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Reading Assignments
Topic 1:  Nature of Markets and Marketing


Markets and marketing, the basic constructs of our discipline, represent complex phenomena that may be viewed from several perspectives.  The “official” definition of marketing portrays it as a managerial technology, implying that markets are the collection of environmental forces, including consumers who act according to their own self interest, which set the limits of managerial decision making.  This view of marketing is inherently prescriptive.  A contrasting, inherently descriptive view sees markets as complex, socially constructed entities and, within that context, marketing as a system of interactions – many, but not all, of which are guided by a profit motive – that  provides for society’s needs and wants.       

Alderson, Wroe (1957), Marketing Behavior and Executive Action.  Homewood, IL:  Richard D. Irwin, Inc., Chapter 7 (“Matching and Sorting:  The Logic of Exchange”) 

Hansen, Karen Tranberg (2000), Salaula:  The World of Secondhand Clothing and Zambia.  Chicago:  University of Chicago Press, Chapter 8 (“The Work of Consumption.”)  

Radford, R. A. (1945), “The Economic Organization of a P.O.W. Camp.” Economica, New Series.  12 (November), 189-201.

Sweeney, Daniel J. (1972), “Marketing Management Technology or Social Process?” Journal of Marketing, 36 (October), 3-10.

Topic 2:  Competition as the Regulator of Markets


The essence of capitalism is that competition regulates markets and forces those who pursue their self interests to act for the good of all.   However competition, as it exists in most markets, bears faint resemblance to the competition thought to produce beneficial results.  
Alderson, Wroe (1965), Dynamic Marketing Behavior..  Homewood, IL:  Richard D. Irwin, Inc., Chapter 8 (“Competition for Differential Advantage”)

Blair, Roger D. and David L. Kaserman (1985), Antitrust Economics.  Homewood, IL:  Richard D. Irwin, Inc., Chapters 1 (“The Case for Competition”) and 2 (“The Case Against Monopoly”).

Hunt, Shelby D. and Robert M. Morgan (1995), “The Comparative Advantage Theory of Competition,” Journal of Marketing. 59 (April), 1-15.

Mittelstaedt, Robert A. and Robert E. Stassen (1992), “Macromarketing and the Study of Competition:  A Population Ecology Approach,” paper presented at the 17th Annual Macromarketing Seminar, Nijenrode, the Netherlands.

Robert E. Stassen, John D. Mittelstaedt, and Robert A. Mittelstaedt (1999), “Assortment Overlap:  Its Effect on Shopping Patterns in a Retail Market when the Distributions of Prices and Goods are Known,” Journal of Retailing, 75 (Fall), 371-386.

Topic 3:  Market Failures 


Not all markets work perfectly.  In some markets competition is insufficient to produce desired results; in others, intense competition may produce undesirable results.  One such issue is whether competition leads to the “lowest common denominator” of product quality.  

Ackerlof, George A. (1970), "The Market for 'Lemons': Quality, Uncertainty, and the Market Mechanism,”Quarterly Journal of Economics, 84 (August), 488-500.
Carman, James M. and Robert G. Harris (1983), "Public Regulation of Marketing Activity, Part I:  Institutional Typologies of Market Failures," Journal of Macromarketing, 6 (Spring), 51-64.

​​​​​​_______________ and _____________ (1984), "Public Regulation of Marketing Activity, Part II:  Regulatory Responses to Market Failures," Journal of Macromarketing, 6 (Spring), 41-52.

Carsky, Mary L., Roger A. Dickinson, and Charles R. Canedy III (1998), “The Evolution of Quality in Consumer Goods,” Journal of Macromarketing, 18 (Fall), 132-144.

Marcus, Stanley (1979), Quest for the Best.  New York:  Viking Press, Chapter 1 (“The Death of Elegance”).

Topic 4:  Unexpected Consequences and Externalities

Sometimes (maybe always) markets that seemingly work well produce unexpected results for participants.  In addition, because markets are embedded in a network of social relationships, market transactions can produce negative or positive outcomes for third parties, known as externalities.                                                                                                              
Cadeaux, Jack M. (2000), “Market Mechanisms and the External Benefits of Consumption,” Journal of Macromarketing, 20 (June), 11-22.

Gladwell, Malcolm (2001), “Smaller:  The Disposable Diaper and the Meaning of Progress,” New Yorker, (November 26), 74-79.

Mittelstaedt, Robert A. and Robert E. Stassen (1994), "Structural Changes in the Phonograph Record Industry and Its Channels of Distribution, 1946-1966", Journal of Macromarketing, 14 (Spring), 31-44.
Nason, Robert W. (1989), “The Social Consequences of Marketing:  Macromarketing and Public Policy,” Journal of Public Policy and Marketing, 8 (Fall), 242-251.

Topic 5:  Common Law and Public Policy:  Product Liability


Every year, thousands of people are injured by product failures.  In the U. S. redress for these injuries is obtained through the civil law suit.  The rights of the injured consumer are defined by what is called the common law, a legal framework peculiar to the U. S. and other countries whose legal systems are based on the traditions of English law .  Although rooted in the concept of “precedent,” the common law, as exemplified by the law of product liability, evolves to meet changing conditions, as shown by the demise of the concept of privity of contract, the decline of the concept of negligence, and the growth of class action suits and punitive damages.

Bohlman, Herbert W. and Mary Jane Dundas (2002), The Legal, Ethical and International Environment of Business. 5th ed.  Cincinnati:  West Legal Studies in Business, pp. 333-344 (“Product Liability.”)

Clarkson, Kenneth W., et. al. (1998), West's Business Law, 7th. ed., St. Paul:  West Publishing Co., Chapter 1 (“Introduction to Law and Legal Reasoning”).

Moore, Michael J. and W. Kip Viscusi (2001), Product Liability Entering the Twenty-First Century.  Washington, D. C.: AEI-Brookings Joint Center for Regulatory Studies.

Morgan, Fred W. and Karl A. Boedecker (1996), “A Historical View of Strict Liability for Product-Related Injuries,” Journal of Macromarketing, 16 (Spring), 103-117.  

​______________ and _______________ (1997), “Punitive Damages after BMW v. Gore (1996),” Journal of Public Policy and Marketing, 16 (Spring), 163-172. 

Topic 6:  Legislation and Public Policy:  Vertical Restraints and Channels of Distribution

The ideal of a competitive market presumes the existence of many buyers and many sellers, each of whom have access to all others.  By contrast, the ideal of most marketers would seem to be the development of “relationships,” which implies the pairing-off of buyers and sellers, thus foreclosing access to competing buyers or sellers.  The legality of many such relationships falls within the purview of the anti-trust laws.  The interpretation of these laws has been changing in ways that some would call “weakening” and others would describe as “becoming more realistic.”  

Blair, Roger D. and David L. Kaserman (1985), Antitrust Economics.  Homewood, IL:  Richard D. Irwin, Chapters 13 (“Vertical Price Fixing”), 14 (“Territorial and Customer Restrictions”), 15 (“Tying Arrangements”) and 16 (“Exclusive Dealing and Requirements Contracts”).

Desrochers, Debra M., Gregory T. Gundlach, and Albert A. Foer (2003), “Analysis of Antitrust Challenges to Category Captain Arrangements,” Journal of Public Policy and Marketing, 22 (Fall), 201-215.
Dutta, Shantanu, Jan B. Heide, and Mark Bergen (1999), “Vertical Territorial Restrictions and Public Policy:  Theory and Industry Evidence,”  Journal of Marketing, 63 (October), 121-134.

Mittelstaedt, Robert A. (1986), "Sasquatch, the Abominable Snowman, Free Riders, and other Elusive Beings," Journal of Macromarketing, 6 (Fall), 25-35.

Palamountain, Joseph C. (1955), The Politics of Distribution.  Cambridge:  Harvard University

      Press, Chapters 1 (“Distribution:  Economic Bases of Conflict”), 2 (“Distribution:  Its Economic

      Conflicts”) and 7 (“The Robinson-Patman Act”).

Redmond, William H. (1989), "Domesticated Markets as Barriers to New Competition," Journal of Macromarketing,  9 (Spring), 35-41.

Topic 7:  Administrative Law:  Regulation of Advertising


Much of the regulation of marketing activity in the United States is conducted by agencies with the power to make and enforce regulations.  Presumably these agencies have special expertise – at least greater than the courts possess – in the area they are empowered to regulate, so one would imagine that much of their regulatory authority is derived from relevant and disinterested research.  

Beales, Howard J. III (2003), “The Federal Trade Commission’s Use of Unfairness Authority:  Its Rise, Fall, and Resurrection,” Journal of Public Policy and Marketing, 22 (Fall), 192-200.

Calfee, John E. (2000), “The Historical Significance of Joe Camel,” Journal of Public Policy and Marketing, 19 (Fall), 168-182.  
Cohen, Joel B. (2000), “Playing to Win:  Marketing and Public Policy at Odds over Joe Camel,” Journal of Public Policy and Marketing, 19 (Fall), 155-167.

DiFranza, Joseph R., et. al. (1991), "RJR Nabisco's Cartoon Camel Promotes Camel Cigarettes to Children," Journal of the American Medical Association, 266 (December 11), 3149-3152.

Fischer, Paul M., et. al., (1991), "Brand Logo Recognition by Children Aged 3 to 6 Years," Journal of the American Medical Association, 266 (December 11), 3145-3148.

Martin, Mary C. (1997), “Children’s Understanding of the Intent of Advertising:  A Meta-Analysis,” Journal of Public Policy and Marketing, 16 (Fall), 2103-216.

Petty, Ross D. (1997), “Advertising Law in the United States and European Union,” Journal of Public Policy and Marketing, 16 (Spring), 2-13.

Solow, John L. (2001), “Exorcising the Ghost of Cigarette Advertising Past:  Collusion, Regulation and Fear Advertising,” Journal of Macromarketing, 21 (December), 135-145.

Topic 8:  Values and Law: The Protection of Intellectual Property


Patents, copyrights, trade secrets, and trademarks are the means by which the ideas of creative people are defined, in effect, as property and become items of value for their owners.  They are among the most valuable properties in a modern economy.  At the same time, technology creates the means for violating these rights, and their protection becomes increasingly problematic.  
Burgunder, Lee B. (1997), “Trademark Protection of Product Characteristics:  A Predictive Model,” Journal of Public Policy and Marketing, 16 (Fall), 277-288

Gentry, James W., Sanjay Putrevu, Clifford Shultz, and Suraj Commuri (2001),"How Now Ralph Lauren? The Separation of Brand and Product in a Counterfeit Culture," Proceedings of the Association for Consumer Research, Salt Lake City.
Jacobs, Jane (1984), Cities and the Wealth of Nations, New York:  Random House.  Chapters 2, 3, 6, and 10.

Mittelstaedt, John D. and Robert A. Mittelstaedt (1997), "The Protection of Intellectual Property:  Issues of Origination and Ownership," Journal of Public Policy and Marketing, 16 (Spring), 14-25.

Nunes, Joseph C., Christopher K. Hsee, and Elke U. Weber (2004), “Why Are People So Prone to Steal Software?  The Effect of Cost Structure on Consumer Purchase and Payment Intentions,” Journal of Public Policy and Marketing, 23 (Spring), 43-63.

Topic 9:  Marketing and Development


Marketing, in some form, is present in any economy in which goods and services are exchanged, with marketing institutions providing the infrastructure of trade.  It is easily observed that different marketing institutions appear in different economic and cultural environments.  It is less easy to determine whether different institutions are essentially reflections of the economic and cultural differences or whether they are the drivers of economic and cultural change, an issue with significant implications for public policy in developing countries.  Recently, the transition of some economies from central planning and control to reliance on capitalist-style markets has renewed interest in this issue.  
Barber, Benjamin R. (1995), Jihad vs. McWorld:  How Globalism and Tribalism Are Reshaping the World.  New York:  Ballantine Books, Chapters 4 (“From Hard Goods to Soft Goods”) and 5 (“From Soft Goods to Service”) 

Carman, James M. and Luis V. Dominguez (2001),“Organizational Transformations in Transition Economies: Hypotheses,” Journal of Macromarketing 21 (December), 164-180.

Dholakia, Nikhilesh and John F. Sherry, Jr. (1987), “Marketing and Development:  A Resynthesis of Knowledge,” in They R. Someone (ed.), Research in Marketing, Vol. 9.  New Haven:  JAI Press, 119-143.

Drakulić, Slavenka (1996), Café Europa:  Life After Communism.  New York:  Penguin Books, Chapters 6 (“A Smile in Sophia”), 8 (“Money, and How to Get It”) and 9 (“The Trouble with Sales”).

Frith, Katherine T. and Michael Frith (19xx), "Western Advertising and Eastern Culture:  The Confrontation in Southeast Asia," Some Journal, with rejoinder by Charles F. Frazer and reply

.

Ger, Guliz (1997), "Human Development and Humane Consumption:  Well-Being Beyond the 'Good Life'," Journal of Public Policy and Marketing, 16 (Spring), 110-125.

Watson, James L. (1997), “Introduction:  Transnationalism, Localization, and Fast Foods in East Asia,” in James L. Watson (ed.), Golden Arches East:  McDonald’s in East Asia, 1-38.

Topic 10:  The Interaction of Marketing and Culture


It is well established that the culture of a society is an important determinant of the nature of its institutions, including marketing institutions.  In turn, these institutions help to define what is effective and efficient in that society.  Less well established is the proposition that marketing helps to define the culture in which it exists, for many marketers wish to believe that what they do is merely a culturally benign reflection of society.  Products are the visible artifacts of a society – either expressions of, or determiners of, a culture’s aesthetic values. 

Belk, Russell W. and Ronald Groves (1999), “Marketing and the Multiple Meanings of Australian Aboriginal Art,” Journal of Macromarketing 19 (June), 20-33.


Harris, Daniel (2000), Cute, Quaint, Hungry, and Romantic:  The Aesthetics of Consumerism.  New York:  Basic Books, Chapter 2 (“Quaintness.”)

Howard, Kathleen L. and Diana F. Pardue (1996), Inventing the Southwest:  The Fred Harvey Company and Native American Art.  Flagstaff:  The Northland Press, Chapter 4 (“Traders and Collectors.”)

Jackle, John A. and Keith A. Sculle (1994), The Gas Station in America.  Baltimore:  Johns Hopkins University Press, Chapter 2 (“Place-Product-Packaging”).

Mittelstaedt, John D. (2002), “A Framework for Understanding the Relationships Between Religions and Markets,” Journal of Macromarketing , 22 (June), 6- 18.

Naranjo, Tessie (1996), "Cultural Changes:  The Effects of Foreign Systems at Santa Clara Pueblo," in Marta Weigle and Barbara A. Babcock (eds), The Great Southwest of the Fred Harvey Company and the Santa Fe Railroad. Phoenix:  The Heard Museum.

Tharp, Marye and Linda M. Scott (1990), "The Role of Marketing Processes in Creating Cultural     Meaning," Journal of Macromarketing, 10 (Fall), 47-60.

Topic 11:   Assessing the Marketing System


So how well does the system work?  Is it efficient?  Does it deliver?  Do the interventions of public policy makers help or hurt?  Is there a role for marketing academics?

Birkeland, Peter M. (2002), Franchising Dreams:  The Lure of Entrepreneurship in America.  Chicago:  University of Chicago Press, Chapter 9 (“Control.”)

Carman, James M. and Robert G. Harris (1986), "Public Regulation of Marketing Activity, Part III:  A Typology of Regulatory Failures and Implications for Marketing and Public Policy," Journal of Macromarketing,  6 (Spring), 51-64.

Hollander, Stanley C. (1961), "Measuring the Cost and Value of Marketing," Business Topics, (Summer), 17-27.

Lundy, Richard D. (1950), "How Many Gas Stations Are Too Many?" in Reavis Cox and Wroe Alderson (eds.), Theory in Marketing.  Homewood, IL:  Richard D. Irwin.

Ritzer, George (1998), The McDonaldization Thesis.  Thousand Oaks, CA:  Sage Publications, Chapter 8 (“Credit Cards, Fast-Food Restaurants and Increasing Rationalization.”)

Steiner, Robert L. (1978), "Marketing Productivity in Consumer Goods Industries:  A Vertical Perspective," Journal of Marketing, XX (January), 60-69.

Wilkie, William L. and Elizabeth S. Moore-Shay (1997), “Consortium Survey on Marketing and Society Issue:  Summary and Results,” Journal of Macromarketing, 17 (Fall), 89-95

Topic 12:   Marketing and  the Well Being of Consumers

It is not hard to find people who say “Everything is marketing now” – and they don’t mean it in a positive sense.  Many of these critics acknowledge the efficiency and effectiveness of markets – at least they don’t wish to live in a command economy – but decry what they see as deleterious effects of markets and marketing on traditional values and ways of life.  The question they raise is not so much “Is more better?” as it is “Is more worse?”
Ahuvia, Aaron C. and Douglas C. Friedman (1998), “Income, Consumption, and Subjective Well-Being:  Toward a Composite Macromarketing Model,” Journal of Macromarketing, 18 (Fall), 153-168.

Breit, William and Roger L. Ransom (1982), The Academic Scribblers (rev. ed.).  Chicago:  Dryden Press, Chapter 4 (“Thorstein Veblen”).

Brooks, David (2000), Bobos in Paradise:  The New Upper Class and How They Got There.  New York: Simon and Schuster, Chapter 2 (“Consumption.”)  

Droge, Cornelia, Roger Calantone, Madhu Agrawal, and Robert Mackoy (1993), "The Consumption Culture and Its Critiques:  A Framework for Analysis," Journal of Macromarketing,13 (Fall), 32-46.

Kilbourne, William, Pierre McDonagh, and Andrea Prothero (1997), "Sustainable Consumption and the Quality of Life:  A Macromarketing Challenge to the Dominant Social Paradigm," Journal of Macromarketing, 17 (Spring), 4-24.

Rassuli, Kathleen M. and Stanley C. Hollander (1987), "Desire - Induced, Innate, Insatiable?" Journal of Macromarketing, 6 (Fall), 4-24.

Schor, Juliet (2000), The Overspent American:  Upscaling, Downshifting, and the New Consumer.    Boston:  Beacon Press, 3-21.

Scitovsky, Tibor (1944-45), “Some Consequences of the Habit of Judging Quality by Price,” The Review of Economic Studies, 12 (2).

Shipler, David K. (2004), The Working Poor:  Invisible in America.  New York:  Alfred A. Knopf. Chapter 1 (“Money and Its Opposite.”)

Stanley, Thomas L. and William D. Danko, The Millionaire Next Door:  The Surprising Secrets of America’s Wealthy.  Athens, GA:  Longstreet Press.  7-17, 27-41.

