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What are marketing's
boundaries in a highly auto-
mated, industrialized so-
ciety? What are marketing's
social responsibilities today?
These and other important
questions are raised by the
author. He contends that in
an economy of abundance,
marketing is more than a
technology of the firm, and
that marketing responsibili-
ties extend beyond the
profit realm. Marketing is
viewed as an institution of
social control instrumental
in reorienting a culture from
a producers' to a consumers'
culture. Appraisal of the
many complex issues raised
in this article requires a
broader conception of mar-
keting than commonly used.
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ARKETING is not an end in itself, It is not the exclusive prov-
ince of business management. Marketing must serve not only
business but also the goals of society. It must act in concert with
broad public interest. Tor marketing does not end with the buy-
sell transaction—its responsibilities extend well beyond making
profits. Marketing shares in the problems and goals of society and its
contributions extend well beyond the formal boundaries of the firm,
The purpose of this article is to present some viewpoints and
ideas on topies concerning marketing’s changing social relationships.
The author hopes to stimulate discussion and encourage work by
others concerned with the marketing discipline, rather than to pre-
sent a definitive set of statements. He first presents a brief dis-
cussion of marketing and our lite style, and marketing’s role heyond
the realm of profit. This is followed by the development of some
ideas and viewpoints on marketing and consumption under condi-
tions of abundance, with a particular focus on changing consump-
tion norms. The last seetion is coneerned with changing marketing
boundaries and emerging social perspectives.

Marketing and Life Style

Recent developments in such areas as consumer safety and pro-
{ection, product warranties, government investigations, and a host
of urban issues, including air and water pollution, and poverty, are
stimulating thoughtful exccutives and academicians to pay increas-
ing attention to marketing’s fundamental interfaces with society.
They highlight the fact that marketers are inevitably concerned
with societal norms and life styles of both our total society and
societal segments. Since the American cconomy is a materialistic,
acquisitive, thing-minded, abundant market economy, marketing be-
comes one of the cores for understanding and influencing life styles;
and marketers assume the role of taste counselors. Since American
tastes are being emulated in other parts of the world such as Europe,
Japan, and Latin America, the impact of our values and norms re-
verberate throughout a broad international community.

Yet a basic difference exists between the orientation of the Ameri-
can life style, which is interwoven with marketing, and the life style
of many other countries, particularly of the emerging and lesser-
developed countries, although the differences are blurring. American
norms include a general belief in equality of opportunity to strive
for a better standard of living; the achievement of status and suc-
cess through individual initiative, sucrifice, and personal skills;
the provision and maintenance of a relatively open society with up-
ward economic and social movement; the availability of education
which is a route for social achievement, oceupational advancement,
and higher income. Yet, there are contradictory and conflicting
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concepts operating within this value system. One
contradiction is seen in the conflict between concepts
of equality for all on the one hand and the visible
rank and status orderings in society. Another con-
flict much discussed today concerns the confliets be-
tween the coexisting values of our affluent scciety
and the pockets of poverty in the United States.

In their scheme of norms the majority of Ameri-
cans, even younger Americans, exude optimism in
the materialistic productivity of our society. They
feel confident that the economic future will be much
better than the present, that our standard of living
and consumption will expand and increase, that
pleaures will be multiplied, and that there is little
need to curb desires. They are certain that increas-
ing purchasing power will be made available to them.

This is not to deny the existence of discontent in
our economy of plenty, or the challenging and ques-
tioning of values, There is evidence that some
younger members are critical of our hedonistic cul-
ture, of our economic institutions and achievements.
Questions have been raised ahout priorities of expen-
ditures, and authority has been challenged. Various
marketing processes and institutions have been at-
tacked. But, by and large, there exists a general
expectation of increasing growth, the availability
of more and more, and a brighter and better future.
Ag a result of this perspective, economic opportuni-
ties and growth are perceived not so much in terms
of curbing consumer desires as is the case in many
other gocieties, particularly in underdeveloped econ-
omies, but in increasing desires; in attempting to
stimulate people to try to realize themselves to the
fullest extent of their resources and capabilities by
acquiring complementary goods and symbols. Where-
as other societies have often hoped that tomorrow
will be no worse than today, we would certainly be
dismayed if present expectations did not indicate that
tomorrow will be much better than today. Similarly,
the emerging nations now have rising economic ex-
pectations and aspiration levels, and their life style
perspectives are changing. They expect to shave in
the economic abundance achieved by highly indus-
trialized economies.

The growth orientation which reverberates through-
out the American society has its impact on our norms
and on marketing practices. It is reflected in such
marketing concepts and techniques as product plan-
ning, new product development, installment credit,
pricing practices, advertising campaigns, sales pro-
motion, personal selling campaigns, and a host of
merchandiging activities,

Beyond the Realm of Profit
One of the next marketing frontiers may well be
related to markets that extend heyond mere profit
congiderations to intrinsic values—to markets based
on social concern, markets of the mind, and markets
concerned with the development of people to the full-
est extent of their capabilities. This may be con-

sidered a macro frontier of marketing, one geared
to interpersonal and social development, to social
coneern.

From this perspective one of marketing’s roles
may be to encourage increasing expenditures by con-
sumers of dollars and time to develop themselves
socially, intellectually, and morally. Another may
be the direction of marketing to help solve some of
tae fundamental problems that nations face today.
Included are such problems as the search for peace,
since peace and economic progress are closely inter-
twined; the renewal of our urban areas which is
closely related to marketing development and prac-
tices, particularly in the area of retailing; the re-
duction and elimination of poverty, for marketing
should have a major role here; the preservation of
our natural resources; the reshaping of governmen-
tal interfaces with business; and the stimulation of
economic growth. To help solve such problems, in
addition to its current sense of purpose in the firm,
marketing must develop its sense of community, its
societal commitments and obligations, and accept the
challenges inherent in any institution of social
control,

But one may ask whether social welfare is con-
sonant with the bilateral transfer characteristics of
an exchange or market economy, or can it be realized
only through the unilateral transfer of a grants
economy? This is a pregnant social question now
confronting marketing.

Business executives operating in a market economy
can achieve the degree of adaptation necessary to
accept their social responsibilities and still meet the
demands of hoth markets and the business enterprise.
At the very least, the exchange economy will support
the necessary suppl ary grants . Cur-
rently we are witnessing several examples of this.!

1 For a discussion of this point see Robert J. Holloway,
“Total Involvement in Our Society,” in Changing
Marketing Systems, Reed Moyer (ed.) (Washington,
D American Marketing Association 1967 Winter

Conference Proceedings, December, 1967), pp. 6-8;

Robert Lekachman, “Business Must Lead the Way,”

Dun’s Review, Vol. 91 (April, 1968), p. 11; and

Charles B. McCoy, “Business and the Community,”

Dun’s Review, Vol 91 (May, 1968), pp. 110-11.
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Marketing’s Changing Social Relationships

The National Alliance for Businessmen composed of
50 top business executives is seeking jobs in 560 of
our largest cities for 500,000 hard-core unemployed;
the Urban Coalition, composed of religious, labor,
government, and business leaders, as well as several
individun] companies, is actively seeking ways of
attacking the problem of unemployment among the
disadvantaged; and the insurance companics are in-
vesting and spending millions for new housing de-
velopments in slum aveas. It even seems likely that
business exccutives, operating in a market environ-
ment, stimulated by the profit motive, may well sue-
ceed in meeting certain challenges of social respon-
sibility where social planners and ~ governmental
agencies have not.

Governmental agencies alone cannot meet the so-
cial tasks. A spirit of mutual endeavor must be
developed encompassing a marketing thrust, For
marketing cannot insulate itself from societal re-
sponsibilities and problems that do not bear imme-
diately on profit. Marketing p ractice must be rec-
onciled with the concept of community involvement,
and marketing leaders must respond to pressures
to accept a new social role.

The development of the societal dimensions of
marketing by industry and or other institutions is
necessary to mold a society in which every person
has the opportunity to grow to the fullest extent of
his capabilities, in which older people can play out
their roles in a dignified manner, in which human
potentials are recognized and nurtured, and in which
the dignity of the individual is aceepted.  While
prone to point out the undesirable impact of mar-
keting in our life style (as they should), social erit-
jes have neglected to indicate the progress and the
contributions that have been made.

In achieving its sense of broad community inter-
est and participation, marketing performs its social
vole in two ways. IMirst, marketing faces social chal-
lenges in the same sense a8 the government and other
institutions. But unlike the government, marketing
finds its major social justification through offering
product-service mixes and commercially unified ap-
plications of the results of technology to the market-
place for a profit. Second, it participates in welfare
and cultural efforts extending beyond mere profit
considerations, and these include various community
services and charitable and welfare activities. TFor
example, marketing has had a hand in the renewed
support for the arts in general, the increasing de-
mand for good books, the attendance at operas and

2 Among the recent articles discussing management's
new social role are “Business Must Pursue Social
Goals: Gardner,” Advertising Age, Vol. 89 ([eb-
ruary, 1968), p. 2; B. K. Wickstrum, “Managers
Must-Master-Social Problems,” Administrative Man-
agement, Vol 28 (August, 1967), p. 34; and G. H.
Wyman, “Role of Industry in Social Change,” Ad-
vanced Management Jowrnal, Vol. 33 (April, 1968),
pp. 70-4.

symphony concerts, the sale of classical records, the
purchase of fine paintings through mail-order cata-
logues, and the attention being given to meeting
educational needs. These worthy activities, while
sometimes used as a social measure, do not determine
the degree of social concern or the acceptance of
social responsibility.

A fundamental value question to be answered is
not one of the absolute morality or lack of problems
in our economic system and marketing activities, as
many crities suggest. Rather, it is one concerning
the relative desirability of our life style with its
norms, its emphasis on materialism, its hedonistic
thrust, its imperfections, injustices, and poverty, as
contrasted with other life styles that have different
emphases. Great materiali stress and accomplish-
ment is not inherently sinful and bad. Moral values
are not vitiated (as many eritics might lead one to
believe) by substantial material acquisitions. In-
ereasing leisure time does not automatically lead to
the decay and decline of a civilization. In reality,
the improvement of material situations is a stimulus
for recognition of intrinsic values, the general lift-
ing of taste, the enhancement of a moral climate, the
direction of more attention to the appreciation of
arts and esthetics. History seems to confirm this;
for great artistic and cultural advancements were
at least accompanied by, if not divectly stimulated by,
periods of flourishing trade and commerce.

tion under Abund

Marketing and C

American consumers are confronted with a di-
Jlemma. On the one hand, they live in a very abun-
dant, automated economy that provides a surplus of
products, an increasing amount of leisure, and an
opportunity for a relative life of ease. On the other
hand, they have a rich tradition of hard physical
work, sweat, perseverance in the face of adversity,
earning a living through hard labor, being thrifty,
and “saving for a rainy day.” There is more than
token acceptance of a philosophy that a life of ecase
is sinful, immoral, and wrong. Some consumers
appear to fear the abundance we have and the po-
tential life style that it ean bring, and ave basically
uncmnfm'mhlg with such a way of life.

Yet, for continued economic growth and expan-
sion, this feeling of guilt must be overcome. Ameri-
can consumers still adhere to many puritanical con-
cepts of consumption, which are relevant in an
cconomy of scarcity but not in our economy of
abundance, Our society faces a task of making
consumers aceept comfortably the fact that a life
style of relative leisure and luxury that climinates
much hard physical labor and drudgery, and permits
us to alter unpleasant environments, is actually one
of the major accomplishments of our age, rather than
the indication of a sick, failing, or decaying society.
Those activities resulting in the acquisition of more
material benefits and greater enjoyment of life are
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not to be feared or automatically belittled, nor is
the reduction of drudgery and hard physical tasks
to be regretted.

Some of the very fundamental precepts underlying

ion have ch 1. For 1

tion is no longer an exclusive home-centered activity
as it once was; consumption of large quantities of
many goods and services outside the home on a
regular bhasig is very common. Similarly, the hard
work and drudgery of the home is being replaced hy
machines and services. The inherent values of thrift
and saving are now heing challenged by the benefits
of spending and the security of new financial and
employment arrangeraents.® In fact, the intriguing
problems of consumption must now receive the
attention previously accorded to those of physical
production.

In essence, our consumption philosophy must
change. It must be brought into line with our age
of plenty, with an age of automation and mass pro-
duction, with a highly industrialized mass-consump-
tion society. To do so, the abundant life style must
be accepted as a moral one, as an ethical one, as a
life which can be inherently good. The criteria for
judging our economic system and our marketing
activities should include opportunity for consumers
to {levelop themselves to the fullest extent, person-
ally and professionally; to realize and express them-
gelvey in a creative manner; to accept their societal
responsibilities; and to achieve large measures of
happiness. Abundance should not lead to a sense
of guilt stemming from the automatic declaration
of the immorality of a comfortable way of life spur-
red on by marketing practices.

In our society, is it not desirable to urge con-
sumers to acquire additional material objects? Can-
not the extension of consumer wants and needs be
a great force for improvement and for increasing
societal awareness and social contributions? Is it
not part of marketing’s social responsibility to help
stimulate the desire to improve the quality of life—
particularly the economic quality—and so serve the
public interest?

In assessing consumption norms, we should rec-
ognize that consumer expenditures and investments
are not merely the functions of increased income.
They stem from and reflect our life style. Thus,
new consumption standards should bhe established,
including the acceptance of self-indulgence, of luxu-
rious surroundings, and of non-utilitarian products.
Ohviously, products that permit consumers to indulge
themselves are not “strict necessities.” Their pur-
chase does not, and should not, appeal to a “utili-
tarian rationale.” For if our economic system pro-

duced only “utilitarian products,” products that were
absolute necessities, it would incur severe economic
and social problems, including unemployment.

Yet some very significant questions may be posed.
Can or should American consumers feel comfortable,
physically and psychologically, with a life of relative
luxury while they are fully cognizant of the existence
of poverty in the midst of plenty, of practice of dis-
crimination in a democratic society, the feeling of
hopelessness and despair among many in our expand-
ing and increasingly productive economy, and the
prevalence of ignorance in a relatively enlightened
age? Or, on a broader base, can or should Ameri-
cans feel comfortable with their luxuries, regular
model and style changes, gadgetry, packaging varia-
tions, and waste while people in other nations of the
world confront starvation? These are among the
questions related to priorities in the allocation of our
resources, particularly between the public and private
sectors and hetween the national and international
boundaries that have been discussed by social and
economic commentators such as Galbraith* and
Toynbee.

These are not easy questions to answer. The
answers depend on the perspective adopted (whether
macro or micro), on the personal philosophy adhered
to (religious and otherwise), and on the social con-
cern of individuals, groups, and nations. No perfect
economic system has or will ever exist, and the mar-
ket system is no exception. Economic and social
problems and conflicts will remain, but we should
strive to eliminate the undesirable features of our
market system. And it is clear that when abundance
prevails individuals and nations can afford to, and
do, exercise increasing social concern.

Toynbee, in assessing our norms and value systems
(particularly advertising), wrote that if it is true
that personal consumption stimulated by advertising
is essential for gro-vth and full employment in our
economy (which we in marketing believe), then it
demonstrates automatically to his mind that an
economy of abundance is a spiritually unhealthy way
of life and that the sooner it is reformed, the better.”
Thus, he concluded that our way of life, hased on
personal consumption stimulated by advertising,
needs immediate reform. But let us ponder for a
moment these rather strong indictments of our norms
and the impact of marketing on our value systems
and life style.

When ecoromic abundance prevails, the limitations
and constraints on hoth our economic system and
various parts of our life style shift. The most criti-
cal point in the functioning of society shifts from

i John K. Galbraith, “The Theory of Social Balance,”
in Sociul Issues in Marketing, Lee E. Preston (ed.),
H i inoi t, Foresman and Company

Is Advertising Morally De-
ews (Special Issue, 1963),
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Markeli

physical production to consumption. Accordingly,
the culture must be reoriented: a producers’ culture
must be converted into a consumers’ culture. Society
must adjust to a new set of drives and values in
which consumption, and hence marketing activities,
becomes paramount. Buckminster Fuller has refer-
red to the necessity of creating regenerative con-
sumers in our affluent society. The need for con-
sumers willing and able to expand their purchases
both quantitatively and qualitatively is now appar-
ent in the United States. It is becoming increasingly
so in Russia, and it will be so in the future among
the underdeveloped and emerging nations. Herein
lies a challenge for marketing—the challenge of
changing norms and values to bring them into line
with the requirements of an abundant economy.
Although some social crities and observers might

g e
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time.® As time takes on greater utility, aflluence
will permit the purchase of more time-saving prod-
ucts and services. Interestingly enough, although
time is an important by-product of our industrial
productivity, many consumers are not presently pre-
pared to consume time in any great quantities, which
in turn presents another opportunity for marketing.
The manner in which leisure time is consumed will
affect the quality of our life style.

In other ages, the wealthy achieved more free time
through the purchase of personal services and the
use of servants. In our society, a multitude of prod-
ucts with built-in services extend free time to con-
sumers on a broad base. Included are such products
as automobiles, jet planes, mechanized products in
the home, prepared foods, “throw-aways,” and leased
facilities. Related to this is the concept that many

lead us to believe that we should be ast d of our
life style, and although our aflluent society is widely
criticized, it is- circumspect to observe that other
nations of the world are struggling to achieve the
stage of affluence that has been delivered by our
economic system. When they achieve it, they will
be forced to wrestle with similar problems of abun-
dance, materialism, consumption, and marketing that
we now face.

Consumption Activities and Norms

The relative’ significance of consumers and con-
ption as, ic deter ts has been under-
emphasized in our system.? Consumption should not
be considered an automatic or a happenstance ac-
tivity. We must understand and establish the neces-
sary conditions for consumption to proceed on & con-
tinuing and orderly basis. This has rich meaning
for marketing. New marketing concepts and tools
that encourage continuing production rather than

s now desire the use of products rather
than mere ownership. The symbolism of ownership
appears to take on lesser importance with increasing
wealth,'®

We live in a sensate culture, one which stresses
materialism and sensory enjoyment. Consumers de-
sive and can obtain the use of products and symbols
associated with status, achievement, and accomplish-
ments. Material values which are visible have be-
come more important to a broader segment of society,
and marketing responds to and reinforces such nerms.
But our basic underlying value system is not merely
the result of the whims of marketers—it has its
roots in human nature and our cultural and economic
environments.

The concept of consumption usually conjures a false
image. Consumption generally scems to be related
to chronic scarcity. It is associated with hunger,
with the bare necessities of life, and with the strug-
gle to obtain adequate food, shelter, and clothing.!?
It is inted with the perception of economics as

disruptive production or the pl t of

orders far in advance, or new contractual obligations,
must be developed.8 To achieve our stated economic
goals of stability, growth, and full employment, mar-
keting must be viewed as a force that will shape
economic destiny by expanding and stabilizing
consumption.

To date the major determinant of consumption
has been income. But as economic abundance in-
creases, the consumption constraints change. By
the year 2000 it has been noted that the customer
will experience as his first constraint not money, but

o Fuller, Education A : Freeing
the Scholar to Return to his Studies (Carbondale,
11.: Southern Illinois University Press, 1961).

7 George Katona, “C I t an i
Investment,” Michigan Business Review (June, 1961),
pp. 17-22.

8 Ferdinand F. Mn:ue);’. “A Universo-i'n-Mm.ion Ap-

Yot i Vot

the “dismal science,” with the study of the allocation
of scarce resources.

But, it has been noted that in the future consump-
tion and consuming activities will occur in a society
suffering from obesity and not hunger; in a society
emerged from a state of chronic scarcity, one con-
fronting problems of satiation—full stomachs, ga-
rages, closets and houses.'? Such an environment
requires a contemporary perspective and concept of
consumption and consumers, It requires a recogni-
tion and appreciation of the importance of stimulat-
ing the consumption of goods. For consumers will
find that their financial capabilities for acquiring
new products are outstripping their natural inclina-
tions to do so.

o Nelson N. Foote, “The Image of the Consumer in the
Year 2000,”, Proceedings, Thirty-Fifth Annual Boston
C istribution, 1968, pp. 13-18.

proach to ial g
Perspectives and Viewpoints, Eugene J. Kelley and
William Lazer (eds.) (Homewood, Illinois: Richard
D. Irwin, Inc., 1967), pp. 46-66.

on
10 Same reference as footnote 8.
11 Same reference as footnote 9.
12 Same reference as footnote 9.
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But what happens to norms and values when peo-
ple have suitably gratified their ‘*needs”? What
happens after the acquisition of the third automobile,
the second color television set, and three or four
larger and more luxurious houses? Maslow has
noted that consumers then become motivated in a
manner different from that explained by his hier-
archy of motives. They become devoted to tasks
outside themselves. The differences between work
and play are transcended; one blends into the other,
and work is defined in a different manner. Consum-
ers hecome concerned with different norms and val-
nes reflected in metamotives or metaneeds, motives
or needs heyond physical love, safety, esteem, and
self-actualization.'

The tasks to which people become dedicated, given
the gratification of their *needs,” are those con-
cerned with intringic values. The tasks are enjoyed
hecause they embody these values. The self then
becomes enlarged to include other aspects of the
world.  Under those conditions, Maslow maintains
that the highest values, the spiritual life, and the
highest aspirations of mankind become proper sub-
jects for scientific study and vesearch. The hier-
archy of basic needs such as physical, safety, and
social is prepotent to metaneeds. The latter, meta-
needs, are equally potent among themselves,

Maslow also makes a distinction between the realm
of being, the “B-realm,” and the realm of deficiencies,
the “D-realm,”—Dhetween the external and the prac-
tical. For example, in the practical realm of mar-
keting with its daily pressures, executives tend to he
responders. They react to stimuli, rewards, punish-
ments, emergencies, and the demands of others.
However, given an economy of abundance with a
“gaturation of materialism,” they can turn atten-
tions to the intringic values and implied norms—
seeking to expose themselves to great cultural ac-
tivities, to natural beauty, to the developments of
those “B’ values.

Our society has reached the stage of affluence with-
ont having developeld an acceptable justification for
our economic syatera, and for the eventual life of
abundance and relative leisure that it will supply.
Herein lies a challenge for marketing: to justify and
stimulate our age of consumption. We must learn
to realize ourselves in an affluent life and to enjoy
it without pangs of guilt. What is required is a
set of norms and a concept of morality and ethies
that corvesponds to our age. This means that hasic
concepts must bhe changed, which is difficult to
achieve hecause peonle have been trained for cen-
turies to expect littl2 more than subsistence, and to
gird for a fight witk the elements. They have heen
governed by a puritanical philosophy, and often

When we think of abundance, we usually consider
only the physical resources, capabilities, and poten-
tialities of our society. But abundance depends on
more than this. Abundance is also dependent on
the society and culture itself. It requires psycho-
logical and sociological environments that encourage
and stimulate achievement. In large measure, our
economic abundance results from certain institutions
in our society which affect our pattern of living,
and not the least of these institutions is marketing.

Advertising is the institution uniquely identified
with zbundance, particularly in America. But the
institution that is actually brought into being by
abundance without previous emphasis or existence
in the same form is marketing.!* It is marketing
expressed not only through advertising. It is also
expressed in the emphasis on consumption in our
society, new approaches to product development, the
role of credit, the use of ' marketing research and
marketing planning, the implementation of the mar-
keting concept, the management of innovation, the
utilization of effective merchandising techniques, and
the cultivation of mass markets. Such institutions
and techniques as self-service, supermarkets, dis-
count houses, advertising, credit plans, and market-
ing research are spreading marketing and the Ameri-
can life style through other parts of the world,

Marketing is truly an institution of social control
in a relatively abundant economy, in the same sense
as the school and the home. It is one of the funda-
mental influences of our life style. It is a necessary
condition of our high standard of living. It is a
social process for satisfying the wants and needs of
our society. Tt is a very formative force in our
culture. In fact, it is impossible to understand fully
the American culture without a comprehension of
marketing. But, unlike some other social institu-
tions, marketing is confronted with great conflicts
that cloud its social role.

Ch ing Marketing Boundaries

We may well ask, what are the houndaries of mar-
keting in modern society? This is an important
question that cannot be answered simply. But surely
these houndaries have changed and now extend be-
rofit motive. Marketing ethics, values,
ties, and marketing-government relation-
ships are involved. These marketing dimensions
will unquestionably receive increasing scrutiny by
titioners and academicians in a variety of areas,
and the result will he some very challenging and
husic questions that must be answered.

We might ask, for example, can or should mar-
keting, as a function of business, possess a social
role distinct from the personal social roles of indi-
ith marketing responsi-

of Plenty” (Chicago, Ill.:
Press, 1954), p. 167,
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bilities?!6 Does the business as a legal entity
possess a conscience and a personality whose sum is
greater than the respective attributes of its indi-
vidual managers and owners? Should each member
of management be held personally accountable for
social acts committed or omitted in the name of the
business? Answers to such questions change with
times and situations, but the trend is surely to a
broadening recognition of greater social responsi-
bilities—the development of marketing’s socu\l mle
Few marketing practitioners or d

ten, “the saintly cannot be separated from the mar-
ketplace, for it is in the marketplace that man’s
future is being decided and the saintly must be
schooled in the arts of the marketplace as in the
discipline of saintliness itself.”1¢

In this context, marketing’s responsibility is only
partially fulfilled through economic processes. There
is a greater responsibility to consumers and to the
human dignity that is vital to the marketplace—the:
concern for marketing beyond the profit motive.

Academici and executives will be forced to

disagree totally with the concept that marketing has
important social dimensions and can be viewed as a
social instrument in a highly industrialized society.
Disagreement exists, however, about the relative im-
portance of marketing’s social dlmenswns as com-
pared to its ial or teck 1 di

The more traditional view has been that market-
ing management fulfills the greater part of its re-
sponsibility by providing products and services to
satisfy consumer needs profitably and efliciently.
Those adopting this view believe that as a natural

of its i s are satisfied,
firms prosper, and the well- bemg of society follows
automatically. They fear that the acceptance of
any other responsibilities by marketing managers,
particularly social responsibilities, tends to threaten
the very foundation of our economic system. Moot
questions about who will establish the guidelines,
who will determine what these social responsibilities
should be, and who will enforce departures from any
standards established, are raised.

However, an emerging view is one that does not
take issue with the ends of customer satisfaction,
the profit focus, the market economy, and economic
growth. Rather, its premise seems to be that the
tasks of marketing and its concomitant responsi-
bilities are much wider than purely economic con-
cerns. It views the market process as one of the
controlling elements of the world’s social and eco-
nomic growth. Because marketing is a social
instrument through which a standard of living is
transmitted to society, as a discipline it is a social
one with ate social r ibilities that
cannot merely be the exclusive concern of companies
and consumers.

Perhaps nowhere is the inner self of the populace
more openly demonstrated than in the marketplace;
for the marketplace is an arena where actions ave
the proof of words and transactions represent values,
both physical and moral. One theologian has writ-

16 For a discussion of the social responsibilities of exec-
utives see James M. Patterson, “What are the Social
and Ethical Responsibilities of Marketing Execu-
tives?” JOURNAL OF MARKETING, Vol, 30 (July, 1066),
pp. 12-16, and K, Davis, “Understanding the Social
Responsibility Puzzle,” Business Horizons, Vol. 10
(Winter, 1967), pp. 46-60.

rethink and reevaluate such situations in the im-
mediate future just by the sheer weight of govern-
ment concern and decisions if by nothing else.!” In
the last year, there have been governmental decisions
about safety standards, devices for controlling air
pollution, implied product warranties, packaging
rules and regulations, the relationship of national
brands to private labels, pricing practices, credit
practices, and mergers, There have been discus-
sions about limiting the amount that can be spent
on advertising for a product, about controlling trad-
ing stamps, about investigating various promotional
devices and marketing activities. Such actions pose
serious questions about marketing’s social role. If
we do not answer them, others will; and perhaps in
a manner not too pleasing, or even realistic.

There need be no wide chasm between the profit
motive and social responsibility, between corporate
marketing objectives and social goals, between mar-
keting actions and public welfare. What is required
is a broader perception and definition of marketing
than has hitherto been the case—one that recognizes
marketing’s societal dimensions and perceives of
marketing as more than just a technology of the
firm. For the multiple contributions of marketing
that are so necessary to meet business challenges,
here and abroad, are also necessary to meet the na-
tion’s social and cultural problems,

16 Louis Finkelstein in Conference On The American
Character, Bulletin Center for the Study of Demo-
cratic Institutions (October, 1961), p. 6.

17The reader can gain some insight into government
concern from such articles as “Consumer Advisory
Council: First Report,” in Social Issues in Market-
ing, Lee E. Preston, editor (Glenview, IlL: Scott,
Foresman and (,om]mny, 1968), DD ZB2 2‘)4 Betty
Furness,
Marketing Systems . . .,” Rce(l Moyer, edltox (Wm;h-
ington, D.C.: American Marketing Association 1967
Winter Conference Proceedings, December, 1967), pp.
26-27; Galbraith, same reference as footnote 4; Rich-
ard H. Holton, “The Consumer and the Business Com-
munity,” in Social Issucs in Marketing, Lee E. Pres-
ton, editor (Glenview, Ill.: Scott, Foresman and Com-
pany, 1968), pp. 296-808; George H. Koch, “Govern-
ment-Consumer Interest: From: the Business Point
of View,” in Changing Markoting Systems . . .,” Reed
Moyer, editor (Washington, D.C.: American Market-
ing Association 1067 Winter Conference Proceedings,
December, 1967) , pp. 166-60.
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