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Marketing

as

Constructive Engagement

CliffordJ. ShultzII
Thepurposeof thisessayis to provokea morecomprehensive,
accurate,andmeaningful
historically
definitionof marketing.
Toward
thatoutcome,the authorintroduces
a framework
formarketing
that
for
constructive
with
a
and
world
complex,conflicted, increasingly
interdependent
argues
engagement
in whichmarketing
canandshouldplayan important
role.Theframework
offersa newsynthesis
Anillustration
basedon longitudinal
commensurate
withidealsgenerallyespousedin macromarketing.
forcurrentglobalaffairsandwithnewdirectionsfor
is shared,withimplications
studyof Vietnam
researchandpractice.
meaningful
marketing

The two mostrecentdefinitionsof marketing,as posited

by thoughtfulmembersof the AmericanMarketing
Association(AMA)in 2004 and2007, havegenerated
considerable
discussionaboutthe nature,scope,andfoci of
The
marketing.1 2004 definitionis neitherfully embraced
by AMAmembersnoruniformlyadoptedby othermarketandassociationsaroundthe world,where
ing organizations
some of the most compelling marketingactivity now
unfolds.Thus,in 2007,theAMAproposeda reviseddefinition.My owntakeon bothdefinitions,thoughI believethat
they are usefulto the practiceof marketingmanagement,
withsomeorientation
to societalissues,is thattheyaretoo
well withhistorimicroscopic,do not coincideparticularly
cal interpretations
andultimately(tragically?)
of marketing,
limitthepotentialimpactof marketing
on someof the most
pressing challenges. In this essay, therefore,I briefly
remindreadersof somehistoricalrootsandfoci of marketdefinitionanda
ing andintroducea conceivablealternative
for
constructive
(macro)marketing
synthesis
engagement.I
also providea briefapplicationof this synthesis,usinghistorical and evolving U.S.-Vietnamrelationsand Nike's
is an organizational
1The2004 definitionis as follows: "Marketing
functionanda setof processesforcreating,communicating,
anddelivering
valueto customersandfor managingcustomerrelationships
in waysthat

benefit the organizationand its stakeholders."The 2007 workingdefinition
is as follows: "Marketingis the activity, conducted by organizationsand
individuals, that operates through a set of institutions and processes for
creating,communicating,delivering, and exchanging marketofferings that
have value for customers, clients, marketers,and society at large." This
article was largely written before the wide dissemination of this most
recently proposedworkingdefinition, and thoughthis definitionis more in
line with ideas expressed here, I still believe that it limits marketing's
potential impact and falls short of other potentially more macro and
societal-centricdefinitions, for reasons articulatedin the text.

Explorations of Marketing in Society (2007). It soon
became apparentthat the long history of marketsand mar-

narrative;only
ketinghas been a largelymacromarketing
recentlyhas marketingbecomemore micro and perhaps
even atomistic(see, e.g., Wilkie and Moore 1999, 2003,
2006).2 This observationleads to other questions:For
includethe prefix
example,why does (macro)marketing
"macro"?Why does the currentdefinitionsharedby the
AMAnotinclude"micro"?
rootsandits
Givenmarketing's
shouldn't
be
viewed
long history,
macromarketing
simply
as marketing;
at the very least,shouldn'tany definitionof
marketingmoreclearlydelineatea macroagenda?In light
of possibleanswersto thesequestions,andwithconsideration for the systemicallycomplexandglobalchallenges,a
plausibleandusefuldefinitionof marketingmightreadas
follows:
Marketingis a form of constructiveengagement-a societal
functionanda systemicset of processesforcreating,communicating,anddeliveringvalueto customersandformanagingcustomerandsocietalrelationships
in waysthatbenefitlocal and
of theseprocesses.
globalstakeholders
Next, I detail my rationalefor this alternativedefinition, or
some similarlyexpansive definition.
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involvementin Vietnam.I concludewith some discussion
of broaderimplications.
If thepremiseis acceptedthatthecurrentdefinitionis too
microscopic,it mustalso be concludedthatit is not sufficientlymacroscopic.Whatexactlydoes it meanto orient
toward(macro)marketing?
At the requestof Greg Gundlach, LaurenBlock, and Bill Wilkie,I spenta substantial
amountof timetryingto answerthatquestion,as I prepared
to writea chapteron macromarketing
for theirnew book

2Manyscholars have struggledand still struggleto define macromarketing. In the previously cited chapter, I shared several popular definitions
(e.g., Bartelsand Jenkins 1977; Dixon 1979; Fisk 1981; Hunt 1981; Meade
and Nason 1991; Shawver and Nickels 1979) and perspectiveson historical development of the field and its formative conceptualizations(e.g.,
Alderson 1957; Bartels 1965; Breyer 1934; Fisk 1967; Gretherand Holloway 1967; Holloway and Hancock 1964; Jones and Moniesen 1990;
Schumpeter 1934; Shaw 1916; Sheth and Gardner 1982; Slater 1968;
Vaile, Grether, and Cox 1952; Wilkie and Moore 1999, 2003). I also
included some interpretations and literature beyond marketing (e.g.,
Danziger and Gillingham 2005; McMillan 2002; Polo 1958; Thucydides
1972 [circa 431-424 BC]).
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(Macro)marketing
As I suggested, the ideas of the (macro)marketingdiscipline, if not necessarily the name, have existed for millennia. Indeed, prior conceptualizationsof marketing essentially seem to be what many scholars would now largely
view as macromarketing.At this juncture,it might be helpful to address briefly the alleged micro and macro
dichotomy. I do not believe that a dichotomy actually
exists-precisely because all micromarketing activities
occur within and thus derive meaning from some larger
marketing system (see, e.g., Hunt 1981; Layton 2007;
Lusch 2006)--though the extent of broadly meaningful
impact from any particularmarketingactivity could be reasonably debated. Therefore, I have deliberately chosen to
in
use the word "marketing"ratherthan "macromarketing"
the title of this essay and to reinforcesome shortcomingsof
the currentdefinition; note that I occasionally use the parentheticalattachment"(macro)"before "marketing."
So, althoughmacromarketingis a relativelyrecent academic discipline and remains a somewhat nebulous construct,
the essence of markets and marketingand their impact on
societal welfare are old as humanity. Indeed, our species
perhaps should be described as Homo marketus (Shultz
2005).3 We are the marketing animal. From the moment
our ancestorscrawled from the primalooze and learnedthat
cooperationand division of labor would abet survival,markets and marketingsoon must have become integral to the
processes of societal development.Entire societies and civilizations were organized accordingly. From the Fertile
Crescentto Madison Avenue, we have been marketing,for
betterand worse. This long history is not adequatelyrepresented in the currentdefinition, indicating that the definition may remaintoo focused on "micromarketing,"
despite
the inclusion of "andsociety at large"at its end.

of
ina World
(Macro)marketing
Dilemmas
Readerswill recall that (macro)marketingfundamentallyis
concerned with the context of market(ing) problems and
with solutions in relationto the welfare of the stakeholders
of a marketingsystem or systems over time; moreover,the
system in which marketersfunction is increasingly global,
thus renderingeveryone a stakeholder.4The suggestion of a
temporal dimension of this articulationdraws attention to
social traps:Marketersand consumersoften engage in selfish activities that provide short-termbenefits, sometimes
with long-term harmful consequences to others and, tragically, even to themselves (e.g., Fisk 1981; Hardin 1968;
Nason 2006; Shultz and Holbrook 1999). Thus, at least two
(macro)marketingobjectives are (1) to examine trade-offs
requiredto overcome the sirens' song of immediategratification and (2) to optimize outcomes for the largest number
31 thought I had cleverly coined this term and also the less elegant,
Homo marketicus,but a quick Google searchrevealed several referencesto
"him"(us), including entries in French,Polish, and Russian.
4The purpose of this essay is not to recount the origin, evolution, foci,
and various definitions of the academic field of macromarketing;readers
interested in those topics are directed to the review and discussion in
Shultz (2007).

of stakeholdersin a marketingsystem not only now but also
for futuregenerations.
Distillation of the broad and varied literature reveals
(macro)marketingas an amalgam of markets, marketing
practices,and marketingsystems; aggregationsin the forms
of units, consumers, firms, governmentsor other organizations, societies, regions, countries, and global alliances;
social traps and commons dilemmas; and, now, subspecializations that address competition and markets, development, ethics or distributivejustice, global policy, the environment, history, quality of life, and relevant ideas from
myriad other disciplines. On reflection, the term "macro"
is
may understatethe orientation;perhaps"iibermarketing"
more fitting. Nevertheless, comprehensive, eclectic, and
inclusive conceptualizations,methods, practices, and definitions are useful in the complex world of dilemmasin which
Homo marketusnow dominates.
Consider a brief list of public policy topics relevant to
marketing: globalization; environmentalism;energy; trafficking of weapons, people, drugs, and nuclear materials;
cartels and malevolent alliances; religious and cultural
intolerance;intellectualpropertyrights;economic transition
and/or development; public health crises (e.g., poverty,
malnutrition,contaminated water, homelessness, malaria,
and pandemics, such as HIV/AIDS, avian flu, cholera, and
ebola); genetic engineering;societal angst and anomie; historical lessons (both learnedand not learned);poor/despotic
governance; and war. These topics are replete with dilemmas. Macromarketersunderstandthat many of these topics
interactwith other forces; they are partsof broadersystems
and systemic failures. They require difficult choices. One
choice is a decision to engage them-and factors that predict them-in scholarshipand practice,with all the richness
that is (macro)marketing.
In a finite global biosphere shaped by political and economic interests, all people are affected by one or more of
the aforementionedproblems.Governments,managers,and
citizen consumers wittingly or unwittingly face dilemmas
and regularlymake choices that compound or help ameliorate them (see also Hunt and Vitell 2006). The currentdefinition of marketingdoes not readily draw attentionto them;
ironically, however, failure to engage them without the
eclectic toolkit of (macro)marketingmay lead to disastrous
results for Homo marketus. The following text offers a
macromarketingsynthesis as a possible frameworkto reorient marketingactivities toward broader societal outcomes
to the benefit of multiple global stakeholdersof markets,
marketing,and policies that affect and are affected by them.

AMacromarketing
Synthesis
The synthesis requires envisioning marketing beyond the
current definition-that is, construing marketing as constructiveengagement.Here, I borrow from the literaturein
law and diplomacy (e.g., Forcese 2002) and social psychology (e.g., InternationalCenterfor Cooperationand Conflict
Resolution 2006). The theory and subsequentpolicy of constructive engagement argue for prosocial interactions
among individuals, groups, firms, communities, and/or
countries that are enmeshed in polarized and frequently
intractableor destructive conflicts. Parties to the conflict
can clash over any number of issues, though I submit that
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conflicts typically arise over resources and their management-that is, who controls them, how and where they are
marketed and consumed, and the extent to which some
superordinateauthority justifies the chosen methods for
marketing, consumption, and control. By definition, constructive engagement rules out ostracism and destructive
engagement. Conversely, negotiation, cooperation, and
exchange are importantcomponentsto its process. Forcese
(2002, p. 3) suggests that policy decisions and marketing
activities must be "responsible"if they are to be truly constructive and that there are costs attached to parties who
violate the generally agreed-on tenets intended to make
engagement constructive.The quest for responsibility can
be viewed as an effort to meld materialinterest and moral
principle with a broaderobjective to abet the largest number of stakeholdersin the process of engagement.Furthermore, constructiveengagementis a step towardeliminating
or at least reducingthe allocation of mind-numbinglylarge
sums of money for war expendituresand the concomitant
opportunitycosts to prosocial endeavors (e.g., Bilmes and
Stiglitz 2006; Documents Center2006).
Constructiveengagement parallels sentiments espoused
by macromarketers.For example, Alderson (1957), Layton
and Grossbart (2006), and Shultz and colleagues (2005)
contend that trade,commerce, and mutualprosperityfacilitate peace and broadersocietal welfare. Arndt(1981) offers
a political economy framework for examining marketing
systems, with a concentrationon societal institutions and
the balancingof politics, hierarchiesand markets,and their
stakeholders.Building on Arndt's (1981) work, Taylor and
Omura (1994) suggest that the efficacy of engagement
should be assessed using several criteria,including behavioral interdiction, historical perspectives, apoliticalness,
nonuniversality,and internaland externalforces.
The preceding body of work from several disciplines
provides an impetus for a possible synthesis of ideas and
practices. Figure 1 illustrates a plausible macromarketing
synthesis for constructiveengagementin a global marketing
system. It is not intendedto be exhaustive, given the extraordinary complexities of history, culture, politics, people,
and the innumerablefilters through which we view them,
nor is it intended to serve as a linear protocol for decision
making. Rather,it is presentedhere simply to demonstrate
the relevance of macromarketingand its academic subspecializations to seemingly intractabledilemmas relevant to
the survivalor possible demise of Homo marketus.I use the
dilemma of war versus constructive engagement to illustrate a possible applicationof a macromarketingsynthesis.
War is an extreme example; it is inherentlydestructiveand
has global high-stakesrepercussionsfor marketersand citizen consumers.Note also thatmany other societal problems
I listed degradehumanityand exacerbatetensions and thus
foment hostilities that can spiralinto war, causing still more
destructionand suffering.

PoliticalConsiderations
In general,the model in Figure 1 flows from top to bottom.
The United States and Vietnam are provided as examples
for "External Stakeholders"and "Country,"respectively.
Although they are used to make key points, the framework
is applicable to relationships between other countries or

among factions and organizations within countries.
Afghanistan,Sudan,India,Pakistan,the Koreas,the Caucasus, Sri Lanka,and otheractualor potentialflashpointsalso
capture attention. I considered focusing only on the Iraq
war and its stakeholdersthroughoutthe Middle East and
beyond, especially in light of currentevents and the prior
reference to marketing'spossible emergence in the Fertile
Crescent (artifactsof which are found in present-dayIraq),
but unlike the Iraq war at this time, the Vietnam War provides tangible lessons about macromarketing's role in
recovery, peace, and prosperity.
For most readers,interpretationwill begin from the perspective of external stakeholders and their options for
engagement with the foreign country. Vietnamese readers
would likely begin their interpretationmore towardthe center of the model. Isolation, ignorance, antipathy,myopia,
historical clashes, extant conflict, and other factors could
give pause to countries about ways to engage each other.
This certainly was the case in U.S.-Vietnam relations for
more than half a century (e.g., Fitzgerald 1972; Karnow
1997; Shultz et al. 2006). Among many externalstakeholders are the U.S. government,companies, nongovernmental
organizations, and U.S. citizens, as well as countries that
border Vietnam. Indeed, the ripple effect of U.S. involvement in Vietnam was/is felt globally.
The Vietnam War, or the AmericanWar, as Vietnamese
call it, was a systemically complex historical event.
Nuanced analysis reveals that it was several conflicts. In
some ways, it was the continuationof numerousinvasions,
wars, and occupations over the span of 2000 years, which
have profoundly affected the Vietnamese psyche and their
perceptionsof outsiders.In many respects,it was a continuation of the French-Vietnamesewar, essentially a struggle
for independence from colonial occupation (including
resource and market exploitation) that officially ended in
1954 and that resulted in a north-south partition of the
country. It was a kind of postcolonial war, with manifestations of civil war (north versus south, communist versus
capitalist,ethnic minoritiesversus dominantKinh) and religious war (Roman Catholics versus Cao Dai versus Hoa
Hao versus Buddhists versus atheists versus others).
Geopolitically, it was a client war in which two superpowers, the United States and the Soviet Union, used this
country and other countries to influence ideology and
alliances. Similar to all wars, the Vietnam War clearly and
greatly affected marketsand marketing;assortment,allocation, and availability of resources; and quality of life. The
Vietnam War also ended the lives of 2 million Vietnamese
and more than 58,000 Americans.
Motives for engagement principally included economic
gain (e.g., access to physical goods, human resources, and
markets) and/or societal welfare, and official policy was
driven by interests in outcomes that affected both, though
perhapsin unbalancedor dysfunctionalproportions.Tuchman (1984) writes eloquently of the dysfunctionalpath, or
the "marchof folly," often chosen by policy makers, from
Troy to Vietnam,in which leadersmade poor decisions that
result in inevitably poor outcomes.5 Conversely, a macro5Tuchman, a historian, shares ideas remarkably parallel to those
espoused by macromarketers,discussing commons dilemmas and social
traps.
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marketing orientation toward constructive engagement
would begin with a concernfor ethical decision makingand
distributivejustice; it also would attendto historical narratives (Jones and Shaw 2006; Taylor and Omura 1994),
including cultural sensitivities.6 Laczniak and Murphy
(2006) share an ethical position that hints at broad spatial
and temporalconsiderationsfor the stakeholdersof the system, with importantimplications for the conduct of marketers; they also suggest that their position may not be
favored by many marketers, an issue to which I return
subsequently.
In Figure 1, the crooked line labeled "Political"indicates
thatU.S. policy makers(circa 1945-1995) essentially opted
for a nonmacromarketingorientation and either circumvented these issues or did not understandthem, resultingin
the Vietnam War and subsequent devastation to much of
the Vietnamese marketingsystem (as well as adjacentmarketing systems in Cambodiaand Laos).7The war also came
at considerable cost to American society and continues to
affect the collective Americanpsyche, U.S. foreign policy,
and marketingactivities.
The subsequent withdrawal of the United States from
Vietnam and greater Indochina in 1975, coupled with the
ascent to power of the Vietnamese CommunistParty,led to
a series of devastating Marxist-Leninist policies and precipitated Vietnam's wars with Cambodia and China. By
1979, in the wake of decades of war, ineffectual central
economic planning,and a U.S.-led tradeembargo,Vietnam
had become one of the ten poorest countries in the world
(e.g., Karnow 1997; Shultz, Pecotich, and Le 1994). The
countrywas a failed (non)marketingsystem, unable to meet
subsistence needs for a vast numberof the citizenry.
The collapse of the Soviet Union, Vietnam's largest
benefactor, and the geopolitical shift toward market
economies forced Vietnam's transition-namely, the creation of a rudimentarymarketingsystem intendedto enhance
the welfare of the people, a central tenet of macromarketing. Without overstatement, (macro)marketing subsequently saved Vietnam. The simple but elegant Doi Moi
policy, enacted by Vietnamese leaders in 1986, enabled
farmersto set prices and to retain a portion of their profits.
In the span of three years, Vietnam was transformedfrom a
net importerof rice, on the brink of famine, to the world's
third largest rice exporter(e.g., Shultz 1997). This success
set the foundationfor a sectorwide marketingrenaissance.
Exponentialincreasesin tradeand exportdevelopmentsoon
followed, which in turn expedited a trade agreementwith
6Vietnamhas a rich, complex history. Having spent much of the past 15
years studyingVietnam's history, culture,and evolving policy and marketing system, I am struck by the tragic level of ignorance, indifference,
and/or hubris evinced by powers that have interactedwith Vietnam over
millennia. United States policies revealed little apparentunderstandingof
or interestin recent history and extant agreementsor in a complex history
and sophisticatedculture that can be traced back at least to the seventhcentury BC (e.g., Taylor 1983) and, by some archeological accounts, a
contiguous and distinct Vietnamese history that can be traced back 4000
years or longer (e.g., Hoang and Bui 1979).
7My example of U.S. involvement in Vietnam or elsewhere should not
be construedas anti-Americanor anti-West. China has also advanced 19
military ventures into Vietnam over two millennia. Vietnam has its own
history of military,political, and culturalexpansion from the Red River to
the Mekong, resulting in devastationto Cham civilization and expropriation of Khmerterritories.

the United States and a new era of constructiveengagement
between the two countries.The impact on qualityof life for
the majorityof Vietnamese has been dramatic(e.g., Shultz,
Nguyen, and Westbrook 2006; World Bank 2006), and
some observers have speculated that Vietnam will meet
MillenniumProjectgoals for poverty reductionyears ahead
of schedule (Foreign Affairs 2005; United Nations 2004).8
Insights from the macromarketingorientationfavor such
constructiveengagement,which is manifestedin marketing
and development.Possible examples include various forms
of aid; foreign direct investment;mutuallybeneficial political, cultural, economic, technological, academic, and professional exchanges; and ecotourism. All potentially produce long-term benefits by bolstering the indigenous
marketing systems and by connecting the elements of
"country"to global marketingsystems. Win-win outcomes
for external and internal stakeholdersare expected to follow, as measuredby improvementsin quality of life.
Critics might contend that most, if not all, wars occur
because constructiveengagementfails; despots or despotic
systems emerge, forcing militaryoptions with the objective
of restoring minimally acceptable marketing systems, at
least as determinedby external stakeholders.I submit that
despots and despotic systems do not emerge in a vacuum;
they are created by failures that can be tracedto disregard
for ethical decision making, to a lack of concern for distributive justice, and/or to historical ignorance. Critics might
also argue that constructive engagement, however well
intentioned,can producesuboptimaloutcomes thatmust be
corrected. This criticism is fair-thus, the inclusion of a
feedback loop from quality-of-life measures back to the
externaland internalstakeholders,to determinewhetherthe
various forms of engagementare indeed constructiveand to
encourage the best possible outcomes for the largest number of people, preferablyin ways commensuratewith the
values of external stakeholders(e.g., Osgood 1962). Note
that a similar, "belated"feedback loop is provided for the
nonmacromarketingorientation.Shortof Armageddon,war
eventually necessitates reconsideration of policy, which
will result in still more war, isolation, or some form of constructiveengagement.

Considerations
Managerial
The public has good reasons to encouragemacromarketing,
but managerialconsiderationsalso supporta macromarketing orientation(Zif 1980). Here, I diverge from my friend
and colleague, Bob Nason (2006), and converge in some
respects with another friend and colleague, Shelby Hunt
(1981; see also Hunt and Vitell 2006), as well as with the
marketerswho articulatedthe currentdefinition of marketing. Macro must meld with micro (i.e., managerialmarketing) if only for the purpose of understandingthat micro
8To expand on Footnote 5, an importantcaveat is the strong motive
for war among some stakeholdersin, for example, the global militaryindustrialcomplex and rank opportunistsof all walks and sizes that gain
from armed conflict, which can and often does foment circumventionof
key elements of a macromarketingsynthesis. This phenomenonrevisits the
insidiousness and perniciousnessof the marchof folly and social trapsdiscussed by Shultz and Holbrook (1999); in the current illustration, it is
evinced by profiteeringat the long-termcost to sustainablepeace, prosperity, and qualityof life.
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decisions have huge impacts on macro interests. The artifacts of Homo marketus,the marketingfirms (e.g., oil companies, consumer-goods companies), arguably have the
greatest impact on the global ecosystem in which we all
have stakes. Whether this reality is good can be debated,
but to ignore it is to eliminate an importantand possibly
fruitful conduit for meaningful research that can improve
marketing systems and ultimately enhance quality of life.
Moreover, including micro or managerialorientationscreates opportunities to persuade managers to view their
vested interests in desirable macro outcomes. Such inclusion positions the marketingfirm as a potentialvanguardof
constructive engagement and may also provide a possible
antidote to the "little-impact"syndromethat Nason (2006)
mentions.
Indeed, the growing marketing and business paradigm
sweeping the globe would seem to demandthe inclusion of
marketersand managers in macromarketingdiscourse. In
other words, managerialperspectives must be addressedif
engagement is to be constructive. All stakeholders must
have a greater appreciationfor the amalgamationof consumer interests, government interests, corporate profit
motives, and global concerns about sustainability.Conflicting stakeholderinterests should be factoredinto negotiated
agreements; otherwise, more powerful stakeholders(typically, micromarketers)will have little incentive to engage
constructively, reducing the probability for win-win outcomes for the largest numberof stakeholdersengaged (Nill
and Shultz 1997).
Firms with this tack in developing/transitioning/recovering marketsincidentallyare more likely to have sustainable
commercial success. A clear understandingand respect for
the broad marketingsystem-its history and culturalubiquities, regulatory environment, administrative practices,
ethical decision making, and tangible concern for the welfare of the people in that system-often are predictorsfor
financial success.
Several companies have experienced problems in Vietnam because their managersdid not understandseveral factors in that system. In my chapterfor Gundlach,Block and
Wilkie's (2007) book, for example, I discuss in some detail
the problems that Nike encountered during the 1990s.
Among those problems were labor difficulties and antagonisms with the Vietnamese government, which became a
public relations nightmare that degraded Nike's global
brandimage. These problems are representedin the "Commercial"crooked dashed lines in Figure 1.
Similar to many companies confronted with bad press,
Nike initially stonewalled its critics (e.g., Greenhouse
1997). Eventually, however, Nike managementinterpreted
its misfortuneas an opportunityto make corrections.Interviews with Nike employees, participantsin Nike's Vietnamese value chain, and Vietnamese governmentofficials
all indicate that Nike has indeed corrected policies and
practices to the benefit of many stakeholders.Nike and its
partnersnow are among the largest employers in Vietnam;
they have among the most favorable working conditions
and pay among the highest factory wages. Nike has refurbished local infrastructureand has commenced recycling
and environmentalpreservationprograms;it is involved in
the welfare of its employees through education advance-

ment, employee assistance, and other human-resources
development programs. Some of these efforts have produced positive, unexpected consequences. Thanks to the
microloan program, women have started new enterprises,
which create still more jobs and lift still more people out of
poverty; it has also been discovered that income-generating
spouses are subject to less domestic violence (e.g., Ardrey,
Pecotich, and Shultz 2006). Incentive structuresand skills
transferare making Nike employees more valuable in the
labor market, which creates options and drives up these
employees' wages. All these outcomes are occurring in
work environmentsthat many observers believe can be a
benevolent model for the country and perhapsthe developing world (e.g., Fair LaborAssociation 2006).9
Despite a tangible shift toward a macromarketingorientation, anotherpossible dilemma for some readers may be
whether the relatively superior working conditions and
wages of Nike's factories in Vietnam, which fall below
generally accepted standards in the United States and
Europe, should remove Nike from criticism. In a country
such as Vietnam, which adds 1.5 million workers to its
labor force every year and with a historicallydominantgovernment sector incapable of providing enough jobs, the
Vietnamese people overwhelmingly favor the likes of Nike
and supportthe larger policy of constructive engagement.
The world communityalso is betteroff because it becomes
enriched by greater understandingof and experience with
Vietnamese cultureand products.
In summary,a new synthesis in the form of a macromarketing orientationtowardconstructiveengagementcan render adversarialrelationships more cooperative, beneficial,
and sustainable. Furthermore,it can be reasonably concluded that the Untied States, throughforeign direct investment and other forms of constructiveengagement,has won
more hearts and minds in Vietnam and throughout
Indochina in the past decade than did many other U.S.
endeavors that operated in Vietnam during the late 1960s
and early 1970s. To date, net effects of constructive
engagement with Vietnam include poverty reduction, less
authoritarian governance, and greater political transparency; corporatesuccess and Vietnam's inclusion in the
World Trade Organization;global customer satisfaction;
and measurable improvementsin quality of life for most
Vietnamese (e.g., Central Intelligence Agency 2006;
Shultz, Nguyen, and Westbrook 2006; United Nations
2002). A new era of peaceful, mutually beneficial
U.S.-Vietnam relations now enables Americans and Vietnamese to seek new opportunitiesfor cooperation to the
betterment of both countries and the global community;
these include active cooperation to effect solutions for
global challenges, such as HIV/AIDS, infant blindness,
drug and sex trafficking, energy shortages, urban decay,
waste handling,avian flu, Mekong exploitation,fishery and
9This discussion is based on my interviews from 2001 to 2007 with several strataof Nike managementin Vietnam and the United States, as well
as with Nike factory workers and their families, participants in the
microloanprogram,variousVietnamesegovernmentauthoritiesat national
and local levels, and representativesfrom the Vietnam Women's Worker
Union. This example and some text in the "MeaningfulMarketingin the
Future" section borrow from and expand on my chapter in Gundlach,
Block, and Wilkie's (2007) book.
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forest management,technology transfer,and security (e.g.,
Cao 2006; Hai 2006; Nguyen 2005). Compared with the
state of relations between the Untied States and Vietnam
only two decades ago, we seem to be on the cusp of a
golden era for mutualcooperationand prosperity.

intheFuture
Meaningful
Marketing
As the discussion about the definition, or the essence, of
marketing continues, the world is confronted with dilemmas of supremerelevance to marketersand their stakeholders. However, as the currentdefinition suggests, few scholars and practitionersin "mainstream"marketingseem to be
engaging these "big issues."
Regardless of one's position on Vietnam or any number
of currentflashpoints and dilemmas, solutions requireconstructive engagement, perhaps as illustratedin the macromarketingsynthesis. At both political and manageriallevels
in Vietnam and potentially elsewhere, the process necessitates greaterunderstandingof historicaland culturalforces,
coupled with far-reachingsystemic analysis. Solutions ultimately requirea willingness to invoke polices and practices
thatwill resultin some short-termcosts but also betterlongterm benefits for stakeholders in a particular marketing
system/society, as well as the largerglobal community.
Scholars outside marketing increasingly embrace this
perspective (e.g., Sen 2006; cf. Newman, Barabasi and
Watts 2006; for one marketer'sperspective on complexity,
see Holbrook 2003). Equally important,corporateleaders,
politicians, and punditsalso embraceit. For example, Friedman (2005a, b, c; 2006) now extols "TheGeo-GreenAlternative," positing that the most intractablechallenges-the
Middle East saga, war, global warming, the rise of China,
energy shortages and alternativesources, environmentally
friendly technology and productdevelopment,job creation,
terrorism,political repression,religious intolerance,human
rights, failed states, rogue states, nuclearproliferation,fuel
prices, and taxes-all are interconnected.These are tangible
foci for meaningful marketingresearch and practice, perhaps most efficaciously examined througha new synthesis.
They necessitate a sound integrativepolicy implementedas
constructiveengagementto ensure the best long-termwellbeing for countries, societies, markets,and individual consumers. In a word, they demandmacromarketing.
The markets of the ancient world (e.g., the Athenian
agora) were largely intendedto be a benevolent place, integral to society well beyond exchange, buyer-seller relationships, or organizational outcomes (Camp 1986; see also
Mittelstaedt, Kilbourne, and Mittelstaedt 2006).10 Given
that the world is now the agora, it is incumbent on marketers and policy makers to drive constructiveengagement
as a new marketing synthesis and to make the global
agora/marketa benevolent place.
Marketingstill has so much to offer the world. Withouta
definition that encourages macromarketing orientation
through constructiveengagement, however, the world will
remain an unjust, dangerous,and endangeredplace. It perhaps would be unduly optimistic, even for the editor of the
10Oftenconsideredto be amongthe most warringGreekcity-states,
Spartahadno suchvenue(Camp2006).

Journal of Macromarketing, to believe that any single
research project or publication could solve or mitigate the
complex challenges confrontingHomo marketus.However,
a research career dedicated to the interactionof marketing
and society could have a positive impact. A macromarketing movement within the academy-including a definition
of marketingthat more readily capturesmacromarketingcertainly could reach critical mass to orchestrateresearch,
managerialpractice, and policy in ways that invoke constructiveengagement,enhance the quality of our lives, and
ensure our survival.
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of the
Implications

Marketing: From

Definition of
Creation
Exchange to Value
Revised

JagdishN. Shethand CanUslay
Thedistinctivedifferencebetweenthe 1985 andthe 2004 American
Association
Marketing
definitionsof marketing
is the lackof exchange.In the newdefinition,a focuson creatingand
valuethroughcustomerrelationships
delivering
replacesthe historicalfocuson the exchange
the limitsof the exchange
paradigm.Theauthorswelcomethischangeanddiscussits implications,
formarketing.
the meritsof valuecreation,andthe futureparadigm
paradigm,
construct
xchangehas arguablybeen the foundational

in marketing for several decades (Alderson 1957;
Bagozzi 1975; Houston and Gassenheimer1987; Hunt
1976; Kotler and Levy 1969). The shift toward the
exchange paradigmwas crowned by the AmericanMarketing Association (AMA) when the word "exchange"made it
into the official definition of marketingin 1985 (the first
revision since the adoption of the original definition in

TheExchange
Paradigm

1935) as a central theme: "Marketing is ... to create

exchanges that satisfy individualand organizationalgoals."
Since then, the prevalence of exchange in marketing has
been unchallenged."The act of exchange is the consummation and confirmationof the marketingprocess, and brings
the marketingconcept to life" (Anderson,Challagalla,and
McFarland 1999, p. 9). "[T]here is a growing consensus
that exchange forms the core phenomenonfor the study of
marketing"(Bagozzi 1975, p. 32). "Exchangeis a central
concept in marketing,and it may well serve as the foundation for that elusive 'general theory of marketing"'
(Bagozzi 1975, p. 39).
Given its gravity in marketingliterature,and once advocated as the fundamental subject matter of marketing
(Bagozzi 1975, 1979), the word "exchange" is curiously
missing in the new definitionof marketing.In the new definition, a focus on creatingand deliveringvalue throughcustomer relationships permeates over creating satisfactory
exchanges. Could exchange be justifiably eradicatedfrom
the official definition of marketing? Was this change
inevitable for marketingreform?We arguethat the replacement of exchange with value creationis the distinctive difference between the 1985 and the 2004 AMA definitions of
marketing.1We welcome this change and argue for the
1Anothernotable difference is a managerialviewpoint in neglect of the
broad impact of marketingon society. This is not entirely new; there has
been an unfortunatetrend toward a narrowingmanagerialfocus in previous iterations(e.g., Gundlach2006; Wilkie 2006). In this article, we limit

Exchange, the act of giving or taking one thing in returnfor
another,is not unique to marketingand, by unspokenacclamation, is a centralconcept in virtually all human sciences
(Anderson, Challagalla, and McFarland 1999). Exchange
researchcan be found in economics, sociology, psychology,
anthropology,political science, semiotics, education, theology, philosophy, medicine, military science, management,
law, communication,and fine and performing arts. In his
seminal work, Bagozzi (1975) describes three types of
exchange: restricted,generalized, and complex. Most marketing exchanges are generalized(at least three actorsbenefiting one another only indirectly) and complex (at least
three actors with at least one direct exchange and a web of
relationships)ratherthan simply restrictedexchanges (i.e.,
two-partyreciprocal)(Bagozzi 1975). Marketingexchanges
are also mostly mixed with both utilitarian(economic) and
intangible(symbolic) aspects. These exchanges can be both
internalto the household/businessorganizationand external
(Lusch, Brown, and Brunswick 1992).
Marketing scholars have perceived exchange as the
underlying key phenomenon for desired outcomes (Houston, Gassenheimer,and Maskulka 1992), with the premise
that societies' problems are solved only when exchanges
occur (Bagozzi 1979). The proponents of the exchange
paradigmseem to agree that "[e]xchange is not an end in
itself' (Houston and Gassenheimer 1987, p. 10) and that
"end is need satisfaction" (Houston, Gassenheimer, and
Maskulka 1992, p. 131). Thus, the general frameworkfor
need
examining exchange has been exchanges
satisfaction.
We contend that this frameworkis limiting for the conceptualization of marketing. There are practical limits on
the generic applicabilityof all exchange processes, including the conventionalmarketingprocess (Anderson,Challagalla, and McFarland 1999, p. 11). Perceiving all human
-
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positive implicationsof a shift away from the sacredcow of
exchange. To make our point, we discuss the limits of the
exchange paradigm,the merits of the value creation paradigm, and the futureparadigmfor marketing.

our attentionto the lack of exchange and leave the inquiry of the narrowing focus to other scholars.
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