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Confession

Definition of Marketing
Old

“Marketing is the performance of business 
activities that direct the flow of goods and 
services from producer to consumer.”

New
“Marketing is an organizational function and a 
set of processes for creating, communicating 
and delivering value to customers and for 
managing customer relationships in ways that 
benefit the organization and its stakeholders.”
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Marketing & Society

Marketing Society
+

-

Marketing & Society
Positive:
*Social marketing (Kotler & Levy 1969)
*Individual liberation (Firat & Venkatesh 1995)
*Innovation and growth (Wilke & Moore 1999)

Negative:
*Deceptive practices (Pollay 1986)
*Materialistic goals and values (Kasser 2002)
*Abundance of choice (Schwartz 2004)
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Society & Marketing

Society Marketing
+

-
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Society Fights Back

Society Boxes

• Intellectual disdain (Frank 2000; Galbraith 
1958; Veblen 1899).

• Governmental legislation (Moorman 1996; 
Pechmann & Ratneswar 1996).

• Consumer resistance & activism (Klein 
2000; Kozinets 2002; Handelman 2006).
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Consumer Resistance

Percentage of Americans who are “serious 
resisters” of advertising:

Bauer & Greyser (1968): 15%
Yankelovich (2004): 60%

Consumer Activism
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Society Judos
• Sharing system (Youtube; MIT Opencourse)

• Brand morphing (Duck Tape Club; FedEx 
Furniture)

• User-generated innovation (Wikipedia, 
Mozilla, Linux)

• Social memes (Slow Food Movement, Free 
Hugs Campaign)

Free Hugs Campaign
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Implications

• Marketing is under siege.

• Less is more.

• We must stop our BIG LIE.

• We should study contributors not just 
consumers.

The Marketing of No Marketing
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Interesting Questions
• How can we get a more accurate handle on 

marketing valuation?

• How can marketers turn customers into 
contributors?

• How is marketing different when removed from 
the confines of the firm?

Thank You


