University of Montana

ScholarWorks at University of Montana

Graduate Student Theses, Dissertations, &

Professional Papers Graduate School

1972

Marketing and the social viewpoint: An appraisal of the attitudes

James Robert Merrick
The University of Montana

Follow this and additional works at: https://scholarworks.umt.edu/etd

Let us know how access to this document benefits you.

Recommended Citation

Merrick, James Robert, "Marketing and the social viewpoint: An appraisal of the attitudes" (1972).
Graduate Student Theses, Dissertations, & Professional Papers. 5626.
https://scholarworks.umt.edu/etd/5626

This Thesis is brought to you for free and open access by the Graduate School at ScholarWorks at University of
Montana. It has been accepted for inclusion in Graduate Student Theses, Dissertations, & Professional Papers by an
authorized administrator of ScholarWorks at University of Montana. For more information, please contact
scholarworks@mso.umt.edu.


https://scholarworks.umt.edu/
https://scholarworks.umt.edu/etd
https://scholarworks.umt.edu/etd
https://scholarworks.umt.edu/grad
https://scholarworks.umt.edu/etd?utm_source=scholarworks.umt.edu%2Fetd%2F5626&utm_medium=PDF&utm_campaign=PDFCoverPages
https://goo.gl/forms/s2rGfXOLzz71qgsB2
https://scholarworks.umt.edu/etd/5626?utm_source=scholarworks.umt.edu%2Fetd%2F5626&utm_medium=PDF&utm_campaign=PDFCoverPages
mailto:scholarworks@mso.umt.edu

MARKETING AND THE SOCIAL VIEWPOINT:

AN APPRATSAL OF TIE ATTITUDES

By

James R. Meri‘ick

B.A, University of Montana, 1968

Presenizd in partial fulfillment of the requirements for the degree of
Master of Science
UNIVERSITY OF MONTANA

1972

Approved 'by*b
. . / )y
v A/l _1, i

Chajs HETers

' I‘Jt

Degh, “Grosaate Schoo],/

M /;//J?zz

Date / /

i




UMI Number: EP41090

Al rights reserved

INFORMATION TO ALL USERS
The quality of this reproduction is dependent upon the quality of the copy submitted.

in the unlikely event that the author did not send a complete manuscript
and there are missing pages, these will be noted. Also, if material had to be removed,
a note will indicate the deletion.

‘Dissertation Publishing

UMI EP41090
Published by ProQuest LLC (2014). Copyright in the Dissertation held by the Author.

Microform Edition © ProQuest LLC.
All rights reserved. This work is protected against
unauthorized copying under Title 17, United States Code

ProQuest LLC.

789 East Eisenhower Parkway
P.O. Box 1346

Ann Arbor, Ml 48106 - 1346



7-17-72

TABLE OF CONT ENTS

CHAPT ER

I, INTRODUCTION ¢ & o o & v o o o o ¢ o o o

II, MARKETING ETHICS o ¢ ¢ o o ¢ o o o o o o

Ethical Awakening:

Grey Area Practices

Ethical Code/Legal FramewWork « « o « «

Marke'bing I‘{Oraji'ty s s s s e s e e e e o

IIT. FRA OF HEIGHTENED SOCIAL CONSCIOUSNESS . .

Controversy Concerning Business Objectives:

ch‘tions L] « o o & o . e e - . L] . ¢ o

Tdealism: Profit Making « « « « o o« « o &

Market Mechanism as a Control Element:

ReSpOnSibili ty o & * . * s o L] » o & ¢ e e . L]

Pluralism . . . .
Sumary . . . . .
Iv. CONSUTIEI% SERVICE . .
Marl;etiﬁg Concept
Consumer Protection

Recommendations and Summary

BIBLIOGRAPHY . . . . . .

*

»

« 9

o« o & . ¢ o .

ii

ooooo

.

L

Social

s L] L

PAGE

v N N o H

.13

13
15



CHAPTER T
INTRODUCT Ok

It is every man's duty to mszke himself profitable to
mankind. ‘
-~ Seneca
Today's era of a héightened social consciousness forces the
marketing function to be exercised in a different and somewhat more
bdifficult environment. Because marketing is a major iuwmciion of
business enterprise, its status encourages an involvement in the ica-~
troversy over business objectives in general, thé Iarge corporation,
and business management. Many argue that the objective of marketing
and business is to mske profits, or, "business is business." Others
claim the power of the business community, portrayed by tle large
corporation, requires an assumption of responsibility in support of
the advancement of human welfare. |
The social function of marketing is presented as survivel,
pfofit meking, social responsibility, and service. Marketing's basic
function, interpreted by C. W. Cooke,is offered as, "the building zd
maintaining of a consumer market for any product."l Marketing is the
conduct of that phase of business "which is concerned with(the'deier-

mination and supplying of consumers' needs, and therefore it is that

2 :
C. W, Cooke,"The Social Values of Marketing," The Conference
Board Record, L(2):3L (February, 1967).

1



o
management operation through which business fulfills its obligafions
to society in the role of consumers."2

The implication of the market.ng concept has caused the market
to replace both production and selling as the control element. If the
consumer is perceived as the center of business and marketing decisions,
it would =zppear that good‘business practice involves "the improvement -
of human well-being in the material Sphere."3 "As thé impact of mar-
keting on society increases, so does tﬁe social responsibility of -
marketing»people."h

Individuals like Iizlph Nader have encouraged public partidipa-
tion}in corporate decisioh;making. Radically diffefent ideas concerning
business are being voiced by the young businessmen of the present gen-
eration. Téday.there seems to be a "greater belief in 'spreading the
5

dollar.'"” What are the causes of this increased concern? Robert
Holloway lists four: (1) society's increased complexity; (2) an expan-
sion of knowledge in the social science:; (3) dependency of the parts‘

of society, and (l;) ethics.6 Paternalism, philanthropy, the threat of

2Robert Bartels, The Development of Marketing Thought (Homewood,
Ilinois: Richard D. Irwin, Inc., 1962), p. 219.

3Albert Wesley Frey (ed.), Marketing Handbook (New York: The
Ronald Press Co., 1965), p. 27.

hRober’o J. Lavidge, "The Growing Responsibilities of Marketing,"
Journal of Marketing, 3h(1):28 (January, 1970).

Sﬁstudent Panel Airs Views of Susiness at Distributor Meet,"
Marketing Insights, L(1L):5 (February 2, 1970).

' 6Keith Davis, "Understanding the Social Responsibility Puzzle,"
Business Horizons, 10:L7-U48 (Winter, 1967), as cited in Robert J.
Holloway, "The Hallmark of a Profession," Journal of Merketing, 33(1):
90 (January, 1969).
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Alabor end governmenﬁ, and genuine feelings, are the causes of the oub-
growth according to Karl Elling.7 They, in turn, are gauged in terms

of maxismm costs or incidental benefits. The parts of society are
becoming more dependent on other éarts as a result of technology,
communication, and politics. An expansion of knpwledge in the social
sciences concerns the effect of business on the social system. The
rﬁles of pure competition do not apply todzy. Business has more
flexibility for responsible action and people favor this due to current
eciiical concebts.

Social and economic overtones lace the predicament faced by
mané;ement. Must the historic legeal and economic obligations be com-
pounded by the burden of social responsibility? Marketers are being
-eriticized for not contributing to the solution of society's social and
economic ills. This is a relatively new phenomenon. Consuﬁerism, the
poverty problem, cultural services, and pollution compound areas of
increased attention. These areas focus on such sins of commission as
fraudulent and deceptive advertising, packaging, pricing, -and credit
‘practices.

The traditional assumption that rigorous competition will pre-
vail serves as the justification for a private enterprise economy.
According to a basic tenét of competitive theory developed by Adam
Smith and other classical econémists, business firms will attermpt to
maximize profits. The best interests of stockholders and the general

public would be served through the wise allocation of society's scarce

TKar1 A. Elling, Introduction to Modern Marketing (New York:
The Macmillan Co., 1969), p. 70.
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resources. Privaﬁe interests are thus reconciled with the public good
mder a competitive market sy_s‘c,em.8 These assumptions were questioned
by Adolf A. Berle, Jr., and Gardiner C. Memns in 1932.° The debaic
over corporate responsibilities was born. Corporate stock ownership
héd become dispersed and corporate cepital asset control had become
concentrated. As a result, management's economic power was increasing
. and the effectiveness of stockholder control was decreasing.

Much has been written in the past ten years sbout the broad
aspects of social responsibility. As the issue is a2 relativsly new
phenomenon, however, many questions remain to be answored. A sarvey
of the 1iterature should provide an answer to the following questions.
Do marketers have a social responsibility beyond providing quality
goods snd services to consumers? If so, has the viewpoint of social
responsibility been recognized by the ma.rké’cing fraternity? How are
thosé in the marketing environment responding?

The enalysis will be based on a survey of the literature of
the past ten yéars. An accurate reflectiop of attitude will be used

*to ascertain whether marketers are merely pgying lip service to the
problem, or if they are taking a dedicated stemd. in determining its

solution. The layman should abttain a better perspective, understarding,

8Charles F. Phillips, Jr., "What is Wrong with Profit Maximiza-
tion?" in Marketing and Its Environment, ed. Richard A. Scott and Norton
E. Marks. (Belmont, California: Wadsworth Publishing Co., Inc., 1968),
p. 276. Reprinted from Business Horiwons, Winter, 1963.

9Ibid., citing Adolf A. Berle, Jr., and Gardiner C. Means, The
Modern Corporation and Private Property (New York: The Macmillan Co., .
1932). See also Adolf A. Berlie, dr., Power Without Property (New York:
Harcourt, Brace and Company, Inc., 1959).
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and recognition of the current trends, problems, and attitudes concern-
ing social responsibility in marketing.

Thé ethical framework will involve discussions of marketing
morality, responsible promotion memagement, and'rl'emedial efforts
which have taken place. Next, the pros and coﬁs of profit making
versus social responsibility will be explored; investigation qi‘ 'bhe
- market mechanism, idealism end pluralism should aid in this analysis.
The implications of consumerism and "The Era of the Consumer Ethic!

will be complemented by a look into the future.



CHAPTER II
MARKETING FETHICS

According to Keith Davis, "The substance of social responsi-
bility arises from concern for the ethical consequences of one's acis
as they might affect the interests of owbhers."10 A firm's viewpoint
toward social responsibilities in a successful venture, according to
Bugene Kelley', generally parallels that -of socie’oy.ll He deli.es .
marketing ethics in this manner:

Marketing ethics is the arez of marketing study =nd

thought concerned with defining norms for judgments about
the moral consequences of marketing actions. In practice,
marketing ethics is concerned with standards of adeguate
behavior in terms of marketing policies and practices
within legal and social constraints at a point in time.
The concern of the theorist is with what is acceptable

behavior in terms of right and wrong in a culture at a
-point in time so that decision meking can be more success-

ful.12

In many cases, companies do not issue directives or furnish
guidelines when it comes to the issue of ethical responsibility. As a

consequence, it becomes an individual rather than a group concern. As

10keith Davis s "Understanding the Social Responsibility Puzzle,"
Business Horizons, 10(L):1i6 (w’mter, 1967).

llEugene J. Kelley, "Ethics and Science in Marketing," in Man-
agerial Marketing: Perspectives and Viewpoints, ed. Bugene J. Kelley
and Villiam Lazer (Homewood, Il1inois: Richard D. Irwin, Inc., 1967),
p. 78. Reprinted from Science in Marketing, ed. George Schwartz (Msu
York: John Wiley and Sons, Inc., 1965), pp. L65-83. See also, E‘ugene
J. Kelley, "Marketing and Moral Values in an Acquisitive Society," in
Marketing: A Maturing Discipline, ed. Martin L. Bell, Proceedings of the
Winter Conference of the Amemcan Marketing Assoc:Latlon, 1961, pp. 195-
203.

12134., p. 8L.



an individual operates within his sphers of influence, he. can make
value judgments concerning relevant issues, and let his conscience

function as his guide.

Ethical Awakening: Gi'ey Area Practices
| Robert Holloway and Robert Hancock remind us that bus:\_ﬁess
ethics isinot a new topic of discussion. .What is new, however, are
developménts since the mid-1950's and the so-called ethical awakenirz.
Ethical and moral responsibilities of businessmen appear to be of m:jor
concern 1n many corners o'f business life. It will be interestains 'i;o
review the results of Ralph Nader's two-year S’cudy on corporate eciti--
zenship. Ethics to many, however, is stlll a grey area, an area
having no norms or clearly set forth velues. An alternative to ethi-
cdl behavior is often legal restraint. .Holloway &nd Hancock come
direc‘oly‘to the point in this statementV:, .
Men themselves are measured in quantitativé {’cerms on
thow much! the firm or activity grows with their actions.
Men are not measured on the basis of their moral contribu-
tions to the business enterprise.l3
This is very trve, and it serves to emphasize the importance

of the individual act. A balance must be found between job performance

snd personal satisfaction.

Bthical Code/Legal Framework

It must be remembered that the boundary between truth and de-
ception is difficult to establish. The above authors favor the ethical -

code as a vehicle to heighten the standard of conduct. They qualify

13Robert J. Holloway and Robert S. Hancock, Marketing in a
Changing Fnvironment (New York: John Wiley and Sonms, Inc., 1968), p.212.
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their statement: "Whether a code will enhance behavior is contingent‘
on its content and the methods of enforcement."lh It is unfortunate -
that 2 universsl code of standards i: missing in marketing conduct.
One must establish his own code and attempt to be ethical in business
dealings.

It is the contention of E. B. Weiss that grey-area practices
are becoming more prevalent in modern marketing.ls
For many years, marketing has believed--or professed to
‘believe--that 'let the buyer beware! had been more or less
decently interred decades <o, )
Today, legally covract, bub ethically dubious marketing
practices seem to have become almggt the hallmark of our
~ large consumer goods manufacture.*
This zppears to be the case as the cousumer is becoming more educated
and is aware of the inconsistencies of past marketing practices. It
is doubtful that companies are not coghizant of the growing consumer
expei-tise; consequently, grey-area practices are prébably on the
decline.
The philosophy of the day, in considering borderline
cases involving public taste, fair dealing, amd full and
accurate information, too often ,?efams to be: 'This is the
deal--can we get away with jp21d

The preceding author's contention is obvious: - chamging circumstances

have antiquated past legalistic approaches.

lbzb_g:._c}_., p. 213.

15]3. B. Weiss, "Shopper is Dained . . . in Grey Tints," in
Modern Marketing Thought, ed. J. Howard Westing and Gerald Albaum (New
York: The Macmillan Co., 1969), p. 203. Reprinted from Marketing '
Insights, 1(L) (October 2L, 1966). ’

ot = it

161144,

1734, , p. 206.



Marketing Morality

Competition and other pressues cauée the marketing area, in
particulér, to ﬁe prey to unethical conduct. Marketing morality enters

as a prime responsibility of the corpuration and its top executives.

P

"They (executives) are responsible for business ethics right down to

the last satlesma:a."18

Recent. activity appears to sunpor*ﬁ the following by John
Westing:

Todgy, at leacv in the serse nf caring, the situation seems
to have changed. Tris is not to say that the businessman today
is willing to pgy 2 high price fcr morel respectability, but he
is sufficiently concerned to want to know the price. The con-
cern of the businessmen is evident in a variety of wgys: in
the increasing flocw of brochures and pamhlets published by
companies on the social responsibilities of business; by the
willingness to question whether business may have goals other
than profit maimization; by the concern being exhibited over
racial equality, slum clearance, and pollution control; and,
most of all, by an amazing eagerness to discuss the subject of
morality and ethics.

The question is asked whether Ghere has been a change in the
businessman's attitude toward ethics. It is the amthor's hypothesis:
‘"The executive today is no more nor loss concerned sbout ethics than
was his counterpart a century ago. The man has not changed, but his

environment has. In a subsistence economy, ethics get short shrif’o."zo

le’”I/Iarketing Morality on Trial," Sales Management, 86(L):2)
(February 17, 1961).

1950 H. Westing, "Some Thoughts on the Nature of Ethics in
Marketing," in The Enviromment of Merketing Behavior, ed. Robert J.
Holloway and Robert S. Hancock (New York: John VWiley and Sons, Inc.,
1969), p. 183. Reprinted from Changing Marketing Systems (Chicago:
American Marlketing Association, 1967), pp. 161-163.

201114,
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To contirue, "at a given time, the level of ethics in 211 major occu-
21
pational groups of a societ; ty are very nearly the same."

John Kenneth Galbraith's book, The Affluent Societly, is a

criticism of our economy's excessesS, an emphasis on material wealth
acquisition. Galbraith sees a social imbalance in our system because
- the wealth of privately produced goods has caused a crisis in the
supply of public services.gz Society has a_lso been portrayed by Vance

Packard as subverting moral values for social approval. In The Waste

23

Makers, he attacks "consumptior: for consumption's sake."

Abuses in advertlsing and persanal selling entailing untruths,
bad taste, and deception have rece:ved the brunt of criticism. As
stated by Engel and Wales:

The task for the businessman is to meet buyer needs in
the private sector while, at the same time, recognizing that
public needs cannot go unmet. This delicate balance focused
on profit as a reward for service to the buyer lies at ’ohezh
heart of a philosophy of responsible promotion management.

Hugh G. Hoffman, president, Opinion Research Corporation,
Princeton, New Jersey, voiced: -

Advertising agencies and the networks rate h:Lgh on the
consumer's list of industries which fail in ethics. Agencies
are criticized for false and mi. sleadlng ads, type of products
adare criticized for poor progrgmm_r ig, low caliber of advertising
arand ads for certain ncoducts.
and ads for certain ncoducts.b

-~ ~

2l1hid., p. 18l.

22Holloww and Hencock, Marketing'in a Changing Environment, p-

206.
23Tbid., p. 210.
hJames F. Engel, Hugh G. Wales, and Martin R. Warshaw, Promo-

tional Strategy (Homeurood Illinois: Richard D. Irwin, Inc., 19073, .
502.

25 Anti - Consumerism is Lost Battle, AMA Told," Marketing In-
sights, L(2L): L (April 13, 1970)

prtened = ol




Criticisms are justified in many cases concerning certain
business ac’oivities; Tt would appear obvious that remedial efforts
are needed in the area of promotional practices. The following is
seen as a fypical case in point. A Federal 'frade Commission complaint
stated Profile Bread advertising might lead customers to believe the
bread by itself would cause weight loss. The problem was resolved as
the ITT Continental Baking Company agreed to spend 25 percen£ of its
advertising budget for Profile Bread on Y"corrective advertising.”

This is the first time a company has agreed to the "corrective adver-
“tising" provision in a consent order.’

Particularly depressing is the activity in the breskfast food
mar,ket.A The Federal Trade Comnission has charged the four leading
manuf acturers (Kelloggs, General Mills, General Foods and Queker Oats)
with illegally monopolizing the market and forcing consumers to pgy
"artificially inflated" prices. The four were accused of individual
but similar anticompetitive practices in violation of Section 5 of tha
Federal Trade Cormission Act. This section prohibits unfair and decep;-
“tive trade practices, including the restraint of competition. False
adveftising was listed as = device to achieve the alleged monopoly as
the products were advertised as body builders and aids to weight cortrol.

Nevertheless, activities have expanded in industry self-regula-
tion, public service, and chaﬁtable efforts. Cooperative self-regula-
tion has taken the following 'i‘orms: (1) Better Business Bureaus; {2)
policing by advertising media; (3) cooperative improvement efforts;

6
and (L) dissemination of information.2" The National Association of

26mgel, Wales, and Wershaw, Promotional Strategy, p. 503.
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Broadcasters ié at the forefront of ihdustny self-regulation. Such
associations can suéport research, enforce strict codes, and continue
service cctivity. The Ad Council and the Better Business Bureaus are
excellent examples of self-discipline.

Today, the advertising industry sppears to be undergoing a
period of repid and significant change. Through the impetus of the
Federsl Trade Cormission, more "straight" (less extravagant) informa-
tion is being put into advertisements. The Sta Dri Anti-Perspirant
ads illustrété candor as they state that no anti-perspirant really
keeps penple dry, but will meke them stay dryer. Hopefully, the trend
will Lead to fewer ads aimed at children and less promotional puffery.
Improved market research may 2lso be used to determine what products
consumers really need. The whole process is vitally important as

advertising is essential to marketing.



CHAPTER III
ERA OF HEIGHTENED SOCIAL CONSCIOUSNESS

- It is the popular feeling that competition in the United States
has declined and that prices are administered or institutionally deter-
mined. Management ha’sAsome freedom to set prices and dete:miﬁe the
rate oi‘ tgchno}ogical change znd economic growth. Because the corpor-
ation is éonsidered an iné’c;itution and its continued existerce is -
;i.nxperative s Management must become socizglly responsible 11 order to
maintain a private enterprise economy. Business cannc;t.contin‘ue 1%s

dedication to growth.

Controversy Concéi‘ning Business Objectives: Social Functions

The implications presented by social responsibiliﬂy are three:
(1) compgtition in our economy has beéome 50 ixﬁperfect that the market
is a poor regulator of corporate behavior; (2) value judgments must be
'ma.de' as a requirement of conscience; and (3) £he major function of
economizing ié difficuit to carry out.g7 Society is beset by many
complex problems--mass transit, poverty, race relations, urban deczr,
employment of minorities, to mention only a few. They pose a threat
to our society's structure, including that of the bﬁsiness commmity.
"To deal with these problems, the nation must draw on the resourées

and skills available,! 28

2TPhillips, "Profit Maximization," pp. 277-278.

2BuConsumerism: A New Force to Deal With," Marketing Insights,
L(1L): 3 (February 2, 1970). Reprinted from Business Week.
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Ce W. Cooke makes the claim that the social value of marketing
is attributed to certain social responsibilities: (1) To offer a
social producty (2) to make it available at 2 social price; and (3) to
make a social profit.29 Survival is, of course, the ultimate goal of
business and the measure of mavketing. A prerequisite to survival
would be profits. Another prerequisite to long-run survival would be
obligations or social responsibilities to employees, owmers, and the
commnity. More easily defined, “soéial responcibilities are those of
corporate good citizenship in a society."Bo

It is David Rockefeller's contention:

In social terms, the old cuncept that the owmer of a busi-.
ness had a right to use his property as he pleased to maximize
profits has evolved into the belief that ownership carries
certain binding social obligations. Today's manager serves
as trustee not only for the owners but for the workers and
indeed for our entire society. . « . Corporations have de-~
veloped a sensitive awareness of their responsibility for
maintaining an equitable balance among the claims of stock-
holders, employees, customers and the public at large.3l

Cooke attests to the distinct difference between the economic

responsibility of management to earn pfofits, and the social responsi-
'bility in administering the retained portion of those profits. the
administration is done wisely, sociebty will be served through a growing

enterprise, the provision of employment, and the payment of taxes.

Research, the development of new products, product improvement, and

29C00ke,"Social Values of Maiketing," p. 32.
3OKelley, "Ethics and Science," p. 86.

Nppillips, "Power Maximization," p. 275, citing David Rocke-
- feller, "The Changing Role of Business in Our Society," an address
begore the American Philosophical Society, Philadelphia, November .8,
1962, '
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- awareness of the consumer's needs and desires, aid in the accomplish-

ment.32

Jdealism: Profit Making

'It is the opinion of Theodore Levitt that man;egement should
apply increased idealism.33 Tt is important toA note that the article
was written in 1958 and reflects the attitude of that era. Leyitt
expresscd the need for pluralism in a free enterprise system. The
govermmant takes over when welfare 'is not automatic. "Corporate wel-
‘vare makes good sense if it makes good economic sense."Bu Business
1ea.d.efs as individuals, civic organizations, znd the govermment are
to handle social responsibility. In broad connotation, the material
aspects of welfare are to be the concern of business, and the general
welfare that of goverrment.

In the end, business has only two responsibilities--
to obey the elementary canons of everyday face-to-face
ciﬁl;%y (honesty, good faith, etc.) and to seek material
gain.- : '

Henry Ford IT comments in the same vein:

Todgy we need that phrase 'business is business! just to
remind us that business is not first and foremost a socidl
institution, a charitable agency, a cultural gathering, a
commmnity service, a public spirited citizen. It is an action
organization geared tg produce economic resulis in competition
with other business.3

32Cool«:e, "Social Values," p. 36.

33’i‘heodore Levitt, "The Dangers of Social Responsibility,"
Harvard Business Review, 36(5):L8 (September-October, 1958).

Shpid., p. L8. 35Tbid., p. L9.

36Phillips » "Profit Meximization," p. 276, citing Henry Ford IT,

"what America Expects of Industry,"” an address before the Michigan State

Chamber of Commerce, October 2, 1962.
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Bugene V. Rostow furthers the case of profit maximization.
Social responsibility will "sabotage the market mechanism and systeri-
atically distort the allocation of resources. . . ."37
The corporate conscience is irrelevant to the corporate
purpose. Conscience is not something you introduce as a
piece of organizational decor, performing simply a decora-
tive function. If it is allowed to influence the mechanism
of economic decision-making, conscience automatically assumcs
a central role. Nothing could be worse. The stronger the
conscience the harder it will be to gake a businesslike deci-
sion and get the economic job done.3
It is ridiculous to minimize the importance of profits to »
corporation. The business that does not survive is éverybnc‘: 1% a-
bility. But, profits must be kept at a "reasonable" level. The
corporate conscience is not irrelevant to the corporate purpose. A
more moderate viewpoint other than the traditional economic function

6f'producing goods and serviéés at a maxdmum prefit must be adopted.

The aforementioned viewpoint is too self-serving.

Market Mechanism as a Control Element: Social Responsibility

Those who advocate corporate social reéponsibility claim the
- market mechanism is not an effective control because it does not con-
trol price and technological innovation. Nevertheless, Charles Philliips
argues consumer interest is protected ﬁo a sufficient degree by compe-
tition.
The danger in accepting the philosophy of social respoﬁsi—
bility is that menagement will forget its economic function

and will attempt to assume the functions that have tradition-
ally been assigned to the market mochanism.39

3mid., p. 280.

J
eals ,fBIbigé’ citing "The Mythological Potency of 'Peoples' Capi-
ism, " p. . '

39Tb1d., p. 261,
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An oppo'sing viewpoint is oi‘feréd by the following quotation: -

"The overriding objective for business is to continue and fco strengthen
its periormance in aiding and stimulating 2 high and ‘rising standard

nhio Buyer votes

of living while meeting its broader responsibilities.
‘in the marketplace determine what is good for society, according to
the author. Businessmen feel the decision is not theirs to make.
"Businessmen should be concerned shout the values of the socieﬁy they
are serving, but public taste is deeply ingrained in the values of

i}

sucirety in 'c-ﬂlﬁ;.ch the firm is a servant." Joel Deen states that,

‘"profits are an objective measure of the social value of ideas and the
natici.adl consensus is found in market _perfomance."hz
William Lazer, on the other hand, contends marketing is more
than a technology of the firm in an economy of sbundance. He represents
the '_View of the present generation contrasted with that of William
Levitt. Lazer views marketing as "an institution of social control
instrumental in reorienting a culture from a produéers' to a consumers!
cul‘cu;r'e."LL3 Mérketing must serve the goal_s of society by acting in
‘the publis interest.
In addition to its current sense of purpose in the firm,
marksting must develop its sense of community, its societal
comm® trents and obligations, and acceplt the challenges
inheront in any institution of social control.
Marketing practice must be reconciled with the concept of

community involvement, and marketing lﬁhaders must respond to
pressures to accept a new social role.

hofhgel, Wales, and Warshaw, Promotional Strategy, p. 507.

Wrysa., p. 508. h2qsq.

h3wi]liam Lazer, "Marketing's Changing Social Relationships,"
Journal of Marketing, 33(1):3 (January, 1969).

Ypia., pp. L-5.
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The major social justification of markéting is found through "ofi‘ei‘:‘.ng
product-service mixes ahd commercially unified spplications of the
results of technology to the mérketplace for a profi’c."’-‘5 ~ Lazer
states:
The criteria for judging our economic system and our
marketing activities should include opportunity for consum-
ers in develop themselves to the fullest extent, personally
and professionally; to realize and express themselves in a
creative mammer; to accept their societal rtegponsibilities;
and “o0 achieve large measures of hzppiness.™
The author believes we have not attained a justification for
nar econcmic system. As -a result, marketing is conffon’ced by a chal-
lenge, "the challenge of changing norms and valves to bring them into
line with the requirements of en abundant economy . . . to justify and
stimuilate our sge of consurption."

What is required is a broader perception and definition of
marketing than has hitherto been the case~-cne that recognizes
marketing's societal dimensions and perceives of marketing as
more than just a technology of the firm. For the multiple con-
tributions of marketing that are so necessary to meet business
challenges, here and abroad, are also ﬁgcessm'y to meet the
nation's social and culturzl problems.

Pluralisi

Keith Davis explains pluralism, a basic reality in modern busi-
ness culture, and a pluralistic society, as a "soeial system in which
diverse groups maintain autonomous particip atiqn and influence in the

social system."b'9 As business is influenced by other groups in the

system, business, in turn, influences them. It is because of this,

W54, Lopi4., p. 6.
bThsa., p. 7. W8ryi4., p. 9.

}49Dacvis, "Social Responsibility Puzzle," p. L6.
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according to the rationale, “that businessmen have to be socielly |
responsible for their actions. "Busipess, in the long run, to main-
'Eain_its position of power, must accept its responsibility to the
whole of society."

Davis goes on to define the Iron Law of Responsibility and the
Potver—Respoﬁsibility Equation. The implications are, of course, "those
who do not ‘take responsibility for their power, ﬁl‘bimately shall lose
it," and "social responsibilities of businessmen arise _from the amouht

51

of social power they have." Obligations not assumed by busiiess.
will be assumed by other groups, among them, the goverimment. Becauce
many centers of initiative exié’o in the social system, the auther
admits no need exists for business to be "a monolithic dispenser of :
welfare, over-shadowing the state as it cares for everyone's _prmalems."s2
Victor H. Pomper offers a somewhat different view: W“The goal
within and throughout the framework of the organization is building
human capital by virtue of individuals! self—developmen'b."s 3 In othor
words, the obligation of business toward society is development of
'enrployeé_s’ minds and spirits. Pomper contends "business represents
social organizations formed to minister to tﬁose human beings associ~
ated with it, to help these people live and grow, not vice versa."5

Human resources in the organization are thus freed to exercise higher

capacities such as creativity, self-development, etc.

507phid., p. LS. 5lthid., p. LS.
52Tbid., p. L9.

» 53Victor H. Pomper, "What Does Business Owe People?" Printers!
Ink, 276(7):50 (August 18, 1961).

Shrpia.
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The goal of ; business is that it grow and prosper through

change and improvement in all its activities. By so doing it
offers continuing incentive for employees to rise to challenges,
to struggle and cope with problems, and thus to develop their
cagaFities~-not justs?eterially, but emotionally, mentally ana
spiritually as well.

"Marketing can work as a persuasive force in guiding the devel-
opmént of natural resources and human capital cgpabilities inuto the
most socially desired and sccepted channels of growbh."56

Robert J. Holloway lists six points for expioration: (1) Mar-
keting decisions should be made with thg community in mindy (2) marke-
ters should be concerned znd involved with legislation st #il lcveis;
(3) marketing has a responsibility for delivering the standard of
livingAto 211 people; (L) marketers cén improve the climate for human
rights; (5) marketing should include broad environmental matters; and
(6),marketers)should mzke an effort to improve tiis economic s;yste\.rn.;-7
It is his opinion that marketing should adhere "to an ideal of socizal
service which transcends the immediate tasks with which its members
are_occupied."s8

- A comfortable mean between the fwo extremes is the answer, ac-

cording to Chérles Phillips. Profit maxdimization would guide manzgement

in the socielly responsible approach.59 Richard ¥ells also presenis a

851114,

S6Wal~ber L. Jeiffrey, "The Conglomerate Corporation end Marketing
in a Changing Society," in Changing Marketing Systems, ed. Reed Moyor
(Chicago: American Marketing Association, 1967 Winter Conference Pro-
ceedings, Series No. 26, 1967), p. 152.

57Hollbway, "Hallmark of a Profession," p. 91.
58mpid., p. 95.

59Phillips, "Profit Medimizstion," p. 276.
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comprorise. Profits, the primary considefaiidn, would be intertwined .
with social obligation in the decision-making process.

The corporation that is efficient, that constantly strives
to irprove old products and introduce new ones, and that seeks
- to satisfy consumer demand in the most efficient manner and
at the lowest possible pg%ce is the one with the strongest
case for mazcdmum profit.>— ' ‘

Although acceptance of the view of socizl responsibility
camot be fully supported by objective evidence, there is some
indication that business executives are influenced by a sense
of their social economic responsibilities and the kncwledge
that their decisions have far-reaching consequences. This
.resuvlts in consideration of the long-term consequences of de-
cisions rather than of the irmedisate profit maximiza,tion.é2

Charles B. McCoy, president, E. I. duPont deNerwws and Sompany,
stated:

Obviously, no business can operzte successfully, over a
long period of time, in a crumbling social structure or in
society that is hostile to enterprise. . . . Increasingly,
it is becoming part of mansgement’s job to be informed on
public affairs and to be sensitive to non-economic factors.
‘e o « .We can no more turn our backs on urban and community
problems in areas where we have the ability to mske a contri-
bution than we can ignore production or szles problems. If
there is to be healthy economic growth, if we are to attract
the kinds of companies that can contribute to this growth, we

"will have to bg as alert to social needs as we are to business
opportunities.©3

CorpofationSvhaye been charged, by Edward J. Gelsthorpe, presi-

dent of Hunt-Wesson Foods, with contribution to our sociel problems.

6oIbid., p. 281, citing Richard Eells, "Social Responsibility:
Ca? ?usiness Survive the Challenge?" Business Horizons, 2:37 (Winter,
1959).

éll‘bid., p. 282,

62Payl D, Converse, Harvey W. Huegy, and Robert V. Mitchell,
Elements of Marketing (Englewood Cliffs, New Jersey: Prentice-Hall
Inc., 1965), p. 562.

63uBysiness and the Community," Dun's Review, 91(5):110-111
(May, 1968).
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Businesses have placed an excessive emphasis onvmaterialism, they ha:ve'

caused pollution, and they have been guilty of an under-use of human

6. "Management must become fully cognizeant of its need to

65

talent.
protect end enhance the development'of‘ a sound public policy."
Bmployees can be encouraged to become involved as individuals.in the

solution of community problems.

Sumary
OveraJ;l., three major viei-:poiz_lts have been presented. First',
the traditional view states that (1) thé objective of business is to
make prelits (”business is busin_ess") s (2) there is no need to be con-
cerned with welfare, and (3) consumer interest is protected sufficiently
'bSr competition as buyer votes determine what is good for society.
Second, because marke‘bing and its responsibilitiés are much wider than
purely econonmic concerns, responsibility must be assum!ed in suppdr’o of
the advencement of human welfare. In order to survive, human reéources
must be déveloped. | Buyer needs mus’p be met in the .private sector and
public needs recognized. The most satisfying approach is ‘the third
6ne,' where profit maximization would guide management in the socially
responsible gproach, or, profits, the primary consideration, would be
intertwined with social obligation in the decision making process.
Profit is c reward for service to the buying public. Quotes 60, 61,

and 62 come directly to the point; marketers must reflect today's

6LLStanle;y E. Cohen, "Nader, Gelsthorpe Signal a New Era in Com-
pany Social Attitudes," Marketing Insights, L4(19):7 (March 9, 1970).

65

Jeffrey, "Conglomerate Corporation," p. 152.
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'a'btitude‘s of more responsible conduct in order to stay in line with

the values of society.



CHAPTER IV
CONSUMER SFERVICE

Marketing Concept

It was Betty Furness who stated, "business must first be edu-
cated toward the consumer and then the consumer toward the product.!
Implemernitation of the marketing concept as we know it today parallels
the concern over ethical aspects. Competition has not sufficiently
prouwccted the consumert!s interest. "Marketing has both a business
interest and a social responsibility in consumer service."67 William
J. Colinan, Jr., made the following remarks in the area of consumer
service:

Part of the business of business is aﬂjusting to changes

in the winds of ethics. Business exists and prospers by

adapting to a changing social order . . . thal the will of

society comes before politics or even economics. ggnsumer

ethics are the new situation morality of business. '
"The Erc of the -Consumer Ethics," the last half of the sixties, was
described as "a time in which the corporation will be expected to dis-
charge in a way satisfactory to society its duty to its cusﬁomers

before it thinks of its duty to itself or its stockholders.n®?

6°Betty Furness, "Responsibility in Marketing," in Changing Mar-
keting Systems, ed. Reed Moyer (Chicago: American Marketing Association,
1967 Winter Conference Proceedings, Series No. 26, 1967), p. 26.

°Trhid., p. 25.

68w1111am J. Colihan, Jr., "Ethics in Todagy's Marketing," in
Changing Marketing Systems, ed. Reed Moyer (Chicago: American Marketing
Association, 1967 Winter Conference Proceedings, Series No. 26, 1967),
p. 16l. '

91pid., p. 165.
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The difference will be (as against now) that the duty to
consumers will come first. Whereas, now we conceive that
the corporation discharges its duty to itself and its stock-~

“holaers by organizing to sult consumers.

"he new morality suggests that we must examine every
action in and of itself in relation to whoever may be af-
fected and what is intended before applying a blanket rule
to our proposed conduct.

I+ is part of the business of busmess to adjust to all
changes, including moral ones. 0

"he new phase of consumerism holds broad implications for
marketer:s. Robert D. Moran recommends that ‘marketers gdd the follow-
iug coandition to the marketing objectives:

To facilitate consumer choice and to improve consumer

dezision malclng cgpabilities so as to enhance the consumer!s

confidence in himself and increase the probability of con-
sumer satlsfactlon '

Consumer Protection

Earl Clasen sees no conflict between social morality and busi-
ness purpose. Our goal, in his words, is “fuil and free and open
commmunication between buyer and seller. . . . It is our responsibility
{0 bring to the marketplace an expert point of viez«r."72 ‘

In thé past, industry offered a negative response to consumer

agitation. Nevertheless, a significent impact on far-renging marketing

T01pi4.

i X
Thupnti-Consumerism is Lost Battle," Marketing Insights, p. 1.

2Earl A, Clasen s "Controlling Marketing Behavior in the Large
Firm," in The Enviromment of Marketing Behavior, ed. Robert J. Holloway
and Robert S. Hancock (New York: John Wiley and Sons, Inc., 1969), p.
192. Reprinted from Ethics and Merketing, lectures from a symposium
sponsored by the Merrill Cohen Memorial Fund and the Graduate School
of Business Administration, University of Minnesota, April, 1966,
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and management .deci_sions of the entire business community appear to
have been made. According to Tom Hopkinson:

This mounting concern for the general well-being of the
consuler may be telling the business manager that it is time
for business to leaven the traditional mass-marketing concept
of the consumer with a public relations concept of the con-
sumer. Instead of viewing the consumer solely as a sales
prospect, it may be time for business to take a broader, more
encompassing look at the consumer tec assess the full range of
his diverse needs and desives.

Such an examination of the totzl needs of the consumer
could be business management's initigl step in desling with-
~the growing problem of how to cope effectively with the steady
flow of proposed restrictive legislation and regulation ad-
vanced for the purpose of ¢iving the U. S. consumer more
'protection' for his ta: dellar. 3

Now, the consumer -:mterest wovement would present strong
evidence that it is time for the business manager to widen the
aperture of his consumer viewing apparatus to get a much
broader look at the total needs, desires, sensitivities, and
feelings of the people that buy his goods and services. And,
in such a consumer relations concept, short-rum sales and
profits will have to be a secondary consideration.

Now that the memketihg concept is consumer oriented, "the marketing
specialist looks at the consumer from the point of view of what he will
bu;y‘ at what pr'j.ce."75 A new concept hes evoived; the question is not

whether a product can be produced, but should it be produced.

.

"3pom 1. Hoohnson, "Newr Battleground--Consumer Interest," in
Social Issues in Marketing, ed. Lee E. Preston (G_e'iv:l.ew Ill:m01
Scott, Foresman and Co., 1968), p. 30, Reprinted from Harvard Busi-
ness Remev (September-October, 196L), pp. 97-10k.

T1pid., p. 309. Sbid.



CHAPTER V
THE FUTURE

" Robert Lavidge expects consumerism to increase in the 1970's
as mcie useful information will Be demanded by the customers. Product
performance testing, warranties, and gusranties may well be areas of

" increasec emphasis. Increased attention may focus also on goods and

services which cannot be labeled good or bad.v'?6

In evaluating the opportunities for new products and
services, the role of marketing people heretofore has focused
lagely on the question: Can it be sold? During the 1970's
there will be increasing attention to: Should it be so0ld?

Is it worth its cost to‘society?7

As marketing's functions have broadened, the areas in which it
can be a service to soclety have widened also:

Facing the kinds of changes which can be anticipated plus
those we do not now foresee, marketing people ¥witl have an
opportunity to make a significent contribution to society in
their day-to-day activities--influencing decisions about what
goods and services are offered, as well as helping bring them
efficiently to their end users in a climate which is increas-
inglx hostile to competigive activity and to many of the
functions of marketing.?”

Melvin Anshen looks into the future in the accompanyiﬁg analy-

Msicding profits for owners will not be judged a sufficient
test of the adequacy of the corporation's performance. Contri-
butions to general economic growth, to advances in productivity,

76La,vidge, "Growing Responsibilities," p. 26.

"id., p. 27. T8 rpi4.
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to innovation, to commmnity requlrements, to stability of
employment, to enlarged public services, and to. a variety of
similar social objectives will grow in importance as criteria
of management performance. '

Increasingly, marketing managers sre looking at the mar-
keting function--its objectives and the way in which it's
carried on--from beyond the marketplace: from the standpoint
of society.
The current social trend presents am obvious implicatic:.., "the
need for highlighting the constructive and'socially beneficial aspects
81

of the products or services being marketed.! Product promotion will
have to be recést as marketing must contribute to the quality, variety
.and quantity of satisfactions.sz Products will have 7 convey rele-

vance and offer genuine value in the future.

Recommendations and Summary

ManyApoints brought out thus far in the pgper are not "new"
items for discussion. What is new is the extended social involvement
in the problem areas. The form of expression is different today; we
are ekperiencing more outspoken social patterns for change. In a sense,

~ much progress h;s occurred during the past ten years. Marketers hare

950t M. Rathmell, Managing the Marketing Function (New York:
John Wiley and Sons, Inc. 1969), p. 573, citing Melvin Anshen in Man-
agement and Corporations 1985 (New York: McGraw-Hill Book Co., Inc.,
1960), pp. 209-210.

80mpid., p. 572,

81J L, Altken, "Irmplications for Marketlng in Current U. S.
Social Trends," The Conference Board Record, 7(12):39 (December, 1970).
(Presentazlon to the Dow Chemical Company Marketnnﬂ Research Council.)

82
Reavis Cox, "Changing Social Objectives in Marketing," in The .

Environment of Marketing Behavior, ed. Robert J. Holloway and Robert S.
Hancock (New York: John Wiley and Sons, Inc., 1969), p. h38. Reprinted
from Emerging Concepts in Marketing, Proceedings of the Winter Confér-
ence, American Marketing Association, December, 1962.
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.recognized the viewpoint of sociéilrespbnsibility; théy recognize the
need t§ provide quality goods and services to consumers. Nevertheless,
a total commitment or céntribution toward the solution of society's
ségial and economic ills has not been made. Lip service is primarily
being paid'to the problem's solution. If a baiance is to be achieved,
buyer needs must be met in the private sector and public needs recog-
nized.

It is indeed unfortunate that so few concrete examples of
voluntaxry complianceﬂare evident. Significant éteps to this peint 4n
time appear to have resulted frgm the ire and force4of pgblic opinion
resulting in 1§gislation. For example, the phasing out of Hexaciloro-
‘phene (HCP), a substance used in cosmetics, shampoo, soap, and deodor-
ants, has been broﬁghﬁ about solely through efforts of the Food and
Drug_Administration. If a consumer relations concept is to be adopted,
professional responsibility will have to extend beyond the legal aspect.

One §oint in particular must be kept in proper perspéctive,
profit is to bé a revward for service to the consumer. Consumer servine
vin marketi;g thus‘entails both a business interest and a social respons-
ibility. Business must have an'ability to meet its own goals and to
participate as part Of.thé to£31 commmnity in both the recognition and
solution of problems. A leadership role must be taken and the funding
of pilot~type programs would be a good start. This is, of course, a
contribution which is over and sbove the tax base; An important role
certainly exists in such areas as employment and hiring practices. The

increased sophistication and awareness of consumers should be met

through increased pre-market testing and research. Business should



serve as a trend setf.er and a réady reservoir of talent.

" One point which has been neglected is the importance of the
individual. A person carmot "change the world" but one can continu.
se’rﬁce activity in his own sphere of influence. Tt is important to
act as an individual and become involveci in civic affairs. In this
manner, everyone can contribute to the community. Also, 1t is an em-
ployee's duty to speak out upon finding product defects, false adver-
tising, etc. There is both legal liability and a moral argument to

support such a practice.
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