Panel D). We would not define these as market-
ing system activities. Nor would we include
activities of government agencies or consumers
that are directed entirely toward other sectors of
society and life. Thus our visual conception of
the aggregate marketing system resembles a
cross-section of fine swiss cheese or steel mesh –
similar to Panels A and B, with numerous link-
ages between organizations as we move across to
the consumer sector, but with holes inside each
organization to represent parts where the work is
arguably outside of the marketing system.

5. Finally, Panel D significantly understates
system activity: most listings have many
detailed steps (e.g., advertising, promotion,
merchandising, etc.), or transportation steps, as
in bottom left column.

Panel E of Figure 1.1 next depicts an approach to
assessing the scope of the US aggregate marketing
system. Horizontally, note that it extends from
extraction of raw materials/crops at the left, through
many levels of value creation, to end consumption

INTRODUCTION14

SWEN3033-01.QXD  8/29/02 3:01 PM  Page 14



and disposition in far-off locales at the right (again,
the earlier Venn diagram analogy should clarify our
conception that some of these activities are properly
seen as also belonging to other intersecting aggregate
systems). Vertically, we first add all competing coffee
and pastry systems, then add all other food systems,
then add all other goods and services. In concept, this
process will include all organizations that engage in
marketing system activities of the types shown in
Panel D, all levels of government activities that
impact on this system, and all forms of consumer
participation by all societal members. Our next
illustration provides estimates of the magnitudes
involved.

‘From Here to Eternity’ The aggregate marketing
system is huge and growing rapidly.2 As we move
past the year 2000, in the US alone we find some
275 million final consumers arrayed in 100 million
households, all on the consumption side of the
system. They spend 5 trillion dollars each year, or
two-thirds of the nation’s Gross Domestic Product.
To place this spending in perspective, if we were to
try to count it at the rate of one dollar per second, it
would take us over 150,000 years, or much longer
than the history of civilization. While the aggregate
marketing system in the US may not stretch quite to
‘eternity,’ it certainly does stretch a very long way. 

Further, we should recall that yearly data are
merely compiled for convenience, and can easily
understate true impacts. For example, as in Tiffany’s
kitchen, households accumulate many consumer
durables that continue to provide benefits to them
for years. As opposed to annual sales, then, consider
that some 200 million motor vehicles are currently
registered for road use in the US: all of these have
been provided through the marketing system (and
many are used to carry out its functions on a daily
basis). In terms of the work of marketing, a signifi-
cant portion of Americans are employed entirely or
in part assisting the system to perform its functions.
While exact figures are elusive due to categorization
problems, it appears that over 30 million Americans
work directly within the aggregate marketing
system, with salespersons accounting for the largest
portion. There are almost 20 million businesses act-
ing as buyers: 3 million of these are retailers that
resell to consumers, with another one-half million
wholesaling firms (interestingly, because of multi-
ple steps in the wholesale channel, total sales of
wholesalers are larger than those of retailers).
Advertising spending is huge and growing, now
some $200 billion per year: other areas of recent
growth include services (now over half of all con-
sumer spending) and direct marketing, which has
doubled in recent years.

Even though these numbers are huge, still we
have understated the true scope of the aggregate
marketing system in our society. Professional prac-
tices (attorneys, accountants, architects) were not

included in these counts, but must engage in
accepted forms of marketing to build and maintain
their clientele. Numerous persons in not-for-profit
organizations, also not included in our formal
numbers, employ marketing actions both in garner-
ing resources and carrying out their missions.
Government workers at local, state and federal
levels regularly negotiate contracts, buy goods and
services, and monitor marketing performance.
Further, because marketing is an intrinsic function
in those 20 million business firms noted above, a
portion of the responsibilities of many positions –
from Chief Executive Officer to quality inspectors
to shipping and fulfillment clerks – are involved
with carrying out the firm’s marketing activities.
Finally, the US aggregate marketing system in no
way stands alone in the world: by not including
other nations’ numbers we have understated by
many times the actual impact of marketing around
the globe (as an aside, this analysis also helps us to
appreciate the enormity of the challenges faced by
command systems, which cannot hope to replicate
the millions of allocation decisions being made
within a market system each day).

Characteristics of the Aggregate
Marketing System

Figure 1.2 completes our background on the system
with a summary of its key properties. Propositions I,
III, and IV have been discussed at length, but the
others deserve brief comment. Proposition II gives a
system perspective that we have long viewed to be
powerful: the concept of continuous flows in various
modalities, including physical, persuasive, informa-
tional and monetary. Flows occur in both directions
(e.g., money flows backwards in the system in pay-
ment for goods; information and influence flow
forward from advertising and sales efforts, but also
backward with marketing research). Some are
simultaneous, but many are not: the investment flow
forward (in plant, labor, production, and promotion
in advance of sales) represents levels of risk-taking
and confidence in marketing activity.3 Meanwhile,
Proposition V reflects that in a market-based system,
consumers’ response to marketers’ offerings will
drive supply allocations and prices. Depending on a
society’s decisions on public vs. private ownership,
the aggregate marketing system plays a greater or
lesser role in allocating national resources.4 The US
has given substantial freedoms to its aggregate
marketing system; apart from certain restrictions, a
person may choose to produce almost any good or
service he or she desires, in any form and name,
offer it for sale at places, prices and terms of his or
her choosing, and may advertise it or not, using vir-
tually any appeal seen to be effective. While restric-
tions do exist in each of these areas, these are
primarily to protect the rights of competing marketers
or consumers.

MARKETING’S RELATIONSHIP TO SOCIETY 15
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Proposition VI reflects that our aggregate
marketing system does more than physically deliver
goods and services: it also works to bring a dynamism
to society that encourages continual growth and
progress (Vaile, Grether & Cox, 1952). Marketers
know that observed demand is not really fixed: con-
sumers can be highly responsive to different market-
ing programs. Thus competition is the main driving
force, leading marketers to search for areas of com-
parative advantage that will lead to greater financial
success.5 New competitors are attracted to areas of
opportunity. Over time prices can be adjusted down-
ward through competition and/or production efficien-
cies. New buyers join in buying the favored offerings,
and some markets grow while others wither away.
Not all marketing system programs are successful: the
effort to support dynamism can lead to excesses, fail-
ures, and sometimes unforeseen consequences.
Proposition VII reflects this underlying tension by
reflecting the need for controls. A market system
needs a legal infrastructure for property rights, per-
formance of contracts, freedom of choice, and so

forth. The role of government as society’s representa-
tive is thus central, though this can be contravened if
politicians allow cynical self-seeking interests to
circumvent either competition or desirable restraints.
Thus government achieving a proper balance to best
serve a society’s goals becomes a key issue for aggre-
gate marketing systems.6

Propositions VIII and IX, meanwhile, refer back
to the bonding forces that constitute the heart of the
marketing effort. The existing infrastructure requires
coordination in space, time, and ‘fit,’ as offerings
require the intermarriage of components within a
context of high efficiency. We indeed have been
impressed by the serious concerns given to process
quality control within this system. Further, we have
been reminded that at its roots this is a human
institution in which both experience and trust play
major roles, a point that has also recently emerged in
relationship marketing thought. Even economists
have recognized the role of trust within the system,
as Kenneth Arrow, Nobel Laureate in Economics
explained, ‘…virtually every commercial transaction

TThhee  AAggggrreeggaattee  MMaarrkkeettiinngg  SSyysstteemm::

II.. IInnccoorrppoorraatteess  nnuummeerroouuss  aaccttiivviittiieess, including the classic distribution functions, marketers’
plans and programs, and actions by consumers and government.

IIII.. IIss  ccoommpprriisseedd  ooff  ppllaannnneedd  aanndd  ccoonnttiinnuuoouuss  fflloowwss among participants, including flows of goods
and materials, service deliveries, dollar payments, and flows of information and influence.

IIIIII.. IIss  eexxtteennssiivvee,,  iinn  sseevveerraall  rreessppeeccttss,,

A. Extending all the way from the collection of raw materials, through multiple intermediate
processes, to use and disposition at each individual household.

B. Combining materials/goods from around the globe into market offerings.
C. With multiple sets of marketers, acting as competitors, performing activities in parallel.
D. In its geometric exchange activity, with multiple producers selling to multiple

purchasers, and multiple buyers purchasing from multiple sellers.

IIVV.. IIss  ssttrruuccttuurraallllyy  ssoopphhiissttiiccaatteedd, relying upon a massive physical and communications infra-
structure that regularly and routinely creates and delivers goods and services across the
society.

VV.. IIss  aa  kkeeyy  bbaassiiss  ffoorr  rreessoouurrccee  aallllooccaattiioonn  iinn  aa  mmaarrkkeett  eeccoonnoommyy, as consumer responses to
market offerings determine which goods and services are and are not created in the future.

VVII.. IIss  ggoovveerrnneedd  bbyy  ffoorrcceess  ffoorr  eeffffiicciieennccyy, most notably self-interest, competition, and characteris-
tics of market demand.

VVIIII.. IIss  ccoonnssttrraaiinneedd  bbyy  ssoocciiaall  ffoorrcceess, including laws, government regulations, cultural norms, and
ethical codes of business and consumer conduct.

VVIIIIII.. RReelliieess  uuppoonn  ccoooorrddiinnaatteedd  pprroocceesssseess, with producers and resellers seeking interdependent
purchases to fit pre-specified standards, with the later expectation of purchasing by
consumers.

IIXX.. OOppeerraatteess  tthhrroouugghh  hhuummaann  iinntteerraaccttiioonnss,,  eexxppeerriieennccee  aanndd  ttrruusstt, as participants develop and
maintain marketplace relationships as a basis for conducting their system activities.

XX.. IIss  aann  ooppeenn  ssyysstteemm,,  ggeeaarreedd  ttoowwaarrdd  ggrroowwtthh  aanndd  iinnnnoovvaattiioonn, as participants seek to solve prob-
lems and pursue opportunities, investing with faith in the future operations of the market.

Figure 1.2 Propositions on the Aggregate Marketing System
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has within itself an element of trust … much of the
economic backwardness in the world can be
explained by the lack of mutual confidence’ (Arrow,
1972). In asking why all societies do not become
equally wealthy and successful, recent work by
Hunt (1997) and others (e.g., Etzioni, 1988) points
to differences in societal institutions that promote
trust and personal moral codes as a key differentia-
tor. Finally, Proposition X notes this ‘open system’
stresses achievement, growth, and progress. These
are the elements of the US aggregate marketing
system that helped to bring the century of progress
noted at the start of our discussion.7

We now turn to the system’s contributions. Our
discussion here is presented in three sections:
(1) benefits to economic well-being, (2) benefits to
buyers, and (3) several broader perspectives on bene-
fits.8 While most entries are not new to marketing
thinkers, we are hopeful that in combination they
will prove useful in stimulating further thought
about our field and its value to society.

Marketing’s Contributions to

Economic Well-being

Contributions to the Larger Economic System

Whatever the political choices, an aggregate
marketing system is integral to a society’s economic
system. Figure 1. 3A lists ten areas in which mar-
keting contributes here in the US. First, it offers
employment and incomes for the millions of persons
engaged in this field, allowing them to be productive
and earn money needed for consumption. As noted,
consumers’ exercising freedom of choice means that
the preferences of society’s members are largely
reflected in the system’s goods and services; this
should mean that aggregate satisfaction is enhanced
in this sector of life. As Adam Smith pointed out in
his classic The Wealth of Nations (1776), ‘Consum-
ption is the sole end and purpose of all produc-
tion…’ In this regard, the aggregate marketing
system is directly involved in delivering the standard

AA.. TTEENN  CCOONNTTRRIIBBUUTTIIOONNSS  TTOO  TTHHEE  LLAARRGGEERR  EECCOONNOOMMIICC  SSYYSSTTEEMM

–– EEmmppllooyymmeenntt  aanndd  PPeerrssoonnaall  IInnccoommeess
–– FFrreeeeddoomm  ooff  CChhooiiccee  iinn  CCoonnssuummppttiioonn
–– DDeelliivveerryy  ooff  aa  SSttaannddaarrdd  ooff  LLiivviinngg
–– AAssssiissttaannccee  iinn  IInnffrraassttrruuccttuurree  DDeevveellooppmmeenntt

(e.g., Transportation, Communications, Financial Sector)
–– TTaaxx  PPaayymmeennttss  ffoorr  PPuubblliicc  PPuurrppoosseess
–– MMaassss  MMaarrkkeett  EEffffiicciieenncciieess
–– DDiiffffuussiioonn  ooff  IInnnnoovvaattiioonnss
–– EEnnhhaanncceedd  BBaallaannccee  ooff  TTrraaddee  AAccccoouunnttss
–– IInntteerrnnaattiioonnaall  DDeevveellooppmmeenntt
–– IInntteeggrraall  ttoo  EEccoonnoommiicc  GGrroowwtthh  aanndd  PPrroossppeerriittyy

BB.. IINNSSIIGGHHTTSS  OONN  MMAARRKKEETTIINNGG  AANNDD  EECCOONNOOMMIICC  DDEEVVEELLOOPPMMEENNTT

–– MMaarrkkeettiinngg  EEmmppllooyymmeenntt//GGDDPP  RReellaattiioonnsshhiipp
–– RRoolleess  DDeeppeenndd  oonn  SSttaaggee  ooff  DDeevveellooppmmeenntt::

– Traditional Subsistence: Assure Prices
– Transitional: Infrastructure
– Market-oriented: Financing, Credit

–– RRoolleess  DDeeppeenndd  oonn  GGoovveerrnnmmeenntt  PPoolliicciieess
–– RRoolleess  DDeeppeenndd  oonn  CCoonnssuummeerrss  aanndd  CCuullttuurree
–– MMaarrkkeettiinngg  EExxppeerrttiissee  aanndd  SSyysstteemmss  aarree  KKeeyy
–– MMaarrkkeettiinngg’’ss  DDeevveellooppmmeenntt  FFuunnccttiioonnss::

– Organization of Networks – Spatial Connectivity
– Speculation in Time – Capital Accumulation
– Equalization – Entrepreneurial Entry

Figure 1.3 Marketing’s Contributions to Economic Well-being
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of living enjoyed by society’s members. Further,
private investments for the marketing system have
been important in assisting national infrastructure
development in such areas as distribution facilities,
transportation, communication, medical care, and
the financial sector. Related to this, monies gathered
by governments (sales and excise taxes) are actually
gathered by operations of the marketing system.
Together with income taxes paid by firms and
individuals engaged in marketing, these represent
substantial sources of the tax payments to fund
public programs. 

With respect to consumption, the system’s mass
market efficiencies have led to lower costs, lower
prices, and increased total consumption for citizens.
The system’s dynamic character also fosters diffu-
sion of innovations, bringing new benefits to daily
life. Internationally, the aggregate marketing system
is a crucial contributor to the nation’s balance of
trade and, in seeking new areas of opportunity, is a
force for international development. Overall, then, in
a number of significant and positive ways, the aggre-
gate marketing system has played an integral role in
the economic growth and prosperity of the US.

While obvious in the abstract, marketing’s contri-
butions to economic well-being have not actually
been recognized by many businesspersons nor,
indeed, by many economists. This is probably
because they are not factors in the classic macro-
economic equations (Kinnear, 1994). Here, aggre-
gate supply is seen to depend on the stock of capital,
labor, raw materials, and technology. Kinnear asserts
that marketing’s importance would be more clear if
efficiencies and skills in wholesaling, retailing and
logistics were included in this equation. Similarly,
aggregate demand is a function of expenditures for
consumption, investment, government, and net
foreign trade. However, we all know that marketing
impacts on aggregate demand: if economists’ equa-
tions were to identify effects of marketing programs
(on autonomous consumption and marginal pro-
pensity to consume, on prospects for success of an
investment in a new product, and on the volume of
exports and imports), the value of marketing efforts
in our economic system would be more starkly obvi-
ous. Further, this would stimulate interest in calibrat-
ing the magnitudes of these contributions. 

Marketing and Economic Development

The societal benefits that flow from the aggregate
marketing system are nowhere more apparent than
in the area of economic development. Peter Drucker,
the noted business thinker, raised this issue years
ago in a stirring speech, reprinted by the Journal of
Marketing as ‘Marketing and Economic Develop-
ment’ (Drucker, 1958). His view of marketing as an
entrepreneurial ‘multiplier’ and organizer of
resources casts a quite different light on our field.
Later work has done much to explore and refine this

view. The points in Figure 1.3B illustrate several key
insights about marketing’s roles and contributions.9

First, the role for marketing in economic develop-
ment is real. Nations with higher proportions of their
populations in marketing also have higher gross
domestic products: the development of the market-
ing system is necessary for this to occur (e.g.,
Preston, 1968; Wood and Vitell, 1986). However,
the specific roles for the marketing system differ by
stage of economic development. In a subsistence
economy, production is barely sufficient for self-
needs, and is not separated in time or distance from
consumption. The immediate priority is incentives
to increase production, with price assurance being
most significant. In economies just becoming
urbanized, the priority is to develop distribution
infrastructure (i.e., transport, storage, and selling
networks). In market-oriented systems, all market-
ing functions are important, with investment financ-
ing and consumer credit as primary tools for market
growth (US Department of Agriculture, 1972). 

As noted in Figure 1.3B, a host government’s
policies help determine opportunities for market-
ing’s contributions to the society (e.g., Thorelli,
1996). However, governments typically pursue five
possibly contradictory goals:  growth, fuller employ-
ment, income distribution, price control (inflation),
and balance of payments – and may do so with too
few tools to handle the task (Slater, 1978). Treat-
ment of the aggregate marketing system is thus part
of a complex political context. As a social institu-
tion, the marketing system must be embedded in the
society’s culture. For the US in the international
sphere, this can be problematic in some societies, as
aspects of the culture are not welcoming of some
features of the US marketing system (Ger, 1997).
Where a US-style system is desired, moreover, cer-
tain consumer behaviors (e.g., handling of finances,
planned saving and choice processes, defenses to
persuasion) have to be learned for the system to
work well. As to linkages among efficiency, con-
sumer behavior, and culture in developing market-
ing systems, Slater identified literacy, achievement
desires, cooperation, fatalism, mass media and inno-
vativeness as key dimensions (cf. Nason & White,
1981). Today’s marketing experts working in the
‘transitional economies’ (i.e., those moving from
centralized planning to market-based systems) of
Eastern Europe, the former Soviet Union, and China
are noting that entrepreneurial risk-taking, market-
ing management expertise, and the use of strong
business planning and control systems are crucial in
determining success (e.g., Batra, 1997). They differ
as to the ease of the transfer of such knowledge, but
the large number of international students educated
in business schools in recent years does give cause
for optimism.

Finally, Figure 1.3B’s ‘Marketing’s Development
Functions’ reflects marketing’s roles in more basic
settings (modified from Moyer, 1965). First, marketing

INTRODUCTION18
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encourages increased production by conceiving,
organizing, and operating networks for communica-
tion and exchange. Speculation across time is needed
to bring future production and consumption, using
entrepreneurial risk of capital and effort. Equali-
zation of supply and demand occurs across distance
(transport), time (storage), and quantity (price),
while spacial connectivity joins diverse locales into
a larger marketplace to offer efficiencies of scale
and lower prices to consumers. Over time, these can
grow into a center for capital accumulation (invest-
ment), and serve as a springboard for marketing
entrepreneurs’ entry to become industrialists. For
example, some years after its independence, nearly
half of the leading industrialists of Pakistan were
found to have come from the marketing sector
(Papenek, 1962). Here they had learned, in Adam
Smith’s words, ‘the habits … of order, economy,
and attention’ that characterize success in market
distribution (Smith, 1776).

Contributions to Buyers from

Specific Marketing Activities

We now focus on marketers’ actions that benefit
buyers. As there are millions of competing firms in
our aggregate marketing system, at any time a huge
number of these benefits are being offered in paral-
lel. Across time, these benefits accumulate, through
billions of purchase occasions, to be truly formida-
ble. Our framework in Figure 1.4 will be quite
familiar to marketing thinkers, but persons outside
the field are likely to be surprised at the scope of
contributions offered. We begin with the economic
concept of utility.

Marketing’s Bundle of Utilities 

Economists traditionally employ utility to represent
value. As a prominent economist observed nearly
80 years ago, ‘… marketing and advertising are inter-
ested primarily in the creation of value’ (Moriarty,
1923). Identification of marketing’s special utilities,
shown in Figure 1.4A, proved helpful to economists
who argued that distributive services did add value
beyond that derived from production.10 Of the five
utilities listed, note that only elemental utility, which
refers to cultivation or extraction of crops and raw
materials, is arguably beyond marketing’s purview.
The second, form utility, comes primarily from oper-
ations, but marketing activities do contribute here by
(1) physically supplying essential inputs to the
production process, and (2) providing insights from
the marketplace (e.g., market research) that help
decide specific attributes for goods and services.
Place utility is clearly in marketing’s province, repre-
senting the value added by providing goods where
buyers need them. Marketing adds time utility
through preplanning, inventory, and promotion

activities to ensure customers can obtain goods
when they are needed. Finally, possession utility is
offered through marketing transactions, and allows
customers to use goods for desired purposes.

The Eight ‘Classic Functions’ of Market
Distribution

Our appreciation of marketing’s contributions is
enhanced by the ‘functional approach,’ which arose
early in the twentieth century in reaction to main-
stream economists’ lack of attention to the value of
distribution. It became a basic approach for the
study of marketing for over five decades, describing
marketers’ activities and their reasons for them.
With the rise of the managerial approach, however,
this descriptive view of marketing has now all but
disappeared (Hunt and Goolsby, 1988).

Among many frameworks, the eight functions
listed in Figure 1.4B are widely accepted (Maynard,
Weidler & Beckman, 1927). Given the emphasis at
that time on agriculture and manufacturing, func-
tional frameworks stressed physical supply services,
beginning with (1) transportation. Closely allied,
(2) storage helps to nullify timing discrepancies in
supply and demand, smooths production schedules
to reduce costs, and allows the mixing of ingredients
or stock (as in our coffee bean example). Inno-
vations in these areas (consider refrigeration and
freezing) have brought major improvements to our
society over the past century. The next one of mar-
keting’s classic functions, (3) financing, receives
little attention by marketing scholars today, but is
still a key topic in economic development settings.
A firm must finance the time-gap between the start
of the productive process (when machines, material,
labor, marketing, etc. must be paid for) and the later
receipt of money from sales. Such investment
financing may be undertaken directly by marketers
or, when stakes are high, by financial institutions.
Within our overall system, financing has fostered
entry by many small businesses, while consumer
credit has allowed purchases of millions of homes,
autos, etc., and thus has been a key factor in
society’s prosperity. Number (4), assumption of risk,
reflects transactions, and arises out of uncertainty. In
marketing channels, for example, risk comes with
ownership of goods for which future demand may
be less than expected (e.g., negative price changes,
demand shortfalls, improved designs, deterioration
in quality, or credit problems with repayments).
Risk is substantial throughout the aggregate market-
ing system – a fact apparent to those who forecast
demand.

(5) Assembly refers to the broader buying process –
seeking out sources of supply and deciding on goods
and services to be purchased. Buying is pervasive
across the aggregate marketing system, leading to
successive changes in ownership that end in final
consumer purchases. The other side of a purchase is

MARKETING’S RELATIONSHIP TO SOCIETY 19

SWEN3033-01.QXD  8/29/02 3:01 PM  Page 19



INTRODUCTION20

AA
..

FFii
vvee

  TT
yypp

eess
  oo

ff  
UU

ttiill
iittyy

::

–
El

em
en

ta
l U

til
ity

(m
ar

ke
ti

n
g

 n
o

t 
a 

co
n

tr
ib

u
to

r)
–

Fo
rm

 U
til

ity
(m

ar
ke

ti
n

g
 a

 p
ar

ti
al

 c
o

n
tr

ib
u

to
r)

–
Pl

ac
e 

U
til

ity
(m

ar
ke

ti
n

g
 a

 m
aj

o
r 

co
n

tr
ib

u
to

r)
–

T
im

e 
U

til
ity

(m
ar

ke
ti

n
g

 a
 m

aj
o

r 
co

n
tr

ib
u

to
r)

–
Po

ss
es

si
on

 U
til

ity
(m

ar
ke

ti
n

g
 a

 m
aj

o
r 

co
n

tr
ib

u
to

r)

BB
..

TThh
ee  

EEii
gghh

tt  
CC

llaa
ssss

iicc
  FF

uunn
cctt

iioo
nnss

  oo
ff

MM
aarr

kkee
tt  

DD
iiss

ttrr
iibb

uutt
iioo

nn::

–
Tr

an
sp

or
ta

tio
n

–
S

to
ra

ge
–

Fi
na

nc
in

g
–

R
is

k-
be

ar
in

g
–

A
ss

em
bl

y
–

S
el

lin
g

–
S

ta
nd

ar
di

za
tio

n
–

M
ar

ke
t 

In
fo

rm
at

io
n

PPrr
oodd

uucc
ttss

  aa
nndd

  SS
eerr

vvii
ccee

  OO
ffff

eerr
iinn

ggss

–
Tw

o
-W

ay
 E

xc
h

an
g

e
–

B
en

ef
it

s 
Fr

o
m

 E
ac

h
 U

se
 O

cc
as

io
n

–
B

en
ef

it
 B

u
n

d
le

s 
(M

u
lt

ia
tt

ri
b

u
te

)
–

Fr
eq

u
en

t 
N

ew
 O

ff
er

in
g

s
–

C
o

n
ti

n
u

ed
 Im

p
ro

ve
m

en
ts

–
C

o
n

si
d

er
ab

le
 P

ro
d

u
ct

 V
ar

ia
ti

o
n

–
S

tr
es

s 
o

n
 Q

u
al

it
y 

C
o

n
tr

o
l

–
G

u
ar

an
te

es
 a

n
d

 R
ed

re
ss

BB
eenn

eeff
iittss

  oo
ff  

BB
rraa

nndd
iinn

gg//
TTrr

aadd
eemm

aarr
kkss

–
In

d
en

ti
fi

ca
ti

o
n

 o
f 

S
p

ec
if

ic
O

ff
er

in
g

s
–

E
ff

ic
ie

n
cy

 in
 F

u
tu

re
 S

ea
rc

h
–

C
o

n
su

m
er

 C
o

n
fi

d
en

ce
/M

ea
n

in
g

–
Po

ss
ib

le
 S

ym
b

o
lic

 B
en

ef
it

s

MM
aarr

kkee
tt  

DD
iiss

ttrr
iibb

uutt
iioo

nn

–
M

o
st

 M
ar

ke
ti

n
g

 F
u

n
ct

io
n

s 
(a

t 
le

ft
)

–
E

as
es

 A
cc

es
s 

to
 P

ro
d

u
ct

s/
S

er
vi

ce
s

–
R

ed
u

ce
s 

In
fo

rm
at

io
n

 S
ea

rc
h

 C
o

st
s

–
E

n
ab

le
s 

In
te

r-
b

ra
n

d
 C

o
m

p
ar

is
o

n
s

–
Lo

w
er

s 
Pr

ic
es

 v
ia

 C
o

m
p

et
it

io
n

–
In

cr
ea

se
s 

Q
u

an
ti

ty
 o

f 
In

fo
rm

at
io

n
–

Fa
ci

lit
at

es
 T

ra
n

sa
ct

io
n

 P
ro

ce
ss

es
–

O
ff

er
s 

C
re

d
it

 O
p

p
o

rt
u

n
it

ie
s

–
Po

st
-P

u
rc

h
as

e 
S

u
p

p
o

rt
 S

tr
u

ct
u

re
–

D
el

iv
er

y 
an

d
 S

et
-u

p
–

Li
b

er
al

 R
et

u
rn

 P
o

lic
ie

s
–

M
ai

n
te

n
an

ce
 a

n
d

 R
ep

ai
r

–
Pr

ov
id

es
 E

n
tr

y 
fo

r 
N

ew
C

o
m

p
et

it
o

rs

SS
aall

eess
ppee

rrss
oonn

ss  
aann

dd
RR

eepp
rree

ssee
nntt

aatt
iivv

eess

–
C

o
n

su
lta

tio
n

 o
n

 P
ro

b
le

m
 S

o
lu

tio
n

s
–

C
ry

st
al

liz
at

io
n

 o
f 

N
ee

d
s

–
E

d
u

ca
ti

o
n

 A
b

o
u

t A
lt

er
n

at
iv

es
–

In
tr

o
d

u
ct

io
n

 o
f 

N
ew

 O
ff

er
in

g
s

–
C

u
st

o
m

iz
at

io
n

 o
f 

O
ff

er
in

g
s

–
Fa

ci
lit

at
io

n
 o

f T
ra

n
sa

ct
io

n
s

–
A

cc
es

s 
to

 T
ec

h
n

ic
al

 S
u

p
p

o
rt

–
C

u
st

o
m

er
 S

at
is

fa
ct

io
n

–
Fe

ed
b

ac
k 

Fr
o

m
 F

ie
ld

AA
ddvv

eerr
ttiiss

iinn
gg  

aann
dd  

PPrr
oomm

oott
iioo

nn

–
Pr

ov
id

es
 In

fo
rm

at
io

n
–

Pr
o

d
u

ct
 K

n
o

w
le

d
g

e/
U

se
–

N
ew

 P
ro

d
u

ct
s 

an
d

 S
er

vi
ce

s
–

Pr
ic

es
 a

n
d

 S
p

ec
ia

ls
–

D
ec

is
io

n
 M

ak
in

g
 E

n
h

an
ce

m
en

ts
–

S
h

o
p

p
in

g
 P

at
ro

n
ag

e
–

Lo
w

er
s 

S
ea

rc
h

 C
o

st
s

–
E

n
la

rg
es

 M
ar

ke
t 

D
em

an
d

–
R

ed
u

ce
s 

D
is

tr
ib

u
ti

o
n

 C
o

st
s

–
Lo

w
er

s 
Pr

ic
es

–
E

n
tr

y 
o

f 
N

ew
 C

o
m

p
et

it
o

rs
–

A
cc

ep
ta

n
ce

 o
f 

In
n

ov
at

io
n

s
–

S
u

b
si

d
iz

es
 M

ed
ia

 a
n

d
 E

ve
n

ts
–

N
ew

s 
an

d
 E

d
it

o
ri

al
–

E
n

te
rt

ai
n

m
en

t 
an

d
 S

p
o

rt
s

–
Pr

ov
id

es
 E

n
te

rt
ai

n
m

en
t

DD
..

SS
uumm

mm
aarr

yy::
  TT

hhee
  MM

aarr
kkee

ttiinn
gg  

SS
yyss

ttee
mm

’’ss
  RR

eess
uull

ttaa
nntt

  BB
eenn

eeff
iittss

II..
PPrr

oomm
oott

eess
  tt

hhee
  PP

rroo
dduu

cctt
iioo

nn  
ooff

DD
eess

iirr
eedd

  PP
rroo

dduu
cctt

ss  
aann

dd  
SS

eerr
vvii

ccee
ss

IIII..
DD

eell
iivv

eerr
ss  

PPrr
oodd

uucc
ttss

  aa
nndd

  SS
eerr

vvii
ccee

ss

IIIIII
..

PPrr
oovv

iidd
eess

  ff
oorr

  MM
aarr

kkee
tt  

LLee
aarr

nnii
nngg

IIVV
..

SS
ttiimm

uull
aatt

eess
  MM

aarr
kkee

tt  
DD

eemm
aann

dd

VV
..

OO
ffff

eerr
ss  

WW
iidd

ee  
SS

ccoo
ppee

  ff
oorr

  CC
hhoo

iicc
ee

VV
II..

CC
lloo

ssee
//CC

uuss
ttoo

mm
iizz

eedd
  FF

iittss
  WW

iitthh
NN

eeee
ddss

VV
IIII..

FFaa
ccii

lliitt
aatt

eess
  PP

uurr
cchh

aass
eess

  
((AA

ccqq
uuii

ssii
ttiioo

nnss
))

VV
IIIIII

..
SS

aavv
eess

  TT
iimm

ee//
PPrr

oomm
oott

eess
  EE

ffff
iicc

iiee
nncc

yy

IIXX
..

PPrr
oovv

iidd
eess

  ff
oorr

  PP
ooss

ttpp
uurr

cchh
aass

ee
SS

uupp
ppoo

rrtt

XX
..

BB
rrii

nngg
ss  

NN
eeww

  EE
nntt

rrii
eess

  tt
oo  

MM
aarr

kkee
tt

XX
II..

FFoo
sstt

eerr
ss  

IInn
nnoo

vvaa
ttiioo

nnss
//

IImm
pprr

oovv
eemm

eenn
ttss

XX
IIII..

EEnn
aabb

llee
ss  

LLaa
rrgg

eerr
  TT

oott
aall

CC
oonn

ssuu
mm

pptt
iioo

nn

XX
IIIIII

..
SS

eeee
kkss

  CC
uuss

ttoo
mm

eerr
  SS

aatt
iiss

ffaa
cctt

iioo
nn  

ffoo
rr

RR
eepp

eeaa
tt  

PPuu
rrcc

hhaa
ssee

  RR
eell

aatt
iioo

nnss
hhii

ppss

XX
IIVV

..
PPrr

oovv
iidd

eess
  aa

  PP
llee

aass
aann

tt  
‘‘AA

pppp
rroo

aacc
hh’’

EEnn
vvii

rroo
nnmm

eenn
tt  

ffoo
rr  

BB
uuyy

eerr
  BB

eehh
aavv

iioo
rr

Tr
ad

it
io

n
al

 V
ie

w
s

M
an

ag
er

ia
l S

ec
to

rs

C
. M

ar
ke

tin
g 

M
ix

 E
le

m
en

ts
:

S
ys

te
m

 O
u

tc
o

m
es

F
ig

ur
e 

1.
4

C
on

tr
ib

ut
io

ns
 t

o 
B

uy
er

s 
fr

om
 S

pe
ci

fi
c 

M
ar

ke
ti

ng
 A

ct
iv

it
ie

s 

SWEN3033-01.QXD  8/29/02 3:01 PM  Page 20



another’s sale. Though much maligned, (6) selling
harnesses the forces of competition to improve the
value of offerings, and brings about the exchanges
that allow the system to operate. (7) Standard setting
is often unseen and quite underestimated. Once set
by a society, standards serve as buying guides in a
vast range of business and consumer categories: in
essence they provide assurance for critical ‘credence’
attributes such as safety, strength, or other elements
of an offering that may be difficult to determine via
inspection, and they aid in price and value compari-
sons as well. Marketers are important users of stan-
dards in our society, and also participate in their
creation (in contrast to general perceptions, the vast
majority of standardization is a voluntary activity in
the US, rather than being imposed by government).
Finally, the gathering and use of (8) market infor-
mation is quite familiar. Inputs can come from
sources – experts, government, customers, the sales
force, library – beyond formal market research
projects. As a key activity in marketing today, this
function increasingly stimulates improvements in
the benefits we will now discuss.

Benefits From Product and
Service Offerings

A marketing exchange relies on both transacting
parties expecting to be better off. As sellers benefit
from payments for purchases, it is not surprising to
see marketers’ focus on purchase processes.
However, it is important to recall that benefits
received by customers accrue from use or consump-
tion. As indicated in Figure 1.4C, this has an interest-
ing implication; each single use occasion creates an
opportunity for another benefit delivery from the
system. Further, as products and services are ‘bene-
fit bundles,’ users are deriving multiple benefits
(Green, Wind, & Jain, 1972). For example, tooth-
paste attributes such as decay prevention, whitening,
tartar control, and good taste can be combined to
create multiple sources of value in a single use occa-
sion. Extensive product variation further allows
closer fits with users’ preferences. In our system,
frequent new offerings and improvements to current
offerings are also pursued. Further, we should
recognize that much of the care taken by marketers
in design, creation, and delivery of offerings remains
unseen (and is thus underappreciated by the general
public). This care aids a brand’s competitive success
by providing an intended, identical service or use
experience expected by loyal customers. Last, our
marketing system generally stands behind its
offerings, with buyers often protected by guarantees.

To check our impression of this system stress on
quality, we checked ratings in some 200 product and
service classes. Ratings were given in 1996–97 in
Consumer Reports, published by Consumers Union,
an independent testing organization that accepts
no advertising or other funds from the marketing
community. Our tabulation of scores showed that, of

3028 ratings, only 51 items (1.7%) were rated as
‘Poor’ in quality. Including ‘Fair’ as a passing grade,
98% of marketers’ offerings received satisfactory
ratings: 88% received ratings of good, very good, or
excellent.11 Clearly the system is delivering quality
offerings to its public.

Benefits of Branding/Trademarks

Unique identification is not only significant to
marketers (Aaker, 1991), but also benefits buyers in
four ways.12 As shown in Figure 1.4C, unique
source names assist: 

(1) organizing future behaviors (if problems are
encountered, the source can be re-contacted: if
satisfied, favorable attitudes can direct future
decisions);

(2) efficiency in locating favored sellers (while
appearing innocuous, summed across pro-
ducts, time, and competing demands, this effi-
ciency is actually quite significant in total); 

(3) rapid, confident choices in self-service settings
(the average time for a single choice in a US
supermarket aisle is only a few seconds); and 

(4) deriving symbolic benefits from purchase,
ownership, or use. Symbolic benefits can be
public (driving a high-status car) or private
(enjoying a finely crafted product). While at
times a target for criticism, symbolic benefits’
mechanisms are varied and subtle, involving
sustaining personal identity as well as commu-
nicating about oneself (Belk, 1988, 1989;
Cohen, 1989; Levy, 1959).

Benefits From Market Distribution

As noted in the first entry of this section of
Figure 1.4C, the key benefits in this area were
captured in our discussion of marketing’s eight
classic functions. As it is performed largely out of
the sight of non-participants, however, the perfor-
mance of distribution can be underappreciated. It is
useful to recall that the marketing system performs
these functions repetitively and routinely, millions of
times daily, each time offering benefits to receivers.
Beyond this, wholesale and retail activities offer
the additional benefits noted in the remaining listings
of Figure 1.4C. The first five of these are well-
recognized and need no amplification. The final four
entries, however, do deserve separate discussion.

One powerful aspect of the US marketing system
is facilitating the transaction process, thus saving
consumers’ time and effort while maximizing pur-
chase opportunities. Consider, for example, the
benefits of extended store hours, convenient loca-
tions, free parking, stocked shelves, posted prices,
displays, fast and smooth checkouts, advertising
price specials, salespersons’ pleasant and efficient
completion of transactions, and so forth (consumers
from some other cultures express surprise, and
delight, upon discovering this of the US retailing
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system). Further, processes for extending consumer
credit allow some expensive purchases to occur that
otherwise would be delayed, while bank credit cards
have greatly eased transaction processes for buyers
and sellers alike (the fact that stores will pay signifi-
cant fees, about 3%, for bank card charges is a good
indicator of how much the system desires to facili-
tate purchase transactions). When a durable good
purchase is made, moreover, consumers enter a use
phase that can last for many years. During this time
the marketing system offers a postpurchase support
structure with benefits such as delivery, installation,
repair services, and liberal return policies. Our final
entry is quite different, but has done much to
improve the lives of everyone in our society, in that
our channels of distribution serve as the entry point
(gatekeeper) for new products and services. Recep-
tivity by wholesalers and retailers to offerings pro-
viding better value or new benefits has made this
dynamic work for society’s gain (similarly, govern-
ment actions to reduce competitive barriers to entry
allow innovations and price competition to work to
the benefit of society’s consumers and competitors). 

Benefits From Salespersons and
Representatives

Sales representatives facilitate flows within the
aggregate marketing system. While advertising
receives more public attention, marketers frequently
rate personal selling as more important for business
success. In one study, executives rated selling as five
times more important than advertising for industrial
goods, and almost twice as important for consumer
durable goods; for consumer nondurables, the two
were rated about equally important (Udell, 1972).
An estimated 20 million sales representatives are at
work daily in the system – 9 million in business-to-
business selling, and 11 million others dealing
directly with consumers. Roles vary widely, as do
levels of performance. Figure 1.4C lists some con-
tributions offered in business-to-business sales,
where the salesperson is a professional representa-
tive dealing with generally well-informed buyers, as
well as with current users who may need to have
problems resolved. To start, salespersons may be
called on to consult on large programs (e.g., plant
construction, advertising campaigns), often as part
of account teams that include specialists. During this
process a representative may help crystallize the
client’s needs, educate the client about alternatives,
introduce new entries, and customize the offering
when feasible. He or she then works to facilitate the
entire transaction, payment, and product delivery or
project completion. During this process, which can
extend for years, the sales representative provides
access to technical support and offers personal service
to ensure customer satisfaction and a continuing
relationship. Our final entry – feedback from the
field – reflects salespersons reports back to the firm
on opportunities to enhance its offerings.

Benefits From Advertising and Promotion

Each year an incredible amount of money is spent on
advertising and sales promotion: advertising is a major
industry in its own right, accounting for about 3% of
US Gross Domestic Product. Due to its high visibility,
advertising is probably the most criticized facet of the
aggregate marketing system, though it in fact provides
important benefits. In their classic study, Advertising
in America, Bauer and Greyser (1968; see also
Pollay & Mittal, 1993) asked consumers about this
institution. Their findings fit four of the five entries in
Figure 1.4C. First, appreciation for the information
advertising provides on products and prices was
expressed by a majority of consumers.13 Few con-
sumers noted our second benefit: clearly, however,
advertising can enhance consumer decisions through
lower search costs (product proliferation, however,
does raise search costs). The consumers did mention
enlarging market demand, noting special appreciation
for advertising’s contribution to lowering prices. Less
obvious are three related benefits here: reducing distri-
bution costs, aiding entry by new competitors, and
fostering acceptance of new innovations by a society.
The consumer sample also recognized the final entries
in Figure 1.4C, applauding advertising’s role in subsi-
dizing media, as well as expressing pleasure with
advertising’s own creative offerings.

Summary: Marketing’s Key
Benefits to Buyers

As our detailed listings risk ‘losing sight of the
forest for the trees,’ Figure 1.4D abstracts what we
see as 14 of the key benefits consumers derive from
marketing activities. First is marketing’s role in
driving the production of offerings most desired in
the marketplace. In many organizations marketers
act as internal advocates representing the customer
in decisions on what to produce, then other elements
of the aggregate marketing system advance the crea-
tion of those offerings by carrying out their func-
tions (e.g., assembly, transport) at all intermediate
stages leading to final production. The marketing
system then manages the delivery of products and
services to consumers. It also expends funds to pro-
vide for market learning via sales representatives,
advertising, brochures, specialized brokers, etc. The
persuasive aspect of these vehicles serves to stimu-
late market demand: this creates sales, and may lead
to lowered costs and prices. Through competition,
the system offers a wide array of choices. This
allows consumers to judge how best to satisfy their
needs to obtain desired quality (in this regard, it is
interesting to realize that every available good
and service is being purchased by some fellow
consumers). The system’s variety allows some mar-
keters to offer close- or even customized-fits with a
user’s needs. The system is also designed to facili-
tate purchases, easing acquisitions of benefits for
buyers. Numerous elements of time-saving are
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offered in both products and purchasing: these
increase societal members’ efficiency, leaving time
for other activity. Also, the marketing system offers
a postpurchase support structure to enable continu-
ing benefits over time.

Our marketing system continually brings new
entries for customers to consider, and actively
works on behalf of product innovations and
improvements, some of which will enhance a
society’s quality of life over the long run. Further,
it enables buyers to engage in larger total consum-
ption than they would otherwise be able, through
credit, price specials, discount versions of goods,
and/or bundled attributes. Most sellers seek long-
term repeat purchases from patrons, so customer
satisfaction is a real goal of the system. Last, but
not least, our marketing system often offers pleasant

environments within which consumers can act,
a distinct benefit in itself (as those experienced
with some monopolists or government agencies
can attest).

Two Broader Views of Benefits

Contributions From Improvements
in Marketing Processes

In our analyses to this point it has become clear that
the system’s current level of performance is based
on its emphasis on a continual search for improve-
ment. Thus our interest is not only in kinds of bene-
fits, but also increased levels of benefits emanating
daily, as indicated in the following:
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AA.. CCoonnttrriibbuuttiioonnss  ffrroomm  IImmpprroovveemmeennttss  iinn  MMaarrkkeettiinngg  SSyysstteemm  AAccttiivviittiieess

BB.. CCoonnttrriibbuuttiioonnss  ttoo  QQuuaalliittyy  ooff  LLiiffee

II.. IIlllluussttrraattiivvee  SSoocciiaall//PPssyycchhoollooggiiccaall  BBeenneeffiittss  ttoo  MMaarrkkeettiinngg  PPaarrttiicciippaannttss  ((OOppppoorrttuunniittiieess  ffoorr))::

IIII.. IIlllluussttrraattiivvee  SSoocciiaall//PPssyycchhoollooggiiccaall  BBeenneeffiittss  CCrreeaatteedd  bbyy  CCoonnssuummeerrss  EEnnggaaggeedd  wwiitthh  tthhee  SSyysstteemm::

Transportation
– e.g., Real-time Monitoring

Materials Handling

– e.g., Containerization

Distribution

– e.g., Order Processing

Assembly

– e.g., Global Sourcing

Retailing

– e.g., Checkout Scanners

Product Design

– e.g., Match or Better

Promotion Programs

– e.g., Loyalty Clubs

Product Management

– e.g., Brand Equity

Market Segmentation

– e.g., Mass
Customization

Database Marketing

– e.g., Personalized
Offerings

Marketing Research

– e.g., Expert Systems

Packaging Innovations

– e.g., Environmental
Impacts

Pricing Programs

– e.g., Value/Bonus Packs

Services Marketing

– e.g., Consumer
Satisfaction

– Achievement
– Success
– Growth
– Action
– Discovery

– Creativity
– Humor
– Invention
– Influence
– Service

– Beauty
– Morality
– Interpersonal

Relationships
– Understanding
– Trust

– Accomplishment
– Beauty
– Safety
– Health
– Nurturance
– Joy
– Gift-giving

– Bonding
– Belonging
– Excitement
– Prestige
– Pleasure
– Self-enhancement
– Escape

– Socializing
– Learning
– Authority
– Control
– Status
– Play
– Leisure

Figure 1.5 Some Broader Views of Benefits
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‘Back to the Future’ The constant press for
improvements characterizes the world of marketing.
Many efforts don’t work out; some yield minor
advances; and a few lead to norms of the future.
Figure 1.5A displays a few illustrative cases of
recent breakthroughs. For example, trucking firms
now combine on-board computers and satellite
tracking systems for real-time monitoring of their
cargo. One firm uses this system to coordinate
routes and communicate with all 10,000 trucks in its
fleet, adapting instantly to weather or traffic delays.
The result is better delivery service with lower costs
for the firm. Similarly, containerization has added
efficiency in shipping and handling: our coffee
beans, for example, shifted easily from ocean to
ground transport and were less susceptible to
damage, spoilage, and theft. As distribution channels
have embraced relationship marketing, order pro-
cessing systems have saved time and costs. For
example, two firms may use electronic data inter-
change, in which inventories (e.g., a drugstore’s
entire stock in a line) are automatically replenished
as sales movement data are transmitted to the whole-
saler: humans are limited to oversight of the system.
Also, improvements in communications, transport,
and technology have allowed marketers increasingly
to move worldwide to obtain materials at much
lower costs. While global sourcing has generated
legitimate criticisms, it has also provided consumers
with quality goods at lower prices, and has added to
the aggregate marketing systems of other societies
as well. In retailing, checkout scanners have brought
about a revolution: computerized pricing allowed
stores to lower labor costs, better manage inventory,
and promote goods more effectively through infor-
mation on what works best with each store’s
customers. For food manufacturers, this techno-
logy speeds adjustments to developments in the
marketplace, allowing increased responsiveness to
consumers.

In product development, ‘match or better’ means
a search for value parity on most key attributes, and
advantage on the others. For example, in the early
1980s Ford Motor Company had just lost $3 billion
when it created ‘Team Taurus,’ a group of marketers,
designers, engineers, and plant personnel charged
with developing a new car to rescue the firm. The
team relied on consumer research, choosing 700
features for the new car from this source. In addi-
tion, the team bought models of popular competing
cars, and then tore them apart to analyze their best
features (over 400 were ‘borrowed’ in this process).
The net result of Team Taurus’s efforts? One of the
most popular cars ever produced, and a turnaround
for Ford, whose market share rose from 16% to 29%
(Wilkie, 1994). The general lesson? Marketers know
that demand is highly responsive to advantages con-
sumers perceive a product to have (or lack), and can
be quite responsive to price as well (Day &
Wansink, 1994). At this point we need not detail the

remaining items in Figure 1.5A, as marketing
readers can easily appreciate the potentials of each.
As noted above, pressures for improvements in the
system are relentless: the positive benefits of this
force should be clearly appreciated. 

Contributions to Quality of Life

In this final section on contributions we’ll shift away
from the economic calculus that reports on the
system as if it were a relentless machine spewing out
streams of utiles. Instead we examine – briefly – the
aggregate marketing system as a human institution,
composed of people living their lives on a variety of
fronts. Our effort here is illustrative, intended to
raise this topic as worthy of further attention by
marketing scholars. We first examine benefits in the
work of marketing (where aggregate effects could
be very large).

Social/Psychological Benefits to System

Participants In the first set of entries in
Figure 1.5B we have listed several social and psycho-
logical benefits we believe are offered to persons
who work in marketing. For example, drawing on
the system’s stress on competition, achievement is
highly rewarded in this field. This is one reason for
steep increases in marketing incomes in the early
years of one’s career (in contrast to accounting or
engineering, where salaries begin at higher levels,
but increase much more slowly). Because of the
marketing system’s openness to change, opportuni-
ties abound for feelings of personal growth and
individual autonomy. Whether pursuing clearer
understanding of the consumer marketplace, creat-
ing a new ad campaign, managing a retail store,
closing an important sale, or planning a new product
launch, marketing offers challenges to creativity and
ingenuity, as well as opportunities to influence
others. Marketers in many areas can offer service to
others, and those in the arts can foster aesthetic
values within society. Many marketing positions
require teamwork toward a common goal, which
can provide valued group affiliations. It is common
for sellers to develop friendly relationships with
their clients as a consequence of ongoing exchange
activities. In our breakfast illustration, for example,
the large transaction between the coffee buyer and
major grower was sealed with a handshake. To
marketing scholars, many of whom who have come
to this field from other disciplines, these attributes
are well-understood. Further, with the globalization
of markets these opportunities are expanding.

Social/Psychological Benefits to Individual

Consumers Since the study of consumer behavior
entered marketing’s mainstream during the 1950s
and 1960s, consumers’ goals and motivations have
been much studied. Most research has been instru-
mental (e.g., what can we learn about consumers so
that we can sell more effectively to them?), but some
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reveals interest in deeper human issues. Examples
include two older books by well-known marketing
consultants – Daniel Yankelovich (1981), who
revealed concerns about society’s direction at the
time, and Arnold Mitchell (1983), who designed the
VALS system by using Maslow’s humanistic need
theory. More recently, the interpretivist orientation
(e.g., Sherry, 1991) has honed our appreciation of
goods’ meanings in consumers’ lives. A carefully
cultivated lawn and flower garden can give a home-
owner a sense of accomplishment, while a parent
may derive special satisfaction from selecting food,
clothing, or furniture for a safe, healthy home. Gift-
giving can involve significant emotional and sym-
bolic dimensions. Movies, sporting events, or
theatrical productions can lead to feelings of belong-
ing, prestige, escape, or excitement. Consumer
activities allow learning, socializing and self-
enhancement: the benefits are emotional, subjective
and experiential (Holbrook & Hirschman, 1982).
Spending money can bring feelings of achievement,
status, control, and even play. Shopping is an
enjoyable activity for many. Although intangi-
ble and difficult to express, treatment of the
marketing system’s contributions to consumers
would be incomplete without these meaningful
consequences.

As a final point in this section, and as will
be amplified in our closing section’s coverage of
current research on marketing and society, we need
to stress that the aggregate marketing system is
comprised of more participants than only business
marketers. Private marketing is the mainstay of the
system in the US, but government, the entire con-
sumer sector, and many individuals in the not-for-
profit sector are also participants. The system’s
issues extend to societal concerns and, in turn, are
influenced by them as well.

Criticisms and Problems of the

Aggregate Marketing System

Our focus in this article has been on accomplish-
ments, but balance calls on us to also acknowledge
that the aggregate marketing system has long been
controversial in some respects. Figure 1.6 summarizes
many of the most prominent criticisms, contro-
versies and problems that have been raised. Space
limitations preclude an extended analysis: this is
available elsewhere (Moore & Wilkie, 2002). We
begin with critiques of system values. These are
usually made by persons speaking from vantage
points outside the system, raising philosophical
points about its nature. These criticisms tend to say
little directly about the practice of marketing, the
focus is on broader issues such as the ‘consumer
culture’ and our economic system that sustains it.
Political theory is the root of some of these critiques,
but not all of them. These are not simplistic arguments,

and we do not wish to do them an injustice in such
a brief summary. Readers will find writings by
Galbraith (1958) of interest, as well as the Pollay
(1986,1987)/Holbrook (1987) advertising debate
and recent collections by Goodwin, Ackerman and
Kiron (1997) and Schor and Holt (2000).

Classic social and economic debates are next in
Figure 1.6. These have a long history, though they
have evolved over time. For example, the distribu-
tion cost debate of the early 1900s had farmers
questioning why they received only a low percent-
age of the consumer’s food dollar: today buyers
(and farmers) ask why cereal brands are priced so
high relative to ingredient costs. Much attention has
also been directed to advertising, as reflected in four
out of eight debates. These debates likely persist
because: 

(1) strong proponents on each side won’t concede; 
(2) generalizations are at times based on particular

episodes;
(3) decisive empirical evidence has not been avail-

able, due to severe measurement difficulties;
and 

(4) the underlying issues actually are complex.

The second column reflects views of the con-
sumer movement. These tend not to be antagonistic
to the aggregate marketing system itself (recall the
high ratings Consumer Reports gives system offer-
ings), but are aimed at having the system serve con-
sumers’ interests rather than only those of
marketers. Thus President John F. Kennedy’s 1962
proclamation of the ‘Consumer Bill of Rights’ was
seen as crucial in placing the power of government
squarely on the side of consumers in the four basic
ways listed (that is, it affirmed that US society
would pass laws, restricting marketers if necessary,
to ensure consumers received their rights). During
the past century there were three eras (Mayer, 1989)
of high public receptivity to consumer movement
issues. Consumer issues have shifted over time, as
earlier concerns have been largely attained (e.g.,
food processing safety). A root belief sustaining
the consumer movement, however, is that major
economic imperfections persist within the system –
especially reflecting pricing and value received per
dollar: these are listed in the next entries of this
section (Maynes, 1997). Some debates continue, in
part, because consumers themselves disagree.
Again, our treatment here cannot do justice to the
arguments’ sophistication: excellent books are
available, including Aaker & Day (1982), Mayer
(1989), Maynes et al. (1988), and Brobeck (1997).

The third column of Figure 1.6 highlights difficult
issues that arise naturally in marketing and which
must be addressed.14 Handling of these issues by
some marketers may spark legitimate criticisms,
while others may merit commendation for their
efforts to be responsible. Problems may also arise
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when trying to balance the goals of different
stakeholders. Illustrative issues are organized in
three topics. First, limits for persuasive influence
arise in both advertising and selling: a firm must
focus on both policy and daily control levels to
address these. Second, specific problems arise from
certain products, or from markets that pose societal
externalities if only short-term sales and profits are
pursued: we expect increasing conflict here if soci-
eties’ controls of marketer actions are challenged by
further globalization. The third topic raises the need
for consistently responsible actions by all members
of an organization. Efforts here include design of
systems to assist customers with problems, and
formalizing the presence of influential ‘voices’ for
all stakeholders, including employees, consumers,
and the broader society. The right-hand column of
Figure 1.6 then shifts to deliberate problem behav-
ior, as in our final illustration:

‘Ruthless People’ On rare occasions a participant
in the aggregate marketing system chooses to act
in ways that injure others. This occurs in all system
sectors, as indicated in the following reports
(Wilkie 1994):

Marketing Sector ‘Creating a consumer want’
has cynical meaning among a certain stratum of
marketers, who first alter a consumer’s product, and
then point out the problem to gain a sale. Gas stations
on interstate highways, for example, have been caught
plunging ice picks into tires and placing chemicals
into batteries to cause adverse reactions. ‘Termite
inspectors’ have been caught placing the bugs in
houses, and then informing frightened residents of an
imminent home collapse unless repaired immediately.
Some traveling ‘tree surgeons’ thrive by pointing out
imagined diseases in large trees over a house, and
then removing the trees at high prices. The classic
case of this fear selling, however, was used by the
Holland Furnace Company, which employed 5000
persons in its 500 US offices. Its sellers were to intro-
duce themselves as ‘safety inspectors,’ go down to the
furnace and dismantle it, and then condemn it as ‘so
hazardous that I must refuse to put it back together –
I can’t let myself be an accessory to murder!’ One
senator called the selling ‘merciless.’ One elderly
woman was sold nine new Holland furnaces in six
years, costing over $18,000 at the time.

Consumer Sector We have pointed out that one
hallmark of the marketing system is its emphasis on
providing satisfaction after the sale, including liberal
return policies. Some consumers abuse this service,
as this quote shows: 

Mark is a soccer player who needs new shoes frequently.
He has developed a system to get them from a local store
that takes back defective shoes. Once or twice a year,
Mark removes the sole, slices off a cleat, or places a rip
in the tongue, each in a way that is hard to detect. He
then brings the shoes to the store to exchange … at last

count he’d received eight new pairs this way. Mark is
sure to go to a different clerk on each visit, and … proba-
bly won’t get caught.’

Government Sector Government abuses are harder
to identify because of few legal cases and difficulty
in observation. Errors of omission (failure to act
when warranted) may be more common than errors
of commission, given the incentive structure of a
bureaucratic system. For example, New York City’s
health department discovered that a dispute between
two laboratory managers had led to delays of up to
one year in reading cancer test results for women
using city clinics. Of 3000 delayed Pap smear read-
ings, 500 abnormalities called for immediate follow-
up, 93 more appeared malignant, and 11 were
clearly malignant. On discovery, the commissioner
denounced his department for ‘betrayal of the public
trust,’ as he demoted four people; evidently none
could be fired.

Several points remain. This is a complex area
involving the law: it may not be clear that an act was
deliberate or that a certain party was responsible.
Also, criticisms are usually aimed at marketers, but
all system participants have responsibilities, includ-
ing public policymakers and consumers, and nega-
tive acts do occur in each sector regularly. Third,
some acts deserve to be criticized by all participants.
Our system is designed for dealings to be open,
honest, and well-informed. Deceptive and irresponsi-
ble behaviors injure honest competitors and con-
sumers. Thus it is disingenuous to simply defend the
actions of fellow marketers or fellow consumers
because system roles are shared: it is not clear why we
would want disreputable persons’ actions to define
either the standards or image for the system overall.

Implications

Our goal has been to stop at this unique point in
time, consider the larger picture of our field, then
fairly portray its structure, activities, and benefits to
society. Our system is huge and dynamic. Its imper-
fections stand as challenges for improvement; it is
appropriate for participants to work to rectify them.
Beyond this, the aggregate marketing system offers
much that is impressive.

Interesting Insights From the Project

This project has been illuminating, and six ‘lessons
learned’ stand out for us (depending on background
and interests, other readers may have had different
observations):

1. Tremendous potentials exist for marketing
contributions to economic development, which
can literally change the world for citizens of
developing nations. Each aggregate marketing
system is specific to its own society and its own
time. While a society’s choices will constrain

INTRODUCTION28
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options, development also does proceed in
identifiable stages. Thus there is a potential to
transfer knowledge, products, and methods
found useful in prior stages of advanced sys-
tems. Aggregate marketing systems are in flux
daily across the globe. Will the ‘transitional’-
nations trying to move from command econo-
mies to free market systems be successful?
Strong linkages between marketing, public
policy, and aggregate marketing system perfor-
mance are starkly clear in these cases. 

2. The central role for innovation in improving a
society’s quality of life has been underscored.
The contributions from innovations and improve-
ments were striking. Conceptually, this under-
scores the value of dynamism in an aggregate
marketing system, as well as the key role of
competition in providing the system’s impetus.
In turn, the societal importance of a govern-
ment’s policies to foster and protect both inno-
vation and competition – antitrust, patents,
trademarks, etc. – became clearly apparent (but
global differences may impede future progress).
We also found the system’s twin reliance on
competition as a driver and trust as a bonding
agent to be impactful, yet somehow paradoxi-
cal. Finally, it is clear that success in discover-
ing, developing and managing new products is a
central issue for our field (which calls for closer
ties with other areas, as in more joint programs
for science and marketing).

3. The size, power, and practiced performance of
the aggregate marketing system has emerged in
this project. Several points accompany this
realization: (a) there is a real need to conceptu-
ally appreciate the magnitudes in this system;
(b) many ‘hidden aspects of marketing’ may be
being excluded from thinking about the field;
and (c) those marketing elements the public
experiences directly, such as advertising and
retail selling, are likely receiving disproportion-
ate weight in people’s view of our field.

4. Not all lessons are entirely positive: future devel-
opments will likely place marketers at the center
of further controversies. ‘Society,’ as referenced
in the chapter’s title may be losing cohesion, and
global marketers can be seen as assisting in this
process (though this may not be intentional).
Consider challenges to ethical systems (e.g.,
bribery), religious beliefs and customs (e.g.,
interest rates), government protections for home
industries and workers (trade barriers), and the
growing need for adaptations in national antitrust
policies (Federal Trade Commission (FTC)
1996). Meanwhile, the Internet not only seam-
lessly crosses societal boundaries, but the incred-
ible efficiency of its reach offers huge potentials
for marketing fraud. In one recent FTC (1997)
case, an Internet pyramid scam promised
investors $60,000 per year for an initial investment

of $250: 15,000 consumers had bought in before
it was stopped. Overall, concerns are increasing
about marketer intrusions in areas like privacy of
records, security of financial resources, and
selling to children.

5. This chapter has concentrated on benefits and
system potentials. However, at this point in time
it is reasonable for every marketing person to
ask whether our current aggregate marketing
system actually does represent ‘the best of all
worlds.’ Our emphasis here is not critical, but
philosophical. The system is very powerful, and
we are at work to help it achieve its ends. The
fact that our society has granted marketers sub-
stantial freedoms, and that these serve to allo-
cate much of the nation’s resources, is in fact a
key statement about a societal purpose of the
aggregate marketing system. However, to what
extent do marketing managers view themselves,
or we marketing academics view ourselves, as
personally holding reponsibility for improving
the public interest, or acting as stewards of a
society’s resources? What implications, if any,
do these views have for our field as presently
constituted? 

6. Implications for marketing scholarship are
bright, if differing perspectives are pursued.
Adopting the perspective of the aggregate
marketing system helps one to ‘see’ the field of
marketing in its true expanse and complexity.
One wonderful aspect of the academic life is its
freedom to speculate. This project has more
generally highlighted for us the potentials of
higher ‘levels of analysis’ aggregated beyond a
single firm, market, or household. Much current
research in marketing can be quite useful for
understanding the aggregate marketing system
if we invoke only a slightly different frame of
reference: of particular note, the ‘Value of
Marketing’ offers special potentials as an
organizing framework for new contributions to
marketing thought. A multi-university project
with this title was begun by Yoram Wind at
Wharton in the early 1990s, and led to some of
the insights cited in this chapter. Assessing the
value of marketing activities is congenial to
much current research in marketing manage-
ment (e.g., new product development), market-
ing science (e.g., long-term value of promotion
versus advertising), and consumer research
(e.g., consumer information). Further, ‘value’
can be assessed at either a firm level, across
firms, or for society generally.

Into the Future

Having begun this article by looking back over a
long time, we now know not to look forward very
far! As just one example, new information technolo-
gies will clearly change our world in the future,
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though exact impacts are unknown. Some firms will
gain new efficiencies, others will develop new offer-
ings, and all will have to adapt to new competitive
realities.

In closing, we reiterate that we feel privileged to
have had this opportunity to step back, explore, and
recognize the achievements of the aggregate
marketing system. Through this process we have
gained a better understanding of the nature of our
field, the challenges that it faces, and the contribu-
tions it makes to societal welfare.

SECTION II: OVERVIEW OF RESEARCH

Conceptual Frameworks for Marketing

and Society Research

Now that we have an understanding of the larger
system of marketing and its relationships to society,
what about research in this area? As we’ll discuss
shortly, there exists a vibrant academic infrastruc-
ture and some excellent sources available for inter-
ested scholars to begin, to learn more, and contribute
over time. At this point, however, it is useful to
develop a clearer understanding of research issues
that are most likely to be examined, as the vast
expanse of the aggregate marketing system gives
rise to a huge number of potential topics. We briefly
examine three interesting and distinctly different
conceptual frameworks, each of which identifies
research possibilities.

Bloom and Gundlach’s ‘Handbook’
Framework

Paul Bloom and Gregory Gundlach have recently
edited the extremely useful Handbook of Marketing
and Society (2001), which presents 22 chapters
summarizing recent research in this area. Figure 1.7
depicts the framework they developed to represent
current knowledge in this field and to identify topics
in need of further investigation. It is important to
note that this framework is proactive in its intention
to advance work in the area. It explicitly points to
areas for knowledge development, in addition to
reflecting existing research activity. Several notable
elements in this framework include its emphasis on
‘marketing knowledge’ as a positive causal factor on
the left, and the enhancement of ‘consumer welfare’
(as representative of societal welfare) as the system
goal at the right. Note also that the framework is
organized around the three institutional actors noted
in our study of the Aggregate Marketing System –
marketers (here divided into ‘corporate’ for-profit and
‘social’ not-for-profit), consumers, and public policy-
makers (as representative of society’s interests).

The division of the 22 chapter-contents along
the framework’s linkages then provides us with

a reasonable reflection of the issues marketing
academics have focused on in the Marketing and
Society area. We begin by observing that four links
(numbers 1, 6, 9, and 11) account for over half of the
Handbook chapters.

How Knowledge About Marketing Improves

Public Policy Decisions (Link 1) There are three
chapters reflecting this link. They assess how
marketing knowledge can, and has, improved public
policy regulatory decisions on consumer protection
(especially at the Federal Trade Commission (FTC)
and the Food and Drug Administration (FDA)), on
antitrust policies (at FTC and the US Justice
Department), and with regard to deceptive advertis-
ing and selling techniques (FTC and the court
system).

Impacts of Corporate Marketing Decisions on

Competition (Link 6) These chapters focus on
mainstream marketing management research topics,
but here exploring their implications for potential
legality and effects on competition as well as con-
sumer decisions. The three topics explored here are
advertising’s effects on price and competition,
socioeconomic consequences of franchising distri-
bution, and positive and negative aspects of pricing
strategies. 

Impacts of Public Policy Decisions (Links 9

and 11) Relevant chapters return attention to public
policy decisions and their impact on both competition
and consumers. Two of the topics here reflect atten-
tion to technical aspects of product and service
offerings: how public policymakers and marketers
can best regulate product safety as well as emerging
issues and challenges in the arena of consumer pri-
vacy. Four other chapters reflect the clear interest on
behalf of consumer researchers in some of these top-
ics, here represented by consumer response to warn-
ings, the effectiveness of nutritional labels on foods,
the effectiveness of environmental product claims,
and the effects of deceptive advertising regulation. 

Social Marketing Initiatives (Links 3, 5, 12,

and 13) The bottom of the framework reflects
efforts to work on improving society through Social
Marketing. Here we find (Link 3) marketing tools
increasingly being adopted by not-for-profit, agen-
cies whether governmental or private, involved with
education, health, poverty, religion, crime preven-
tion, and myriad other social programs. Formally,
social marketing differs from traditional marketing
in aiming to directly benefit the target audience (e.g.,
AIDS awareness or childhood immunization) or
society as a whole (e.g., recycling programs, blood
donations) rather than the firm sponsoring the pro-
gram (Andreasen, 1994). Again, there is not a large
base of research within the mainstream of marketing
on this topic, but interesting issues are available to
be studied, and additional chapters are devoted to
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‘corporate societal marketing,’ involving alliances
with social causes (Link 5), social marketing and
development (Link 12), and social marketing
theories (Link 13). 

Remaining Linkages The remaining links to
public policymakers and marketers have actually
seen little research undertaken within the academic
marketing community, though interesting issues are
present, as explained in the Handbook. Chapters here
include issues of corporate response to alterations in
the legal environment (e.g., how grocery manufactur-
ers changed their marketing mixes in response to the
nutritional labeling law, and how companies react to
antitrust enforcement) and to issues with public rela-
tions or reputational overtones (e.g., corporate
responses to boycotts). Chapters are also devoted to
intellectual property laws (trademarks, patents, copy-
rights), marketing and economic development, and
marketing’s long-term impacts on consumer welfare.
As was indicated in Section I, these topics have not
been much studied within marketing, but are of
potentially great impact in the global environment.

The ‘Consumer Bill of Rights’ as a Research
Framework

While Bloom & Gundlach were attempting to
conceptualize all of the Marketing and Society area,

a much simpler framework has also proven useful in
organizing the portion that is of special interest
to the consumer research community. As was
described in Section I, in 1962 President John F.
Kennedy sent the US Congress a now famous
message enunciating a Consumer Bill of Rights for
our society. These Rights are:

1. The Right to Safety Consumers have the right to
be protected against products and services that
are hazardous to health and life.

2. The Right to Be Informed Consumers have the
right to be protected against fraudulent, deceit-
ful, or misleading advertising or other practices,
and to be given the facts they need to make an
informed choice.

3. The Right to Choose Consumers have the right
to be assured, whenever possible, access to a
variety of products and services at competitive
prices. In those industries where competition is
not workable, government regulation is substi-
tuted to assure satisfactory quality and service at
fair prices.

4. The Right to Be Heard Consumers have the right
to be assured that consumer interests will
receive full and sympathetic consideration in
the formulation of government policy, and fair
and expeditious treatment in its administrative
tribunals.
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This statement by the President had the effect of
creating a framework of criteria by which a
‘marketing/consumer environment’ could be exami-
ned in our market-based society. Our general goal is
that such a marketplace be both ‘fair’ and ‘efficient’
for marketers, competitors and consumers alike. The
statement has generally been welcomed by marketers:
only the fourth element has been controversial, and
this due only to no clear limitations on the extent of
the government’s potential intrusion into the free
market. Meanwhile, the statement was popular with
the public and was heavily applauded by representa-
tives of consumer interests, since it awards consumers
an equal standing within our system, promising that
their interests will be represented fully in public policy
deliberations. It has since been used as an organizing
framework for research in this area, in a major research
compendium authored by consumer advocates
(Maynes et al., 1988), and in an excellent overview
prepared for consumer researchers (Andreasen, 1991).

Wilkie and Gundlach’s Research Framework
for Marketing and Public Policy 

In an ambitious effort to capture all of the public
policy-related research published in major journals
between 1970 and the early 1990s, William Wilkie
and Gregory Gundlach developed the framework of
research topics depicted in Figure 1.8 (Gundlach &
Wilkie, 1990). We should take care to note that, in
contrast to the frameworks above, this framework
was designed to proceed from the research literature
itself. Through an iterative process, research articles
were examined, and then assigned to primary,
secondary, and tertiary framework categories, with
the creation of new categories and reassignments
when necessary.

Figure 1.8 depicts a slightly adapted version of
this framework, which contains over 100 categories.
Every category has been the topic of some research
by marketing academics, but the number of grada-
tions is a reasonable reflection of areas of greater or
lesser stress. Here we see a strong emphasis on
‘Marketing Mix’ issues in general. Promotion issues
receive the most attention, but authors have actually
pursued each of the 4Ps to a considerable extent. It
is also apparent that ‘Consumer Protection’ has been
heavily stressed, reflecting both the prominence of
consumer research among many marketing acade-
mics, and also the fact that the FTC, FDA, and the
courts have called upon marketing academics to pro-
vide expertise in operating some of the programs in
this area. In contrast, antitrust attorneys and econo-
mists have only very recently begun to discern that
marketing academia might be a source of useful
expertise. Using this framework and the article
counts within it, Gundlach & Wilkie (1990, 2001)
have been able to provide detailed evidence about
research progression across time (e.g., the total
amount of work rose throughout the 1970s, fell off

during the 1980s, then rose again during the 1990s).
They were also able to document the rise and fall of
research interest in specific topics that occurred
during this period. Here, however, our primary
concern is to communicate the wide array of
research opportunities that exist. In scanning the list-
ings of Figure 1.8, moreover, notice how interesting
many of the topics are, and why they may be of
significance both to marketers and to the public. 

Where to Go Now

A Diverse Academic Infrastructure Exists

One of the true prerequisites of a vibrant research
field is the presence of an ‘academic infrastructure’
that assists in learning about important develop-
ments, provides vehicles for the publication of qual-
ity research, and generally facilitates communication
and interchange among researchers with common
interests. Commonly this consists of an association
that offers an annual conference, a newsletter, and a
journal. Over the past 20 years the Marketing and
Society research area has created a strong infrastruc-
ture, with opportunities to achieve all of these ends.
However, rather than a single unified presence, there
are at least six subgroups hard at work on research
dealing with Marketing and Society issues, some
with their own journals, and all with conferences and
means to share communications:

1. Public Policy and Marketing This group has
its own annual conference and the specialized
Journal of Public Policy & Marketing, pub-
lished by the American Marketing Association.
Its focus is on government’s regulatory policies
with regard to marketing, and it enjoys strong
ties to the Marketing Science Institute, and to
professional staffers at the FTC and FDA. Its
membership is open to government and industry
persons as well as academics from any disci-
pline, but the dominant membership group is
from marketing academia.

2. International Consumer Policy Distance and
cultures still do present some barriers. These
persons are at work in other nations, with only
sporadic interactions with the US groups. They
publish two journals that focus on different
aspects of this topic: the Journal of Consumer
Policy and the Journal of Economic Psychology.

3. Macromarketing This group has its own
annual conference and the specialized Journal
of Macromarketing, published by Sage. It repre-
sents the closest ties to an overall marketing
system view as represented at the start of this
chapter. It also has formalized small subgroups
focused on economic development, quality of
life studies, and marketing history.
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4. Consumer Economics The American Council
on Consumer Interests (ACCI) is an organization
consisting primarily of consumer economists
who study marketing issues from the perspec-
tive of advancing the consumer interest. This
group also holds its own annual conference
and publishes the Journal of Consumer Affairs.
Some consumer-oriented marketing academics
are members and publish in this journal.

5. Social Marketing This has been a loosely affili-
ated group of researchers who are interested in
assisting not-for-profit and government agen-
cies in designing effective interventions. It does
not publish a journal, but does have ties to the
more practice-oriented Social Marketing
Quarterly and an annual conference, ‘Inno-
vations in Social Marketing.’ Opportunities for
volunteer projects are also available through the
Social Marketing Institute, now based at
Georgetown University. 

6. Marketing Ethics The Society for Business
Ethics draws its membership from various busi-
ness disciplines, but does not publish its own
journal. Business Ethics Quarterly is the major
outlet in this area. Within marketing, this is
more a community than a formal group. It has
been quite active in creating special sessions at
the major marketing conferences. Given diffi-
cult issues in crossing cultures, the International
Society of Business, Economics and Ethics
(ISBEE) is also worthy of note.

Thus the current area of Marketing and Society
research is itself fragmented. Moreover, prospects
for future integration are hindered by significant dif-
ferences in levels of analysis, methods, and substan-
tive focus. At the risk of over-simplifying, it is yet
instructive to note that among these groups we today
find persons who wish to focus on social change and
help those managing these efforts to be more effec-
tive (social marketing), to focus on corporate
marketing managers and help them to make more
ethical decisions (marketing ethics), to focus on the
aggregate marketing system and its effects on eco-
nomic development, quality of life, or other issues
(macromarketing), or focus on helping government
decision makers and marketing managers to devise
more efficient and effective regulatory policies
(public policy and marketing). Further, some persons
are approaching problems within different cultural
and political contexts (international consumer
policy), and some with different aims and methods
(consumer interest economists). During the 1990s
efforts were made to integrate these groups into a
larger area of focus, and over 200 marketing acade-
mics joined the Marketing and Society Special
Interest Group (SIG) of the American Marketing
Association. However, each of the specialized
conferences and journals continued to exist on their
own as well. 

For publication purposes, these specialized
journals have been receptive to a variety of topics
and approaches. In addition, the mainstream market-
ing journals, especially the Journal of Marketing,
are quite willing to publish work on marketing and
society (note: as with any topic, there is a need for
the article to ‘fit’ the other criteria characterizing
each journal). So there really is no shortage of infra-
structure available for someone wishing to pursue
work in this area. 

Some Good Places to Start

This chapter’s introduction to Marketing and
Society research may have raised your interest in
learning more about it in the coming years. This is
not only possible, but is rather easy to accomplish,
as the academic infrastructure is quite accessible and
excellent sources are available to offer further
research overviews. Several of the best places to
start have already been mentioned. A trip to the
library will allow perusal of past and current issues
of the journals listed above, and will provide a
better appreciation for both the topics discussed and
the approaches taken in this research area. Of parti-
cular note, the Spring 1997 issue of the Journal of
Public Policy and Marketing contains a section of
six useful retrospective commentaries by leading
researchers on the development of this field during
the period dating from about 1970.15

Also as noted earlier, The Handbook of Marketing
and Society, edited by Paul Bloom and Gregory
Gundlach (2001), offers useful research overviews
in 22 areas, together with citations for in-depth
follow-up. For those interested in the Federal
Trade Commission, Marketing and Advertising
Regulation, edited by Patrick Murphy and William
Wilkie (1990) provides background and commen-
taries by a number of experts. Also, the websites for
the Federal Trade Commission (www.ftc.gov) and
the Food & Drug Administration (www.fda.gov) are
user-friendly, and full of interesting information
about the operations of these agencies that regulate
the marketing community. For those wanting to
learn about how consumer advocates view these
issues, volumes edited by E. Scott Maynes (1988)
and Robert Mayer (1989) provide excellent and
interesting background, as does the Encyclopedia of
the Consumer Movement (1997), edited by Stephen
Brobeck, head of the Consumer Federation of
America. Finally, it is helpful to attend conferences,
listen to talks, and meet the people working in areas
of interest to you. You will find, just as with any of
the other research areas covered in this Handbook,
that people will be pleased to see you there.

Authors’ Closing Note: Please be aware that the
authors of this chapter, together with Gregory
Gundlach, are presently developing a ‘Center for
the Study of Marketing and Society.’ Plans are to
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initially base the center at Notre Dame, and to aim
its efforts toward fostering future research in this
area. We would like to compile an e-mail list of
persons interested in this topic so that we can alert
them to future developments and research opportu-
nities. We are especially interested in doctoral
students who may not undertake work in the near-
term, but who do have longer-term interests. If this
describes you, please send us an e-mail at
wilkie.1@nd.edu, letting us know of your possible
interest. Thanks!

Notes

1. Comparative numbers are from a variety of sources,
especially Lebergott (1993) and US News and World
Report (1995).

2. For a classic effort to assess magnitudes of the US
distribution system alone, see Cox, Goodman and
Fichandler (1965). The figures reported in the following
illustration are from the Statistical Abstract of the United
States (1996), tables 12, 66, 685, 691, 1003, 1252, 1253,
1255, 1272, 1274, 1278, 1279, and 1280. Calculated
comparisons are by the authors. The advertising spending
estimate is from Advertising Age (1997).

3. We are unsure where the concept of marketing flows
originated, but have seen it in both Vaile, Grether and Cox
(1952) and Kotler (1976) (McInnes (1964), in his discus-
sion of marketing systems, also discusses flows, as well as
some other elements present in our propositions). This
analysis also highlights marketing’s contributions at the
firm level by showing marketing to be the function that
reaches out from a firm to the outside world (market-
place), with flows of products, information, and promo-
tion activity, and further shows marketing as using its
learning about that world (through an inward flow of
research) to influence decisions within the firm. Finally,
the fact that marketing generates an inward flow of dollars
to sustain the firm’s continued existence earns marketing
the title of ‘lifeblood of the business.’ 

4. As societal boundaries become more permeable,
especially through immigration and trade, the linkage of
production, employment of human resources, and end
consumption become more complex.

5. This has been the subject of significant recent
theoretical developments within marketing, challenging
the tradition of equilibrium economic theory (e.g.,
Dickson, 1992, 1996, 1999; Hunt & Morgan 1995, 1996).

6. Unfortunately, extensive discussion of government’s
role is beyond the purview of this chapter. Readers may
wish to access the excellent volume by Stern and Eovaldi
(1984) for discussions pointed to marketing.

7. Of course, any aggregate system will bring serious
issues as well. Here, for example, probing questions can be
posed about destruction of natural resources, social
inequality in life chances, the nature of growth in afflu-
ence, and others. We shall see these in our later section on
controversies and criticisms.

8. While the aggregate system includes marketers,
customers, and public policy makers, given the purpose of

this article, we here concentrate on contributions emanating
from the marketing sector of the system.

9. Much of our discussion to follow is based on over-
views provided by Batra (1997), Moyer (1965), Nason &
White (1981), Thorelli (1996), & Wood & Vitell (1986).

10. The recent emphasis on supply chain management
incorporates a systems approach to the provision of these
utilities, aimed at enhancing efficiencies. Although this
may alter marketing’s identification within a firm, these
clearly remain as activities within the aggregate marketing
system.

11. Every quality test rating using the five-point
‘Excellent–Poor’ scale given by the organization was used.
Ratings by members were not included, nor were relative
scales in which distributions were forced.

12. This term is being used in a broad sense, as price and
value are relevant issues as well. Health insurance firms,
for example, are pushing for ‘debranding’ (generic drugs)
to obtain lower prices. 

13. A number of leading marketing thinkers believe that
firms would benefit from increased attention to providing
consumer information/education programs that would assist
consumers to make better decisions, as opposed to the
simple emphasis on persuasion/entertainment in advertising.

14. The essential point here – that social issues shape
aspects of marketing practice – is based upon Day’s (1994)
framework, which we have modified to reflect our pur-
poses in this section. 

15. If your library doesn’t carry the Journal of Public
Policy and Marketing, it should. It can be ordered through the
American Marketing Association’s website, www.ama.org.
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