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Thus, consumers’ identities are affected by the groups they are members of (Belk 1988) by constructing a 
link-value between themselves and their peers (Cova and Cova 2002). Consumption objects are employed 
as mediums for creating the link to form a tribe (Cooper et al. 2005).  
 King (1998) and Richardson (2006) describe group traits, amongst sub-groups of football fans, 
which encourage consumer resistance. This is part of the group-identity and thus it becomes part of the 
identity of its members, both, through their initial definition as group members, given how they consume 
the game, and then, maintained, through sustained membership of such a group over time. 
 
FOOTBALL FANDOM AND CONSUMER RESISTANCE 
 

Given the cultural aspects of football consumption (Giulianotti 1999), fans construct meaning 
through their support/consumption by employing social action. As with all cultural products, they 
consume in different ways, and construct different meanings (Holt 1995). ‘Glocalization’ illustrates how 
fans in different countries create heterogeneous consumption cultures. 
 Glocalization of consumption-culture in football is described in King’s (2000) Football Fandom 
and Post-National Identity in the New Europe, which examines how Manchester United fans construct 
their ‘Mancunian’ identity, throughout Europe. This study aims to understand the construction of ‘local 
identity’ at a broader proximity to the club than one would presume. 
  Instead of investigating how Manchester-based fans construct their identity in opposition to the 
globalization (consumer-resistance) of the Manchester United brand, King (2000) looks at how 
‘Mancunian’ traits are being picked up by non-Manchester-based supporters, throughout Europe. They 
are adopting some of the central forms of practice of the local fans such as the wearing of designer 
clothes, which are seen as properly ‘Mancunian’. He alludes to ‘imagined communities’ within football 
fandom by using an extended meaning for the word ‘Locale’, so that it refers to something beyond merely 
the  
 

apparently obvious geographic space – the region or city – [it] does not determine the kinds of social 
networks which arise in it and the locale is not prior to these relations. Rather, a local geographic space 
only becomes a meaningful locale which informs action when individuals in particular social networks 
invest that locale with significance. The ‘locale’ becomes the symbol of the social network; it is a shared 
understanding developed by a particular group about the nature of their social group which is employed by 
members of the group to maintain and regulate their relations with each other and to denote appropriate 
forms of conduct. The locale comes to embody the central understandings of the group and acts as a 
common cultural resource by which members of the group are called to order (King 2000, 421-2) 

 
So, it appears that geographic proximity is not needed as a qualification to be a member of a particular 
‘social network’ or ‘group’ given this application of the idea of ‘imagined community’ (Anderson 2006)   
 In further describing the local ‘lads’ King (421) describes hooligan groups who  
 

almost exclusively wear ‘casual’ designer clothing rather than replica kits, which have become 
synonymous [from the ‘lads point of view] with the new fans being attracted to football in the 1990s 

 
This is the way they construct their identity, and that of the group. It is also a means of differentiation 
from others who are not members of the group (Belk 1988). This is consumer resistance of 
commercialization and globalization of football (King 2000). We may view this consumer resistance as a 
distinct group (Richardson 2006), or as a subculture, but, being part of a subculture does not simply mean 
doing the opposite to the overall larger group, it can also be a way to make a distinction from other 
smaller groups within this large group (in this case it is a small group, ‘Mancunians’, within a larger 
group of Manchester United supporters). Holt (2002, 71) describes how this type of consumer can  
 

outflank marketers, reinscribing commodities with oppositional meanings through their consumption 
practices (Holt 2002, 71) 
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He (p. 72) draws on Firat and Venkatesh (1995) when referring to a “homogeneous market [as] a 
totalitarian one”. He alludes to how they follow Maffesoli (1996), in their argument that we are already 
witnessing a breaking down of the dominance of marketers through consumer resistance by consumers 
who are 
 

seeking out social spaces in which they produce their own culture, apart from that which is foisted on them 
by the market. These spaces allow people to continually rework their identities rather than let the market 
dictate identities for them (Holt 2002, 72) 
 
An illustrative point that backs this view is given by Kozinets’ (2002b) example of The Burning 

Man Project; a week long anti-market event. This displays similarities with consumer resistance 
described amongst football fans by Richardson (2006), and Richardson and O’Dwyer (2003). They show 
how certain groups of fans engage in consumption practices that help them form opposition to the 
accelerated rate of commercialisation and globalisation of their club and, in particular, the fact that it has 
attracted ‘inauthentic’ ‘new consumers’. It supports the idea that consumers resist the market by 
separating themselves from other groups.  
 
CASE BACKGROUND: GLOBALIZATION AND COMMERCIALIZATION OF THE ENGLISH 
PREMIER LEAGUE 
 

Football, the most popular sport in the world over the past decade (BBC Sport Academy 2005), 
has seen its target market grow in scope so that it is now global (Giulianotti and Robertson 2004). The 
English Premier League, only created in 1992, has taken advantage of this situation more than any other. 
Ownership, sponsorship, management, and target markets, of clubs have changed dramatically in this new 
era. Increased commercialization has contributed to more and more clubs becoming increasingly branded, 
globalized, and business like in their affairs (Hamil 1999). It has been argued that such change has led to 
clubs losing some of their social and cultural identity (Hamil 1999). We carried out an exploratory study, 
using Liverpool Football Club and its fans as the research site (the reason for this choice is described in 
paragraph 5 of this paper), to investigate this as follows. 
 
METHOD 
 

Research-data was collected using interviews, participant observation at bars (near to the 
stadium) before football matches, and non-participant observation at the meeting of a fan group named 
Sons of Shankly (SOS).  
 Also, the netnographic technique was used. This technique involves adapting the ethnographic 
technique to develop a new qualitative marketing-research tool, for investigating consumer culture, 
utilizing the internet (Kozinets 2002a, 62). We observed fans on the ThisIsAnfield fan-site (TIA) 
[http://forums.thisisanfield.com/] (Anfield is the home-stadium of LFC). This was carried out with the 
permission of the site-moderator. 
 The authors of this paper are not Liverpool-based. So, during preliminary research, we could not 
easily access local fans for interviewing. Hence, we employed the ‘snowball-technique’ to access this 
particular social network (Browne 2005). We made use of network members’ interpersonal-relationships 
with local-Liverpool-City-based people to help access local fans.  
 We conducted three interviews with Simon (a 40-year old man), Ali (a 44-year old man), and 
Daren (a 34-year old man). All interviews were semi-structured and sixty-minutes in duration. Informants 
were asked questions about how they view LFC fans around the world, and how they see themselves as 
fans. Questions sought to discover how they construct their local identity, given the current climate of 
globalization. This provided insightful data, from which, we could categorize different groups of fans and 
their characteristic traits.  
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 This type of questioning was also used in conversations with fans during the observation process. 
Non-participant observation was conducted to triangulate the data.  
 
FINDINGS 
 

The interview and observation method provided insight into the relationship between football 
fandom, local-identity, and globalization. From our analysis, we find three different group-identities 
prevalent amongst local fans. These groups are ‘Hardcorers’, ’Compromisers’, and ‘Fansumers’. 
 
Hardcorers 
 

The hardcore fans are a group who wish to limit the boundaries of LFC fandom only to those 
who are geographically local people. They believe that they are the ‘authentic fans’, or ‘real fans’ (King 
2000; Richardson and O’Dwyer 2003; Richardson 2004; see also Brown et al. 2003). They show their 
support by attending almost every match at Anfield. They exhibit a feeling of ownership over the club, 
and are opposed to any 'dilution' of club-culture influenced by 'outsiders'. 
 They do not allow ‘outsiders’ access to their group. This made data collection difficult, and so, 
most relevant data about Hardcorers comes from non-participant observation and some interviews. These 
fans live in a closed community and encourage LFC to be supported by Liverpool citizens-only. They are 
predominantly in opposition to increasing globalization of the club as a brand. So, they construct a strong 
local identity with local-based fans only, nicknamed, ‘Scousers’ (although this term can be used to 
describe anyone who is from Liverpool). They discriminate against ‘outsiders’, and use names for those 
who support LFC, but are not part of their group, such as ‘Wools’ or ‘OOTers’. Here is an explanation of 
both terms:  
  

“Wools: can come from anywhere even from Liverpool itself, it is simply a fan who goes to games without 
knowing the chants, the songs or the traditions of the club. Sitting at games in their seats for the whole 
match without uttering a word or even worse just shouting abuse at the players…“OOTers: These are 
people from outside Liverpool, yes some may be wools but sometimes you get just as [much] if not even 
more committed fans from anywhere around the world, who sing and chant just like the locals.” Johnyfish, 
21 February 2006 

 
Hardcorers feel alienated (Seeman 1959) as a result of globalization and commercialization of 

LFC. They are opposed to ‘new’ football fans (Richardson 2004), who live far away from Liverpool, and 
brand them as ‘inauthentic’. They believe that they are the only authentic fans and are not very open-
minded to change. The first author met members of this group at the Sandon (a bar in Liverpool), when 
first visiting Anfield in 2005 to attend a game as a fan, and again during the data collection of this study. 
He found that they exhibited a negative-attitude and bad-behaviour towards ‘outsiders’.  
 This behaviour is also evident online, where there are many LFC fansites, and some of them do, 
indirectly, reject outsiders. 
 

“Rawk [Red And White Kop fansite] has more scousers. If you go there you will get called all sorts of 
things: ‘OOTer’ or ‘Wool’, etc. I used to go there but it’s very 'Uptight'. TIA [ThisIsAnfield (fansite)] has a 
friendlier environment and they (The regular posters of the site - TIA) don’t make you feel like you are an 
alien if you are not from Liverpool...” Carra-G, 29 December 2007. 
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Compromisers 
 

Compromisers wish to construct their local-identity in a way that is open-minded towards other 
groups of fans who do not come from Liverpool City. Although they do identify themselves as the 
'authentic' or 'real' fans (like 'Hardcorers' (King 2002; Richardson 2004)), they do not wish to restrict the 
consumption of the club, as a brand, only to members of their group (unlike 'Hardcorers'). They are open 
to members of other groups, regardless of geographical origin. But, similar to Hardcorers, they are not in 
favour of 'outsiders' causing changes within the existing cultural identity of the club. However, rather than 
restrict outsiders outright, Compromisers favour anybody supporting LFC who wants to, but only on 
condition that they all embrace the local culture and traditions of the club. 
 Both groups do display a very high level of loyalty to the club, making it a priority to attend as 
many live games as possible, and a similar desire not to see their identity become diluted. But, it is their 
view towards people from outside of their group that makes them different. 
 During observation at the Sandon Pub before the two-hundred-and-sixth derby match, at 
Goodison Park (home stadium of Everton FC, another Liverpool City based club, and LFC’s greatest 
rivals), 20 October 2007, members of this group were found to be much friendlier, and open to 
‘outsiders’, than Hardcorers. An example is given by Kevin, a member of this group, who commented, 
upon being asked what he thought when ‘outsiders’ said they feel insecure as a result of feeling 
intimidated by Hardcore fans: “Don’t worry; we are the same boat, the same colour.” (Participant 
Observation, 20 October 2007). Ali, a 44-year old man, is another compromiser who is happy for people 
from around the world to be supporters of LFC.  
 Daren, a 34-year old man, spoke of how he derives pleasure from seeing millions of people 
support his club. He is a long term fan of over twenty years and has a large collection of merchandise and 
memorabilia. His family are also fans and he showed pictures of his son that were taken when he was 6 
months old and was wearing an LFC jersey. He goes into detail on his history of support for the club 
when he tells of the first time he put on an LFC jersey: “That was the first time; I fell in love with 
Liverpool.” (Daren, Interview, 16 February 2007). He sees globalisation of the club as a positive thing: 
 

“I don’t mind for you or [other] international fans to support Liverpool. You can pick an international club 
to support because it is outside your home country. For me, I support Flamenco in Brazil. But, the 
important thing is that you have to support your local club. Therefore, I can’t accept domestic fans who 
support Liverpool, instead of their local clubs.” Daren, Interview, 16 February 2007. 

 
Large similarities with Daren’s views were seen at the meeting of LFC fans who established the 

LFC supporter union, named, Sons of Shankly (SOS). The main objective of the SOS is to promote their 
view of what the identity of the club should be. They oppose the current American owners, whom, they 
believe, wish to make a profit from running the club at the expense of the football, the fans, and the local 
identity and traditions. They believe that the current regime is widening the gap in relations between LFC 
and its fans. Like Ali and Daren, the SOS encourage construction of a strong local-identity around LFC, 
and at the same time, they also show positive views towards the existence of fans from all around the 
world. They show a desire to connect with all LFC supporters in order to educate them about LFC’s 
culture and traditions. This is in contrast to the feelings of Hardcorers. This makes this group a member 
of the category, ‘compromisers’.  
 They do not simply see themselves as consumers of a product. They see fandom as more than just 
a mode of consumption. They view it as a tradition and believe their responsibility as supporters is to 
encourage the perpetuation of this tradition and the reproduction of the culture of the club, in order to 
sustain their local-identity in the era of globalization. Instead of being dominated by the global fan-
culture, they choose to encourage global fans to appreciate and adopt their local-identity.  
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Fansumers 
 

The third and final group are Fansumers. ‘Fansumer’ is a concept which appeared in Foster and 
Hyatt’s (2007) The Invention of Tradition: Building Oiler Nation. They used it to discuss how sports 
clubs can increase their fan-base. They describe ‘fansumers’ as fans from anywhere in the world who 
support a sports club, regardless of their geographical proximity. However, the usage of the term in this 
paper differs slightly. Foster states in the Edmonton Journal that “fansumers are people who choose their 
teams the same way consumers choose products.”(Seymour 2007). In most product decision-making, 
consumers switch brands easily based on their perceptions of comparative brands’ product-attributes such 
as, price, brand image, quality etc. (Kotler 2003). In our usage, Fansumers do not switch brands easily. 
Football fandom is more influenced by one’s social network (e.g. self-monitoring behaviour, see, 
Richardson and O’Dwyer 2003; also, Richardson 2004). This makes switching more difficult and changes 
the context of the decision-making process. We have adapted its meaning for use in this study as follows.  
 Fansumers are local Liverpool-City-based fans who are generally in favour of globalization and 
commercialization of the club. They are open to fans from all over the world. This makes them similar to 
Compromisers (but, not Hardcorers), who also see these developments as positive.  
 Fansumers believe that LFC is not just a local or a national football club, but that it is a global 
football club, which has millions fans around the world, who should be able to contribute to the club-
culture in whatever way they please as long as it brings benefits in business and footballing terms. They 
are thus open to changes within the cultural identity provided the club achieves success.  
 Simon is a fansumer who supports LFC mainly by purchasing club-merchandises, rather than 
attending every home game. This is unlike Hardcorers and Compromisers, who see it as vital for fans to 
attend as many games as possible. Some members of these two groups have also suggested a boycott of 
club-merchandise in the hope of damaging the position of the American owners.  
 Simon describes why he and his fellow fansumers always aim to buy official club merchandise, 
rather than counterfeit goods: 
 

“They buy the original because it’s going to the club. That’s why. I mean, for me, buying a Limited shirt is 
expensive, £ 80 is expensive for the shirt, but I got something that I want. And money does go to the club 
as well. You know to people, club’s happy, I’m happy.” Simon, Interview, 20 October 2007. 

 
Jimmy, a 65-year old, is a passionate fan who is generally in favour of recent changes within 

English football. He always watches LFC matches at the Park (a bar in front of Anfield Stadium). His 
consumption practices are slightly different to those described by Simon. His consumption relates to the 
club through his betting patterns 
 

You know, I bid Liverpool £ 20. If we win, I also win. If we lost, I also lost.” Jimmy, Participant 
Observation, 19 October 2007. 

 
Like Simon, he does not see the need to attend every match and engage in the ritualistic behaviour of 
either Compromisers or Hardcorers. 
 Fansumers view LFC more as a modern entertainment business than a cultural entity (unlike the 
'Hardcorers' and the 'Compromisers'). They see increasing numbers of global fans as a way for the club to 
make more money and to become more successful as a business and ultimately as a football club.  
 
DISCUSSION 
 

We describe three different groups of local fans; Hardcorers, Compromisers, and Fansumers. We 
would argue that they construct their cultural identities through their consumption behaviour in different 
ways as a strategic response to the forces described by the concepts of globalization and glocalization 
(Thompson and Arsel 2004). The level of affiliation with local-identity is much more intense amongst 
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Hardcorers and gradually declines in the Compromisers and Fansumers, respectively. 
Hardcorers and Compromisers are similar, but Hardcorers feel that their local identity is diluted by 
globalization, and global fans. Compromisers are in favour of these things, but, also wish to maintain 
LFC’s strong local identity. Fansumers show little motivation to protect local-culture. 
 Hardcorers feel alienated by globalization. They believe it changes the traditional ways of the 
club, e.g. foreign-ownership, lack of ‘local’ players, foreign-manager, international fan-base etc. These 
changes make them feel a sense of loss of identity, and a dilution of their power over club-affairs. This is 
similar to the concept of ‘powerless alienation’ (Seeman 1959). Hence, they oppose the increasing 
globalization of the club, and so construct their identity in resistance to global fans (Richardson 2006). 
One needs to be a particular type of Liverpool fan, and primarily be from Liverpool city to be allowed 
into their group. This is a throwback to archaic tribal-societies, in which relationships were based on 
“kinship, lineage and other blood-related attributes” (Cova and Cova 2002, 597).  
 Those who helped form Sons of Shankly (SOS), fall into the Compromisers category. They do 
not wish to see the culture of the club become diluted by globalization. But, instead of resisting 
globalization completely, as Hardcorers wish to, they aim to compromise by conserving and promoting 
their local identity through education, of the global fan-base, about the traditions of the brand as a football 
club.  
 The last group, ‘Fansumers’ primarily express their loyalty by purchasing club merchandise and 
do not put as much emphasis on attending every match as Hardcorers and Compromisers. They welcome 
fans from around the world (similar to Compromisers), but are not as conservative when it comes to local-
culture. This is the main point of differentiation from the other two groups. 
 The transgression of LFC from a Local-brand to what is now a Global-phenomenon throws up 
many different topics for discussion and possibilities for academic inquiry (Giulianotti and Robertson, 
2004, 2007; King 2000; Richardson 2006; Richardson and O’Dwyer 2003). This study, is only a pilot, but 
has begun to investigate how various different Consumer-behaviour (e.g. branding and consumer-culture: 
Holt 1995, 2002; consumer-resistance: Kozinets 2002b; glocalization: Thompson and Arsel 2004) and 
Macromarketing (e.g. globalization: Askegaard and Kjeldgaard 2007; Kilbourne 2004) areas are relevant 
to these changes within the industry and with football fandom.  
 Particularly, there are opportunities for future research in any or all of the areas mentioned 
throughout, as being relevant. These include further investigation; into how the LFC brand is used to 
construct fan identity; to greater understand the relationships consumers form with the brands they know 
and use (Fournier 1988); and into the creation of brand-communities and consumer-brand-consumer triad 
relationship (Muniz and O’Guinn 2001). Moreover, further research should emphasize the concept of 
consumer empowerment. (Denegri-Knott, Zwick and Schroeder 2006) that results from this social 
phenomenon coupled with consumers’ roles in the value creation process (Pongsakornrungsilp, 
Bradshaw, and Schroeder 2008).  

So, this paper identifies three groups of fans which will be used to form the basis of further 
inquiry. It, in keeping with the conference theme, gives a perfect example of how “markets are systems, 
that markets are heterogeneous, and the actions of market participants have consequences far beyond the 
boundaries of firms” (Mittlestaedt et al. 2006, 131), and how brands interact with culture (Schroeder and 
Salzer-Mörling 2006) to produce value for consumers. 
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The authors develop and test a conceptual model that assesses certain economic, social, and 
environmental consequences of international trade. Hypothesized relationships are tested on time-lagged 
data from more than 100 countries using structural equation modeling. Results support previous 
macromarketing models of the effects of international trade on economic development and physical 
quality of life. Individual freedom is shown to reduce CO2 emissions and improve overall environmental 
performance.  Exporting and importing had little impact on either measure of the environment.  These 
findings have important implications for public policy makers, marketing academics, and practitioners.   
 
Introduction 

Recent years have witnessed heightened concern over the effects of globalization on ordinary 
people, the economy, and the environment.  Globalization concerns “the process through which nation-
states become more economically, financially, and culturally integrated by the economic actions of 
transnational actors” (Kilbourne, 2004, p. 123).  As globalization becomes more important, trade flows 
are growing and production is shifting from developed countries to developing countries.  A wide-ranging 
debate over the costs and benefits of globalization has been of ongoing interest to governments, 
economists, environmentalists, and ordinary people who are becoming increasing concerned about their 
personal well being, and the health of their country’s economy and environment. 

Clearly, the macro environment of international marketing is changing rapidly under the 
influence of globalization. However despite the inevitable consequences, “international marketers have 
paid a totally inadequate level of attention to these global economic, legal/institutional and political/social 
developments” (Young, 2001, p.120).  The purpose of this study is to empirically assess some of the 
economic, social, and environmental outcomes of globalization.  We begin by reviewing the economic, 
sociology, and macromarketing literatures that provide the theoretical bases for our conceptual model.  
The next section develops the conceptual model and accompanying research hypotheses.  Then we outline 
the methodology used to test our research hypotheses in more than 100 countries.  Results of research 
hypotheses tests using structural equation modeling are reported and discussed.  Finally, implications and 
limitations of the study are considered along with suggestions for further research. 

 
Literature Review 
 Economic theory regarding trade focuses on why nations trade and what goods or services are 
involved.  The Heckscher-Ohlin Theory (Heckscher, 1949; Ohlin, 1933), which is the mainstay of 
neoclassical economic trade theory, holds that the basis for trade is different relative factor endowments 
among countries and varying relative factor intensities among products.  A nation’s comparative trade 
advantage is determined by its relative abundance and scarcity of such factors as labor, land, and capital.  
A nation will export goods that intensively use it relatively abundant factors and import goods that 
intensively use its relatively scarce factors.   A corollary is that as goods or services are exported, demand 
for the abundant factor (which is intensively used in production) will increase in the exporting nation, 
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causing its relative price to increase.  Likewise, as goods or services are imported, demand for the scarce 
factor will decrease, causing the relative price of that factor to decrease.  In summary, neoclassical 
economic trade theory generally holds that mutual advantage obtains to trading nations.  In other words, 
“trade is a positive sum game” (Meier, 1980, p. 57) and an important stimulant to economic growth. 
 In sociology, dependency theorists challenge the neoclassical belief that international trade may 
be a primary engine of economic development.  On the contrary, they view international trade as a 
mechanism of unequal exchange through which the income disparity between rich and poor nations is 
accentuated and perpetuated (Love, 1980).  However, beyond this core belief to which all dependency 
proponents adhere, the movement becomes sharply fragmented over the nature and effect of international 
trade as a mechanism of unequal exchange.  Orthodox dependency, often referred to as “the development 
of underdevelopment” (Frank, 1966, p. 17), suggests that economic development in developing countries 
cannot be achieved through trade with developed countries.  In the “zero-sum” game of international trade, 
wealthy countries remain wealthy and poor countries remain poor (Todaro, 1989).  In contrast to the 
presumption that development through trade is impossible, the unorthodox dependency school adheres to 
dependent development (Cardoso, 1979).  In this view, although international trade is not necessarily 
antithetical to development, it inevitably leads to an inappropriate economic structure.  While 
international trade may raise economic levels somewhat in developing countries thereby increasing 
aggregate per capita income, distribution of that income will become increasingly unequal. 
 The macromarketing literature contains ample conceptual research on the consequences of 
marketing on societal development (Kilbourne, 2004; Nason and White, 1981; Slater, 1968).  For 
example, Slater’s (1968) perspective articulates how market processes can be changed to achieve different 
social impacts.  Much of this literature recommends using multidimensional analysis that includes social, 
economic, political, and individual constructs in the study of marketing and its relationship to 
development. For example, Kilbourne’s (2004) “expanded” model explicitly includes political and 
cultural variables: quality of life, substantive freedom, and the environment.  However most of the 
marketing literature on globalization and development over the last twenty-five years has focused on 
economic constructs.  Kilbourne et al. (1997) argue that it is necessary to consider quality of life from a 
macromarketing perspective. Accordingly, there has been considerable attention to quality of life issues in 
the macromarketing literature (Avner Offer, 1997; Miles and White, 1998; Sirgy, 2001, 2002; Schultz et 
al.; 2004; Lee and Sirgy, 2004; Malhotra, 2006; Peterson, 2006).  However though many scholars discuss 
quality of life in their articles, few try to measure it directly and even fewer attempt to operationalize the 
multiple dimensions of quality of life. 
 
Conceptual Model and Research Hypotheses 

Neoclassical trade theory suggests that a country with production efficiency stimulates more 
productivity by exporting. Export expansion contributes to economic development by increasing resource 
allocation efficiency and capacity utilization, promoting technical change and overall productivity, and 
allowing a country to take advantage of scale economies (Balassa, 1985,1988; Tyler, 1981).  Unorthodox 
dependency theorists also acknowledge that trade may raise economic levels.  Empirically, Mullen and 
colleagues (1993, 1996) find a positive relationship between exports and economic growth.  

H1:  Exporting leads to increased economic development. 
 
 While neoclassical and unorthodox dependency theories seem to predict that importing fosters 
economic development, orthodox dependency theory is consistent with an opposing view.  In support of 
orthodox dependency theory, Mullen and colleagues (1993, 1996) demonstrate that increased imports 
result in a decline in economic level. Their rationale is that as imports increase, foreign competition takes 
more business from local firms adversely impacting domestic production and economic development.   
While domestic consumers fare better with imports because they consume more products at lower prices, 
local producers and the local economy suffer (Carlton and Perlof, 2000; Mullen 1993).  
 H2:  Importing leads to deceased economic development. 
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Physical Quality of Life 
 Neoclassical trade theory suggests that exporting has a deleterious effect on physical quality of 
life because nations export goods that use their relatively abundant factors.  As demand for these factors 
increases, all else being equal, higher prices result. Given that consumers have limited incomes, higher 
prices reduce their ability to secure a decent physical quality of life.  This argument is in line with 
dependency theory that generally predicts a negative link between trade and basic needs.  Importing, on 
the other hand, positively affects basic needs satisfaction by relieving scarcities in the economy, which in 
turn heightens competition and drives down prices.  Empirically, Mullen and colleagues (1993,1996) 
demonstrate a negative relationship between exports and basic needs satisfaction, and a positive 
relationship between imports and basic needs satisfaction.  

H3:  Exporting leads to a diminished physical quality of life. 
 H4:  Importing leads to an improved physical quality of life.   
 
 There is no consensus on a link between economic development and either the incidence of 
absolute poverty or the distribution of income.  Many scholars believe that an increase in economic 
development results in general socio-economic well being through a “trickle-down” of benefits.  Others 
argue that the rise in economic level that “actually took place in most [LDCs during recent years] went 
together with an increase in poverty” (Hettne, 1990, p. 17).  Mullen and colleagues (1993, 1996) reason 
that since a large portion of labor, raw materials, supplies and services are purchased domestically, it 
follows that substantial benefits of economic growth accrue to a broad spectrum of society.  Empirically,   
they find that economic development has a positive effect on basic needs.   
  H5:  Economic development leads to improved physical quality of life. 
 
Individual Freedom 

The traditional macromarketing model holds that globalization leads to increased economic 
development resulting in an improved quality of life, environment, and substantive freedom. Exporting 
and importing serve as enabling agents of interaction among people leading to knowledge of new ideas 
and choices (Edwards 1992, 1993). Torras and Boyce (1998) claim that a positive development in the 
level of education and political rights are correlated with income. Mullen and colleagues (1993, 1996) 
demonstrate that international trade leads to higher levels of educational attainment. Therefore, we argue 
that as international trade increases, the exposure to new ideas, increased education and higher incomes 
will lead to increased individual freedom.  
 H6: Exporting increases individual freedom. 
 H7: Importing increases individual freedom. 
 H8: Economic development increases individual freedom. 
 
The Environment 
 Studies suggest that trade and environmental quality are related (e.g., Hill and Dhanda, 2004; 
Cornwell and Drennan, 2004).  Some scholars argue that trade causes growth in consumption, which 
leads to increased revenues and taxes the government can spend on environmental improvement 
(Bhagwati, 1993).  However Lofdahl (2002) argues that the effects of domestic GNP and trade related 
GNP must be considered separately.  When a country imports, goods are by definition produced 
elsewhere.  It follows that fewer pollutants are generated in the domestic country.  However when a 
country exports, domestic production is increased. Increased production consumes more resources and 
generates more water and air pollution (e.g., CO2 emissions). Consistent with Lofdahl (2002), we expect 
increased exporting to result in increased CO2 emission levels and increased importing to result in 
decreased CO2 emission levels.  However, we expect both exporting and importing to result in improved 
environmental policy.  As international trade expands, the economy becomes wealthier and incomes start 
rising.  People become more environmentally concerned and work toward cleaning up their environment.   

H9:  Exporting increases CO2 emission levels. 
 H10: Importing decreases CO2 emission levels. 
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 H11: Exporting improves overall environmental performance. 
 H12: Importing improves overall environmental performance. 
  

Many researchers present evidence of the relationships between economic development and 
indicators of environmental pollutants.  Some suggest that air and water quality suffer with economic 
development.  As noted, pollution may worsen because improvements in the country’s infrastructure lead 
to more pollution from transportation, or because increased production leads to more usage of non-
renewable resources and greater greenhouse effects.  Industrialization and production of goods for export 
may generate harmful chemical products and increase the emission of greenhouse gases (Swami, 2001).  
However in the longer term, economic development may lead to better environmental policies.  Indeed, 
some researchers (e.g., Gross and Krueger, 1993, 1995) suggest that economic growth is necessary for 
pollution improvement. It follows that as countries experience economic development, the demand for 
environmental quality will be positively linked with income level. 
 H13: Economic development decreases CO2 emission levels. 
 H14: Economic development improves overall environmental performance. 
  

According to Belmont (2002), improvements in education, income distribution, and information 
access are necessary conditions for environmental improvement.  In developing countries, environmental 
laws are not enacted until governments determine the country can afford to implement environmental 
policies.  In other words, expenditures on environmental cleanups only take place after other vital 
concerns (e.g., food and transportation) are addressed.  Similarly people only turn their attention to higher 
order concerns such as the environment once their basic needs (e.g., health care and literacy) are met.   
 H15:  Improvements in physical quality of life lead to lower CO2 emissions. 

H16:  Improvements in physical quality of life improves overall environmental performance. 
 

Individual freedom enables people to participate freely in the political process, including the right 
to elect representatives who have a direct impact on public policies.  All public choice requires valuation 
and citizens must participate in the choice of social priorities such as the environment.  When people have 
individual freedom, including the ability to affect the political process, they will pressure their 
government to clean up the environment and implement sustainable environmental policies.   
 H17:  Increased individual freedom leads to decreased CO2 emissions. 
 H18:  Increased individual freedom leads to improved overall environmental performance.  
 
Figure 1.  Conceptual Model 

 
Int’l Marketing               Economic Development                     Quality of Life                      
   -Exporting                                                                           - PQOL  
   -Importing                                                                                           - Freedom 
                                                                                                                 - Environment  
                                                                                                                 - CO2 Emissions  
                                                                                                                 - Environmental Performance  
 
Constructs and Their Measures 
 Complex relationships among marketers, countries, consumers, and society may not be evident 
until a year or more after the exchange takes place (McDonagh and Schultz, 2002). Therefore, we use 
data on exports and imports in 2003 (expressed as a percentage of GDP) and economic development in 
2004 (expressed as GDP per capita).  Data were obtained from World Bank (2007) and log transformed to 
reduce excessive kurtosis.  World Bank (2007) data were also used to construct the physical quality of life 
(PQOL) index.  Consistent with the work of Morris (1979), PQOL was operationalized using three 
separate indicators:  life expectancy, infant mortality rate, and literacy (all measured in 2004).  Data on 
2004 CO2 emissions were obtained from the Energy Information Administration (2007).  To enhance 
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comparability across nations, total carbon dioxide emissions for each country in 2004 was divided by that 
country’s population in the same year. 
  Individual freedom was operationalized using data from the Freedom in the World survey 
(Freedom House, 2007).  Freedom House’s annual ranking of political rights and civil liberties has been 
used in academic research across disciplines, including international marketing (Cavusgil et al., 2004).  
The survey includes ten political rights questions that consider the extent to which the system offers 
voters the opportunity to choose freely from among candidates, and the extent to which candidates are 
chosen independently of the state.  The survey includes 15 civil liberties questions concerning both laws 
and actual practices. Data on 2004 ratings were available for 192 countries and 18 territories.  
 Environmental protection was operationalized using the 2006 Environmental Performance Index 
(EPI) recently introduced at the World Economic Forum in Davos, Switzerland (Economist, 2008b).  The 
EPI was developed by the Center for Environmental Law & Policy at Yale University and the Center for 
International Earth Science Information Network (CIESIN) at Columbia University, working together 
with the World Economic Forum and the Joint Research Centre of the European Commission.  The EPI 
uses 16 indicators to grade the “environmental health” of countries based on “two broad environmental 
protection objectives: (1) reducing environmental stresses on human health, and (2) promoting ecosystem 
vitality and sound natural resource management” (Esty et al., 2006, p.11).  To allow time for model 
variables to have a measurable impact on wide ranging environmental policy and implementation, data 
for the environmental performance index are from 2006.  The 2006 EPI is available for 133 countries. 
 

Sample and Data Analysis   
The sample includes 104 countries for which data were available on all variables included in the 

model. These countries are as varied as Brazil, Cameroon, China, France, Haiti, India, Japan, Malaysia, 
Sweden, Saudi Arabia, and the USA.  Therefore, the study includes countries representing the full range 
of international trade, economic development, size, freedom, PQLI, and environmental concerns. (A list 
of the countries included in this study can be obtained from the authors.) 
 The conceptual model was estimated using LISREL 8 (Jöreskog and Sörbom, 1996). Structural 
equation modeling with latent variables is an appropriate technique because of measurement difficulties 
associated with secondary data from numerous countries and SEM also allows for the examination of 
direct, indirect, and total effects.  LISREL analyses were based on maximum likelihood estimation and 
the observed covariance matrix.  We assess Based on appropriate indices, model fit is excellent The NFI 
= .95, NNFI=.90, CFI=.96, IFI=.96, GFI=.91 and the standardized RMSR = .06 providing evidence that 
the data fit the model very well.  Results indicate that variables included in the model explain a large 
portion of the variance in freedom (R2 = 49%), physical quality of life (R2 = 75%), CO2 emissions per 
capita (R2 = 96%), and environmental performance (R2 = 82%).  Taken together, these results suggest that 
the model is a reasonable basis upon which to test our research hypotheses.  
 

Results   
 As hypothesized, exporting and importing demonstrate an opposite pattern of effects when it 
comes to economic development and PQOL.  While exporting increases economic development (H1), it 
has a direct negative effect on PQOL (H3), importing has a negative direct affect on economic 
development (H2) and a positive direct on PQOL (H4).  Also as expected (H5), economic development 
has a strong positive effect on PQOL.  Taken together, these finding show that exporting and importing 
directly effect economic development, which itself has a positive, direct effect on PQOL.  In other words, 
exporting and importing have both direct effects on PQOL, as well as indirect effects (mediated through 
economic development).  It is important to consider indirect effects along with direct effects to assess the 
total (net) effects of exporting and importing on PQOL.  In the case of exporting, even though the 
parameter estimate for the direct effect of exporting on PQOL is negative, its indirect effect is positive. In 
fact the indirect effect overwhelms the direct effect, such that the total effect of exporting on PQOL is 
positive!  Such is not the case for importing.  The positive, direct effect of importing on PQOL is 
“canceled out” by the indirect effect.  Taken together, these finding suggest that while exporting enhances 
PQOL, importing does not play a significant part.    
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 The second group of hypotheses concerns the direct effects of exporting, importing, and 
economic development on individual freedom. Contrary to H6, exporting is is negatively associated with 
individual freedom.  In support of H7 and H8, importing and economic development increase individual 
freedom.  An examination of total effects provides a “truer” picture of the nature of these relationships. 
While exporting has a negative, direct effect on individual freedom, when its indirect effect (mediated 
through economic development) is considered, the total effect of exporting on individual freedom is not 
statistically significant.  The same is true for importing.  Despite a positive, direct effect on individual 
freedom, the net effect is zero.  These findings suggest that neither exporting nor importing enhance 
individual freedom when controlling for other variables.   
 The last series of hypotheses concerns the impact of model variables on the environment (CO2 
emission levels and overall environmental performance).  We expected exporting to increase CO2 
emission levels (H9) and importing to reduce CO2 emission levels (H10).  Contrary to expectations, 
however, there were no statistically significant effects on CO2 emissions either for exporting or importing.   
We hypothesized that increases in economic development, PQOL, and individual freedom would lead to 
decreases in CO2 emission levels.  Contrary to expectations, economic development (H13) and PQOL 
(H15) lead to increases in CO2 emission levels. Interestingly individual freedom is shown to have the 
opposite effect (H17). Increases in individual freedom and civil liberties lead to decreases in CO2 
emission levels per capita.  It is also worth noting the indirect affects of exporting and importing on CO2 
emissions. Exports have a positive affect on economic development and PQOL, both of which are 
positively related to CO2 emissions. Therefore, the total effect of increased exports is to increase CO2 
emissions. Importing has the opposite patterning of effects.  Finally, we hypothesized that exporting 
(H11), importing (H12), economic development (H14), PQOL (H16), and individual freedom (H18) lead 
to increased overall environmental performance.  The effects of exporting and importing on overall 
environmental performance are not statistically significant.  However, there is support for a positive 
relationship between economic development (H14), PQOL (H16), and individual freedom (H18) and 
overall environmental performance.  Taken together, these findings suggest that while economic 
development and PQOL increase same year CO2 emissions, they lead to subsequent improvement in 
overall environmental performance. Individual freedom favorably impacts the environment, both in terms 
of lower CO2 emission levels and overall environmental performance.  It is important to note the 
moderating influence of these variables on green house gas emissions. 
 
Table 2.  Standardized Parameter Estimates for Direct, Indirect and Total Effects  

Independent Variable-> 
Exporting 

(2003) 
Importing 

(2003) 

Economic 
Development 

(2004) 
PQOL 
(2004) 

Freedom 
(2004) 

      
Economic Devel (direct)  .68 -.57    
PQOL (direct) -.34  .34   .93   
PQOL (indirect)  .63 -.53    
PQOL (total)  .29 a  -.19 ns   .93   
Freedom (direct) -.52   .42   .77      
Freedom (indirect)  .52 -.43    
Freedom (total)  .00 ns -.01 ns   .77    
Co2/cap (direct)  .01 ns  .12 ns 1.35 -.24 -.35 
Co2/cap (indirect)  ,85 -.72  -.49   
Co2/cap (total)  .86 -.59   .86 -.24 -.35 
EPI (direct)  .07 ns -.05   .39  .36  .24 
EPI (indirect)  .37 -.29   .52   
EPI (total)  .45 -.34   .91  .36  .24 
All parameters are statistically significant p.< .05 except a=p <.1, ns =non-significant. 
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Discussion 
 Our findings suggest the importance of including international trade along with economic 
development when considering the environment. In line with Lofdahl (2002), we find that increased 
international trade is related to environmental degradation in terms of CO2 emissions.  Nonetheless, our 
findings show that exporting leads to economic growth, that in turn leads to improved environmental 
policies. Our findings support the Economist’s (2008b) report that “the single biggest variable in 
determining a country’s ranking (on the EPI) is income per head.”  
 Recent arguments suggest that as economic development increases there is a greater concern over 
the environment in general.  However, the focus has been on pollution that is obvious and obnoxious – 
foul air and water –rather than on greenhouse gasses such as CO2 that you can neither see nor smell and 
where the consequences are long term, rather than immediate (Economist, 2008b). As Al Gore noted in 
his Nobel Lecture in Oslo “unlike most other forms of pollution, CO2 is invisible, tasteless, and odorless – 
which has helped keep the truth about what it is doing to our climate out of sight and out of mind” (Gore, 
2007). Our results show that this is the case.  As incomes go up and physical quality of life improves, 
people become more concerned about their environment.  Citizens, and consequently their governments, 
act to improve aspects of the environment that affect them directly such as improving water quality and 
reducing particulate matter from the air they breathe.  On the other hand our results show that as incomes 
go up, greenhouse gasses continue to increase.  The recent award of the Nobel Prize to Al Gore (2007) 
gives testimony to the importance of this issue for the long-term health of the planet.  
 Our results also show that both physical quality of life and individual freedom moderate the 
negative effects of economic growth. When people’s physical quality of life improves, that improvement 
leads to a reduction in CO2 emissions and improved environmental performance. Such results are 
consistent with Maslow’s (1943) Hierarchy of Needs: Once people and their governments address basic 
needs like health care, nutrition and literacy, they turn their attention to higher order concerns like the 
environment. The finding that individual freedom has a positive impact on the environment, both in terms 
of lower CO2 emission levels and overall environmental performance, is consistent with observations 
from the field. While incomes are increasing in China, people have little ability to influence their 
government so that “some of the negative side effects and their impact on human welfare, above all the 
death caused by foul air and water are horribly clear” Economist (2008b). Because China is not 
democratic and the people cannot overturn the status quo, “don’t expect the government’s environmental 
watchdog to do much about it” Economist (2008a). 
 
Limitations and Future Research 
 The limits of statistics in determining causality must be acknowledged.  Covariation and the 
precedence in time of several of the independent variables have been reasonably demonstrated here, but 
rival hypotheses cannot be ruled out. Also, studies in sociology and macromarketing have used energy 
consumption per capita as a measure of economic development or as an indicator of the level of economic 
activity. Energy production and/or consumption are used as an alternate measure of production that is free 
of potential exchange rate distortions. In this study, we model the effects of economic development per 
capita on CO2 emissions per capita, both in the same year. If we include energy consumption/capita (a 
major contributor of CO2), there would be an alternative rival hypothesis for the results. Future research 
might include GDP adjusted for PPP and or additional indicators of economic development. 
 
Conclusion 
 This study provides evidence for both globalization advocates and detractors—globalization 
offers benefits as well as costs.  In general, international trade leads to economic growth that enhances the 
well being of people and their “visible” natural environment but with deleterious affects on global 
warming through increased CO2 emissions.   
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Structuring the Global Marketplace:  The Impact of the 
United Nations Global Compact 
 
Robert W. Nason, Michigan State University 
_____________________________________________________________________________________ 
 
In the past seven years, the UN Global Compact has become the largest voluntary corporate citizenship 
initiative attempting to elevate and level the norms of corporate behavior in world markets. Its strategy of 
attracting volume of members versus commitment to performance of the Compacts 10 principles does not 
provide a base of innovators and early adopters necessary to gain respect from the vast majority of 
international companies.  Thus, the Compact is unlikely to instill the norms embedded in its 10 principles 
in the world market in any meaningful way to engender fairer and more efficient global markets. 
 
Introduction 
The rush to internationalize factor and product/service markets through complex and far reaching cross-
national marketing systems has highlighted the inadequacy of global governance structures.  Just as 
national markets need preconditions in order to deliver higher living standards and economic opportunity, 
so does the supranational market.  These preconditions include legal, financial, communications, and 
transportation infrastructures which not only allow efficiency but fairness of competitive, labor, 
environmental, safety, and sustainability practices (Harris and Carman 1983,1984: Carman and Harris 
1986; Klein and Nason, 2001).  Hunt’s (1977) definition of macromarketing includes the study of 
marketing systems and the setting of preconditions for the global marketing systems is a critical element.  
 
In response to the world’s inability to adequately address many preconditions which would level the 
market’s playing field, Secretary-General Kofi Annan suggested the formation of the UN Global Compact 
on January 31, 1999, and implemented it on July 26, 2000.  Basically, the Global Compact invited 
corporations, governments, civil society advocates, and labor organizations to join a voluntary coalition to 
work “individually and collectively to achieve a new phase of globalization that creates inclusive and 
sustainable markets, ultimately resulting in widespread development and enhanced international 
cooperation” (UN Global Compact Office 2007a, 3).  The participants agree to incorporate, extend, and 
promote 10 core principles in the areas of human rights, labor standards, environmental protection, and 
anticorruption.  
 
The UN Global Compact is attempting to instill some of the necessary preconditions regarding labor 
markets, environmental sustainability, and open transparency through enlightened self-interest 
voluntarism rather than through multilateral treaties.  The contention is that the ten principles help define 
the health of the international marketplace and the benefit that continued globalization can bring to both 
industrialized and emerging markets (UN Global Compact Office 2007a, 2007b).  
 
The purpose of this paper is to examine the UN Global Compact to understand its impact on and its 
potential for addressing the dysfunctions of the current state of globalization relative to fair market 
allocation of resources in the service of societies and their development.   The question is, has it or can it 
provide some of the preconditions necessary in the global factor and product/service marketplace?  After 
a description of the Global Compact, arguments for and against it will be presented, evidence from three 
empirical studies will be reviewed, external drivers impacting success will be discussed, and an 
assessment of the current state and potential of the Compact will be made.  
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UN Global Compact 
 
Mission.  To “realize a more sustainable and inclusive global economy through responsible business 
practices” (UN Global Compact Office 2007a, 2). 
 
Structure.  Using the moral authority and convening power of the United Nations, the UN Global 
Compact Office was established to create a framework for business to commit to incorporating and 
enhancing practices that together help achieve the UN’s goals of a more sustainable and inclusive global 
economy.  Beyond the focus on businesses with international connections, the Global Compact includes a 
network of stakeholders made up of six UN Agencies (Office of the United Nations High Commissioner 
for Human Rights, the United Nations Environmental Programme, the International Labour Organization, 
the United Nations Development Programme, the United Nations Industrial Development Organization, 
and the United Nations Office on Drugs and Crime), local and national governments, international labor 
organizations, international civil society organizations, and academic institutions.  
 
Governance.  The Global Compact is managed through the Global Compact office at the United Nations 
with an executive director and staff.  This office of 20 business, labor, and civil society organization 
leaders is responsible to a board headed by the UN Secretary General. Further, the Global Compact 
sponsors a Triennial Leaders Summit, local networks with annual forums, and interagency teams.  
Although the initiative of Secretary-General Kofi Annan and strongly endorsee by the General Assembly 
and the current Secretary-General, Ban Ki-moon, little funding has been allocated by the UN for its 
operation (Deva 2006).  Thus, in April 2006, the Foundation for the Global Compact was established as a 
nonprofit to support the work of the Global Compact.  In the first year, 50 donors gave a total of $500,000 
to support networks/meetings, literature, website upgrades, research on COPs, and the like. First-year 
donors included Alcan, Anglo American, Bayer, Coca-Cola, Cosmo Oil, De Beers, Engro Chemical 
Pakistan, Pakistan Refinery, Total, and Volvo. The foundation is prohibited from paying staff or 
influencing strategy or operations (Deva 2006). 
 
Principles.  Corporate practices are based on a commitment to embrace, support, and enact 10 principles 
derived from the Universal Declaration of Human Rights, the International Labour Organization’s 
Declaration on Fundamental Principles and Rights at Work, the Rio Declaration on Environment and 
Development, and the United Nations Convention Against Corruption (UN Global Compact Office 
2007b).  These principles are that business should: 

1. support and respect the protection of international human rights within their sphere of 
influence. 

2. assure they are not complicit in human rights abuses. 
3. uphold the freedom of association and the right to collective bargaining. 
4. seek the elimination of all forms of forced and compulsory labour. 
5. seek to end all child labour. 
6. seek to eliminate discrimination in respect to employment and occupation. 
7. support a precautionary approach to environmental challenges.  
8. undertake to promote greater environmental responsibility.  
9. encourage the development and diffusion of environmentally friendly technologies. 
10. work against corruption in all its forms, including extortion and bribery. 

 
Requirements for Membership.  As a voluntary organization, the UN Global Compact requires interested 
corporate members to submit an initiating letter from their CEO (approved by the board where possible) 
to the UN Secretary-General expressing support for the Compact and its principles; intention to 
incorporate the Compact’s principles in strategy and day-to-day operations; public advocacy of the 
Compact and its principles; and yearly public Communication on Progress (COP) to the Compact and 
stakeholders (UN Global Compact Office 2007a).  Integrity measures (UN Global Compact  Office 
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2007a, 2007c) have been instituted to prevent misuse of the Global Compact membership and its mission 
as follows:  

1. Companies that have produced a COP within two years of joining or one year from the last COP 
are considered active; failure to provide a COP within three years of joining or within two years 
of the last COP are considered inactive; and those that fall in-between these limits are considered 
noncommunicating.  A new COP returns an inactive or noncommunicating company to active 
status.  Finally, if a company does not submit a COP by the end of a third year from the last COP, 
the company will be de-listed and must reapply to rejoin the Compact.  

2. Participants must obtain prior permission to use the Compact logo to promote the Compact and 
its goals.  Any other use is prohibited, including suggestions and implications that the “Global 
Compact Office has endorsed or approved the activities, products, and/or services of the 
organization, or that the Global Compact Office is the source of any such activities, products, 
and/or services” (UN Global Compact Office 2007d, 2).  Thus, member organizations are not 
allowed to use the logo for any commercial purposes or for economic benefit.  

3. A process has been established for members to lodge complaints against other members who are 
perceived to have engaged in serious violations of Compact rules or principles.  The complaint is 
sent directly to the alleged violator with a copy to the Compact.  The Compact will follow up to 
encourage timely responses. 

 
Activities and Services.  To pursue the common goals of the international community and the business 
world of building markets, combating corruption, safeguarding the environment, and ensuring social 
inclusion, a number of initiative have been undertaken (UN Global Compact Office 2007a). 
 
 “The Global Compact’s Local Networks remain the most important vehicle for increasing and 
intensifying the impact of the initiative” (UN Global Network Office 2007a, 19).  There are more than 80 
countries with emerging-to-advanced networks dedicated to drawing local stakeholders together to 
advance the mission of the Compact, provide training, and mobilize collective action and projects.                                        
Local Networks must have a focal point for communications, provide an annual report of activities, and 
support members in filing COP reports and handling integrity issues. 
 
Over its seven years of existence, the Compact has developed extensive print- and web-based materials to 
help participants learn about and incorporate its principles, interact with the Compact and one another, 
and expand their participation.  Access to most of these resources as well as an extensive listing of news 
articles can be viewed on the Compact web site www.unglobalcompact.org.  
 
The Compact has held two major high level summits, in 2004 and 2007, and many regional and topical 
specialized workshops and meetings.  Listed are 20 such meetings for 2006 and 12 in 2007 (through the 
July 5–6 Global Compact Leaders Summit).  Calendars are available at www.unglobalcompact.org. 
 
Justification for the UN Global Compact 
There are three major arguments offered to support the existence of the UN Global Compact— 
participants do well by doing good, formal global legal standards and enforcement are inadequate or 
nonexistent, and it can be part of a broader solution. 
 
The first justification is stated by the UN Compact Office (2007b) as follows: 
 

Responsible business practices not only contribute to the well-being of stakeholders, they have 
increasingly become a long-term value proposition for business itself.  It makes business sense 
for companies to invest in creating a sound environment in which to do business, to minimize 
risks, and to harness new business opportunities by supporting developing and emerging markets. 
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The Compact bolsters the case for enlightened socially responsible self-interest (Kuper 2005).  It offers 
business members the opportunity to dialogue and collaborate on critical issues and projects in global and 
local area networks, with other businesses, NGOs, labor, governments, and the UN.  Further, it gives 
business access to the United Nations’ knowledge and convening power.  Finally, it increases business 
legitimacy, reputation, and employee morale and talent (UN Global Compact Office 2007b).  
 
The second justification notes the vacuum in global standards and regulation.  Because governments are 
unwilling to cede much sovereignty to supranational governance structures, coordinated volunteerism is 
seen as useful.  The argument is that a lot can be done by the willing that encourages others to participate 
(Kuper 2005).  Kuper (2005, 366) goes on to state “since corporations will not sign on to ‘hard law’ 
initiatives, attempting to produce ‘soft law’ is surely better than being stuck with no law at all.” 
 
The third justification hinges on the belief that the Compact is part of a mosaic of efforts that are 
compatible and mutually reinforcing, ranging from volunteerism to enforceable international law (Kell 
2005). The Compact is viewed as part of “a creeping process of norm-creation” (Kuper 2005, 367). 
 
Criticism of the UN Global Compact 
From its very inception, the Global Compact has faced seven areas of intense criticism, especially, but not 
exclusively, from some in major international civil society organizations.  
 
Dilution of the UN.  Resolution 60/125 specifies the intergovernmental foundation of the UN which 
could be undermined by the growing influence of non-state actors (Deva 2006, Kuper 2005).  Further, 
some feel that inclusion of the private sector depreciates the reputation of the United Nations (Mittler 
2007, Martens 2007).  It is expected that corporations will gain influence on public policy and become 
insiders within the UN over time (Utting 2007, Martens 2007, Paul 2004).  Some critics worry that if the 
Global Compact grows, it may preclude more effective regulation (Utting 2007).  Martens (2007) argues 
that the proliferation of partnerships may fragment and isolate solutions weakening the UN.  Deva (2006) 
notes that even though the Compact claims it is not regulatory or a substitute for other voluntary efforts, it 
does attempt to do both through the international reputation of the UN, unanimous endorsement of UN 
member states, and provision of access through UN networks and convening power. 
 
Vagueness.  The 10 principles are intended to be overarching and are necessarily vague, which allowed 
adoption by the United Nations General Assembly;  however, they are not clearly defined, specific in 
intended implementation, or measurable in terms of compliance (Deva 2006, Mittler 2007, Utting 2007, 
Martens 2007).  Noncorporate members get a seat at the table but their role is not clear in terms of 
enforcement of corporate commitments (Deva 2006). 
 
Weak.  A central criticism of the Global Compact is that its membership is largely voluntary (Khan 2007, 
Deva 2006, Kuper 2005).  Companies that violate human rights have been allowed to join and remain in 
the Global Compact (Khan 2007, Martens 2007).  It lacks effective accountability (Strohscheidt 2007).  
Initially, few U.S. companies signed up, fearing lawsuits for noncompliance. After three years of 
negotiation with the American Bar Association, U.S. companies may join by signing a letter that shields 
them from such liability (Economist 2004).  Summarizing concerns of some activists and academics, 
Utting (2007) suggests that companies will not voluntarily become accountable and therefore must be 
subject to mandatory disclosure, independent monitoring, a cost for infractions; and a process of redress 
for victims.   Such voluntarism jeopardizes the provision of public goods by making their financing 
uncertain and subjecting their selection to the will of the participants, potentially absolving governments 
of appropriate responsibility (Martens 2007).  
 
PR Cover.  Many civil society organizations note that by allowing corporate membership without 
insuring compliance with the 10 principles, the Global Compact is in fact providing legitimacy, public 
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relations spin, and implied assurance for some of the worst corporate violators of the principles (Deva 
2006, Mittler 2007, Utting 2007, Gaughran 2007, Martens 2007, Kuper 2005). 
  
Incomplete.  Action Aid International (Khan 2007, 2) points out that “the Global Compact makes no 
specific reference to economic, social, and cultural rights.  The principles also neglect the responsibilities 
of companies with respect to development, gender discrimination, indigenous peoples, corporate 
transparency, and tax avoidance.”  Further, “the Compact does not address issues like fair pricing, fair 
advertising and selling practices, and providing appropriate information with product labeling. The 
Compact could be further developed with respect to issues faced by international marketers, and in 
particular, those pursuing globally integrated marketing programs” (Grein and Gould 2007, 297). 
 
Selective Compliance.  Although Compact members agree to support all 10 principles, in fact they can 
select the parts on which to concentrate or areas that are low cost, safe, or already accomplished while 
ignoring other areas entirely (Utting 2007, Kuper 2005).  Further, companies are allowed to join that are 
in violation of other UN initiatives and guidelines (Martens 2007). 
 
Drop in the Bucket.  Through the first seven years, the Global Compact has attracted more than 3,000 
business participants (UN Global Compact Office 2007a), yet this is less than four percent of the worlds 
77,000 multinationals (Khan 2007).  Deva (2006) points out that in aggregate, corporations generally are 
unresponsive or not serious with regard to the Compact.  
 
Three Studies of the UN Global Compact 
In preparation for its Leaders Summit, June 2004, the UN Global Compact Office asked McKinsey & 
Company (2004) to undertake a comprehensive impact assessment of the Compact’s first four years.  The 
objective of the study was to determine the intermediate impacts of the Compact rather than catalog all 
actions or assess ultimate impact.  The method used was to interview 59 stakeholders, including 
supporters and critics; to conduct a web survey of the 1,711 Compact participants, which yielded 370 
unduplicated complete responses; and to analyze secondary Compact and public information.  The survey 
found that the Compact had little or no impact on 94% of the respondents, only 4% said change would 
have been difficult without being a participant, and 2% reported change would not have happened without 
participation.  The survey found that respondents reported joining the Compact to address humanitarian 
concerns (55%), to acquire practical know-how (50%), to network with other organizations (49%), and to 
become more familiar with corporate social responsibility (46%).  McKinsey & Company (2004, 2&20) 
concluded that “to realize its potential, the Global Compact will need to increase the value of participation 
with targeted business-oriented engagement mechanisms, robust local networks, and effective 
communication and collaboration to meet the expectations of all participants and partners.” The report 
also warns that “inconsistent participation and divergent and unmet expectations limit the impact on 
companies and continue to threaten the Compact’s long-term credibility with participants.” 
 
The 2004 Cetindamar and Husoy Study was designed to investigate why companies participated in the 
Compact and what impacts it had on the firm’s environmentally responsible behavior.  The Compact was 
asked for contact information on its approximately 1400 participants (Spring 2004) and provided 200, of 
which 113 were concerned with environmental principles.  The Likert scale questionnaire yielded 29 
usable responses.  Cetindamar and Husoy (2007, 173) conclude that  . . . “being part of the sustainable 
development efforts is the most influential reason for all companies in becoming a GC participant.” 
Further, that  . . . “becoming a GC participant  . . . is to the benefit of firms not only in the long-run but 
also in the short-run.” 
 
In preparing an annual review for its 2007 Leaders Summit, a Wharton School/Compact study was 
conducted of all companies participating in the initiative as of February 2007.  More than 3,000 corporate 
members were invited to fill out an anonymous online Global Compact Implementation Survey, which 
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resulted in about 400 (15%) usable responses.  This section is drawn from the UN Global Compact 
Annual Review (UN Global Compact Office 2007a).  When queried about the reasons for joining, 
respondents noted joining to increase trust in company (63%),  increase network opportunities (53%), 
address human concerns (52%), improve public relations (46), become more familiar with corporate 
social responsibility (40%), acquire practical know-how (34%), establish links with the UN (34%), and 
improve market access (20%).  Sixty three percent of respondents indicated that their company was 
engaged in a Global Compact local network (except in North America, where just over 40% were in 
networks) while 32% were not and 6% were unsure. 
 
Limitations of All Three Studies.  All three studies suffer from biases associated with the selection of 
respondents because participants that were strongly engaged with or felt some benefit from the Global 
Compact were more likely to respond than passive participants.  No study of nonrespondents was reported 
in any of the studies.  Further, all three studies relied on respondent perceptions with no attempt to verify 
actual impacts.  Finally, two of the studies covered participants about four years after inception (2004), 
and the Compact has since added a tenth principle and grown exponentially in participants. 
 
Drivers of Impact 
External to the UN Global Compact are a number of phenomena that potentially will drive its impact as 
well as spawn and encourage other national and multinational actions and rules.  These drivers highlight 
the conflict between short-term goal maximization and long-term gain and sustainability of the economic 
and social systems of the world. Markets, their satisfaction, their supply chains, and their financing are at 
the very core of this debate.  The purpose of this section is not to gaze into a crystal ball but to briefly 
describe some of the drivers that may define the future viability of the UN Global Compact. 
 
Globalization.  The worldwide debate on the benefits and costs of globalization has placed corporate 
behavior in the spotlight.  Not only is it a focus of many civil society organizations frustrated by current 
inequities and unfairness, but it has become a political issue in many countries both in OECD and 
emerging markets.  It is recognized that leveling the global playing field may be essential to continued 
international business in general and to specific businesses in particular.  Coupled with the weakness of 
international governance, the Global Compact may take on more responsibility. 
 
Financial Markets. “From asset managers, pension trustees and stock exchanges to project leaders and 
insurers, the investment community increasingly connects environmental, social and governance – or 
ESG – performance to long-term viability and financial performance” (UN Global Compact Office 2007a,  
12).  Thus, increasing responsibility (Compact Principles), performance, and sustainability are seen as 
linked (Kell 2005).  For example, in April 2006, the Compact with the UNEP Finance Initiative invited 
large institutional investors and asset managers at the New York Stock Exchange to commit to six ESG 
principles in their investment analysis, decision making, and policies.  By April 2007, 170 institutions ($8 
trillion in assets) had committed to this initiative—Principles for Responsible Investment (PRI).  The 
more that financial investment decisions are made based on ESG or Compact principles, the greater the 
incentive for companies to accept these principles as part of their operations.  
 
Environmental Imperatives.  Although global warming, resource depletion, and environmental 
despoliation have long been recognized as threats to sustainability of the world’s ecosystem, Kyoto, the 
Intergovernmental Panel on Climate Change, Al Gore, and the Nobel Committee have led thousands of 
smaller efforts to scare corporate and world leaders into thinking seriously about the impact of their 
current operations on the environment. Given the weakness of intergovernmental agreements, including 
the recent agreements at the United Nations Climate Change Conference in Bali, voluntary action may 
play an increasingly important role along with or in place of more comprehensive state solutions. 
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Transparency and Accountability.  In the United States, the egregious cases of Enron, WorldCom, 
Adelphia, AOL Time-Warner, Arthur Anderson, Halliburton, Kmart, Tyco, Quest, and Xerox, have 
focused attention on corporate governance.  The response to the Sarbanes Oxley Act of 2002 have 
changed the rules in the United States, but the whole issue of transparency and accountability of 
institutions that create wealth and govern that process has been elevated worldwide to new levels.  Much 
more is needed and, in combination with the financial markets driver, voluntary individual and collective 
actions are likely to continue.  
 
Assessment 
Proponents and critics diverge sharply on the approach, achievements, and potential of the Compact.  The 
purpose of this paper is to understand its impact on and it’s potential for addressing the dysfunctions of 
the current state of globalization relative to fair market allocation of resources in the service of societies 
and their development.   
 
Has it made a significant difference?  The vision that created the Compact required the United Nations 
to further collaboration with non-governmental stakeholders, especially companies, a radical departure 
from its mandate and history of working through governments.  The vision was no less audacious than to 
create a new culture and standard of corporate behavior in world markets through enlisting the willing as 
leaders in a process of corporate norm adoption.  With more than 3,000 corporate participants from 116 
countries, the Compact is the largest corporate citizenship organization in the world.  Included are 108 of 
the Financial Times Global 500 largest companies.   
 
However, impressive numbers of members belie the reality that relative to the universe of companies that 
impact international markets, the number is miniscule.  Further, critics and supporters both note that the 
commitment of participants is weak and little real norm change has taken place.  Many of the networks, 
projects, forums, and materials developed are useful in aiding the process of norm change, but the 
movement is still at a very early stage.  Certainly issues of corporate social responsibility have been given 
a new stage, champions within individual companies have been empowered to various degrees, and 
multistakeholder networks have been forged.  Although a significant difference leveling the market 
playing field has not been achieved, an exciting start has been initiated. 
 
It is clear at this point that most of the participants exist in name only.  The initial thrust has been to get 
numbers rather than committed action and thus, the bar has been set very low for entry.  A number of 
critics note the big-name company members that continue to violate the principles to which their CEOs 
have committed.  There is tension between the means of showing increasing membership and having the 
CSR innovators and early adopters be truly committed role models who will encourage both greater 
acceptance of behavior change and convince the more skeptical early majority to adopt the Compact 
principles.  Opponents and proponents agree that the Compact is a work in progress and is tightening the 
participant requirements and the rules of reporting.  It is not clear at this point if volume over quality has 
been a necessary strategy to get going or fatal to any real norm change.  Based on the adoption of 
innovation literature (Rogers 2003), respect for innovators and early adopters is key to the eventual 
inclusion of the majority of the firms and the success of the voluntary movement.  Kilgour (2007, 770) 
summarizes general skepticism: 
 

If an issue as universal and pervasive as women’s inequality is marginalized or ignored by the 
Global Compact and its signatory companies, its legitimacy and potential to affect positive 
change will be difficult to defend, and its claim to be a new and viable form of global governance 
will have been refuted. 
 

Is it likely to make a significant difference?  The McKinsey & Company (2004, 15) report concludes 
that to transition from its “entrepreneurial phase, which has been marked by recruitment and 
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experimentation, to a mature phase of sustained growth and impact, the Compact will need to become 
more effective at delivering impact through its activities” (that is value to participants via better networks, 
communication, governance, and formal support of UN partner agencies).  This conclusion certainly 
makes sense in terms of volunteerism because participants must be willing to participate; however, it 
highlights the dilemma from a globalization perspective; the participants have to do things that may not 
be in their short-term interest in order to reach longer-term objectives.  Norms with standards have costs 
and Deva (2006, 128) warns that “the business case hypothesis should be accepted with some caution.”  
 
Here the critics of the Compact see a history of case after case where unregulated behavior has subjugated 
human rights, labor, the environment, and honesty in the name of profit.  It is not surprising that the 
critics want the UN to “develop an effective regulatory and institutional framework for its relations to the 
private sector,” including principles of engagement, standards for interaction, impact assessment and 
independent evaluation, an ombudsman for complaints, and an intergovernmental UN body (Martens 
2007, 6). Multistakeholder partnerships are seen as a failure of intergovernmental diplomacy (Martens 
2007).  Thus, the core question is not how to improve voluntary partnerships but how to create a 
framework of democratic multilateralism (Martens 2007).  To bridge the gap between volunteerism and 
regulation, Kuper (2005, 370) suggests that: 
 

Critics of the Compact . . . should not lament the UN refusal to propose hard law solutions 
(proposals that would go nowhere given the current structure of power), nor should they reject the 
Compact outright because it does not include a strong monitoring mechanism.  Rather they 
should continue to press for clear and measurable standards that could underpin hard law in the 
future but that provide leverage for civil society organizations in the present; then these critics 
and organizations should focus resources on monitoring and publicizing the performance of the 
few key corporations that have tipping power . . . well-known corporations are vulnerable to 
adverse publicity . . .  
 

The real question relates to the power of the drivers of change.  Are company boards, executives, and 
investors sufficiently concerned about threats of globalization backlash to their international operations, 
threats to their markets by global warming and environmental degradation, threats to access to capital by 
ESG screens, threats of the lack of transparency, and threats of increased regulation to step away from the 
short-run maximization models and embrace a change in norms through voluntary that increasingly 
protect their sustainability and the leveling of the world for the benefit of all?  If so, “the Compact may be 
the most effective means to gain consensus on the role of business in society” (Williams 2004, 755).  If 
the Compact is to provide this platform of understanding and norms, many who have assessed it feel an 
order of magnitude change is needed. Typical of these statements are the following:  
 

The Compact Office has to devise means and strategies to ensure that those corporations which 
join the initiative fulfill their social responsibilities both in letter and spirit (Deva 2006, 150). 
 
The United Nations Global Compact does have a role to play in promoting a greater 
understanding of links between business and human rights, but the shortcomings of the current 
model need to be urgently addressed before it can be viewed as a valuable contributor to this field 
(Nolan 2005, 465–466). 
 

Conclusion 
In the past seven years, the UN Global Compact has become the largest voluntary corporate citizenship 
initiative attempting to elevate and level the norms of corporate behavior in world markets.  As 
impressive as this start is, the Global Compact has significant shortcomings that threaten its future.  Its 
strategy of having a low bar for admission to drive numbers of participants; along with weak, vague, and 
toothless requirements of performance; undercuts the Compact’s future potential in two ways.  First, 
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actions by current participants have not seriously addressed the issues represented by the Compact’s 10 
principles beyond what they would have done without it.  Second, participants do not represent the 
commitment and actions of innovators and early adopters necessary to gain respect from the vast majority 
of international companies, thereby driving the global adoption of the Compact norms.  Unless the quality 
of participants is placed above quantity, the Compact will ultimately fail to instill the norms imbedded in 
its 10 principles in the world market in any meaningful sense.  
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Abstract 
The paper examines the substantial growth and myriad effects of foreign direct investment in the United 
States by foreign automotive firms.  Macro-environmental factors influencing this investment are 
examined as well as the resulting impact on numerous stakeholders including suppliers, consumers, and 
local and state economies.  The findings illustrate a normative model for investment and economic 
development success by foreign automotive concerns and community economic development officials in 
an increasingly global marketplace.  The stakeholder perspective affords a more comprehensive view of 
globalization, forwarding a position counter to the negative viewpoint often espoused in business and 
popular culture.  
 
Introduction 
First quarter 2007 bore witness to a domino-like series of painful pronouncements from the U.S. 
automotive industry; with General Motors, Ford and the Chrysler group all signaling massive financial 
losses, job cuts, and significant restructuring.  In the wake of this dismal economic news, many business 
and political pundits were quick to assign responsibility for Detroit’s woes to the familiar scapegoats of 
foreign competition and globalization.  This perspective manifest itself soon thereafter in political 
maneuvering, as executives from the Big Three automakers met with President Bush following the 
November 2006 elections to complain about “unfair” competition from Japan (Griswold 2007).  Michigan 
democratic lawmakers continued the protectionist rhetoric by calling for greater oversight of the 
automotive industry and Japanese companies in particular.  The outcry from these automotive 
stakeholders in 2006 parallels the negative diatribe often associated with discussion of globalization, trade 
and foreign policy.  From concerns over the mounting trade deficit, to lost jobs and economic misery 
assigned to outsourcing and offshoring; the dialogue echoes the familiar refrain of unfair competition 
and/or the inability of the U.S. to compete with lower-wage countries.  

What is omitted from this dialogue; however, is the other side of the globalization equation; that is, the 
concept of “insourcing,” also, known as “foreign direct investment.”  Insourcing is defined as direct 
investment into the United States by foreign headquartered multinational firms (Slaughter 2004).  Direct 
investment in the U.S. by foreign automotive concerns epitomizes insourcing, illustrating the merits of 
globalization.  Initially viewed as a Japanese phenomenon, automotive foreign direct investment in the 
U.S. now constitutes manufacturing, assembly, and supplier plants emanating from countries around the 
globe.  In 2005, more than 40 models of foreign nameplate cars, minivans, SUVs and pickup trucks were 
being produced at fifteen plants in the U.S. (Ford 2005).  As a result, in 2005 more foreign brand vehicles 
sold in the U.S. were built in the U.S. than were imported, a first time event.   

The failure of many to recognize, consider and accurately quantify the impact of automotive foreign 
direct investment (FDI) to the U.S. economy is most perplexing (Asheghian 2004; Bauroth 2004; 
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Slaughter 2004).  In fact, many business and political figures have done just the opposite; publicly 
questioning the competitive practices of foreign automotive manufacturers (Brooks 2002), as if the U.S. 
market was a playground reserved for Detroit only.  Additionally, many state strategies to attract foreign 
manufacturers have come under question, especially the use of tax dollars to enhance infrastructure and 
offer competitive incentive packages.  These issues were first addressed within the academic literature by 
Newman and Rhee (1990) concerning Midwest automotive transplants originating from Japan.  The 
authors question the “green field” strategic approach by the Japanese, the extensive efforts undertaken by 
states to attract Japanese investment, and the implied promise of instant employment and overnight 
prosperity for target investment areas.   

The purpose of this paper is to provide direct answers to the questions put forth by Newman and Rhee 
(1990) by examining the substantial growth and myriad effects of U.S. foreign direct investment by 
international automotive entities (i.e., non-domestic) over the past quarter-century.  We begin by 
analyzing the key factors (e.g., globalization) driving foreign direct investment to the U.S., followed by 
an analysis of site selection factors that influenced the greater part of this investment to the Southeastern 
region of the U.S.  Utilizing historical secondary data and in-depth interviews with key stakeholders, we 
examine the economic and cultural impact of automotive FDI on multiple parties; foreign automotive 
firms, suppliers, consumers, and local and state economies.   

Background 
 
Global Factors Impacting FDI 
Landefeld and Whichard (2006) note globalization “encompasses not only the internalization of 
consumption through cross-border trade in goods and services, but also the global integration of capital 
markets and the internationalization of production through foreign direct investment.”  Historically, three 
major motivations have spurred foreign direct investment as a global market entry strategy: garnering new 
resources (resource seeking), gaining access to new markets (market seeking) and/or achieving greater 
efficiencies through lower costs of doing business (efficiency seeking).  A host of factors have been 
shown to influence the FDI site selection decision including tax-related factors, government attitudes 
toward foreign investment, infrastructure, labor force, economic conditions, political risks and 
environmental regulations (Farrell 2004; Hoi Ki Ho and Tze Yiu Lau 2007).  In total, the studies suggest 
that countries and states attract investment by stabilizing economies, enhancing infrastructure (e.g., 
transportation, workforce, suppliers), reducing costs and barriers to trade, and promoting competitive 
markets (Farrell 2004; Hoi Ki Ho and Tze Yiu Lau 2007).   
 
FDI in the US remains a critical aspect of globalization that is often overlooked in discussions concerning 
U.S. economic and trade policy (Slaughter 2004).  Contrary to popular belief, the U.S. is a net importer of 
jobs.  A 2005 empirical analysis (Salehizadeh 2005) of FDI inflows in the U.S. confirm FDI positively 
enhances job growth, compensation per employee and value added per worker.  FDI promotes research 
and development, increases investment in physical capital and provides a positive financial injection to 
finance the current account deficit (Slaughter 2004).  FDI also serves to boost the performance of 
domestic suppliers and customers via standards implementation and information sharing (Slaughter 
2004).   In 2004, foreign multinational firms employed 6.4 million Americans with employees receiving 
wages 19% higher on average than employees of U.S. firms (Bauroth 2004).  In summary, strong 
evidence suggests FDI has a significantly positive long-run effect on the growth rate of the U.S. economy 
(Asheghian 2004; Salehizadeh 2005).   
 
Automotive FDI in the U.S. 
The roots of automotive FDI in the U.S. lay in the success of Japanese automotive exports to the U.S. in 
the 1970’s and 1980’s.  As market share increased for exported Japanese models at the expense of 
Detroit’s Big Three, protectionist legislation in the U.S. increased.  These efforts resulted in the 
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establishment of voluntary export restraints (VER) placed by the Japanese Ministry of International Trade 
and Industry on Japanese automotive exports, thus, limiting the number of Japanese models exported and 
sold in the U.S.  The initial direct investments by Japanese manufacturers in the U.S. market were 
arguably a direct strategic response to this legislation (Eden and Molot 1996).  In addition to overcoming 
the VER legislation and establishing a major position in the worlds’ largest market, several factors 
influenced the early U.S. automotive investments by Honda (1982, Marysville, Ohio), Nissan (1983, 
Smyrna, Tennessee) and Toyota (1988, Georgetown, Kentucky).  These factors include: the realization 
that growing demand for Japanese vehicles could be better satisfied via onshore production; a desire to 
reduce the balance of payments deficit between the U.S and Japan; the appreciation of the yen against the 
dollar (creating tremendous capital for direct investment and making Japanese export vehicles more 
expensive); lowering distribution/transportation costs, reducing currency volatility by producing and 
selling in dollars, and the desire to become an insider in the U.S. market (Eden and Molot 1996; Newman 
and Rhee 1990).   
 
Site Selection Factors: The Move South 
A majority of the automotive FDI entering the U.S. in the last quarter-century has occurred in the 
southeastern region of the United States; an area comprised of Alabama, Georgia, Kentucky, Mississippi, 
South Carolina, Tennessee, and Texas.  The establishment and growth of the Southeastern U.S. 
automotive corridor is a striking feature of automotive FDI and a radical geographic departure from the 
traditional automotive cluster in the upper Midwestern area of the United States and Southern Canada 
(Hill and Brahmst 2003).  The resulting southeastern focus of the global automakers is largely a result of 
dedicated pro-business strategies by government and economic development officials to enhance and 
leverage existing infrastructure and workforce resources, thus providing an attractive location for foreign 
manufactures to better their competitive position in the world’s largest consumer market.  Infrastructure 
factors include: the availability of low cost land, the proximity to efficient intermodal transportation 
networks including railway, highways, airports and deep water ports; low utility costs and proximity to 
the growth market (Sunbelt).  Workforce factors include an abundant lower cost skilled labor force, low 
rates of unionization, a solid labor force work ethic and very effective state industrial training programs 
(CanagaRetna 2004; Hill and Brahmst 2003).  In addition to the above factors, new geographical 
locations provide foreign automakers the opportunity to create ground-up manufacturing facilities 
(Greenfield plants) with the newest technologies instead of reconfiguring older assembly plants in the 
traditional manufacturing areas (CanagaRetna 2004).  As initial FDI plants blossomed, followed by 
hundreds of automotive supplier facilities, a critical mass emerged.  The critical mass or industry 
agglomeration itself is a key factor in attracting FDI inflows to this region.  Foreign subsidies of global 
firms tend to be established in geographic locations that include a significant concentration of plants that 
are congruent in terms of industry or ownership ethnicity (Axarloglou 2005; Bobonis and Shatz 2007). 
 
Economic and Market Effects of Automotive FDI 
Newman and Rhee (1990) framed their key concerns regarding international automotive foreign direct 
investment in the U.S. as macro policy issues.  Essentially, they questioned whether national, state and 
local economies would benefit from said investment; and whether governmental entities should be 
involved in providing incentives for this investment.  With the benefit of seventeen years hindsight, we 
can now clearly provide answers to these questions.  What began as a concern over Japanese 
competitiveness and states’ responsible use of tax dollars has evolved into the quintessential illustration 
of globalization.  Establishing plants in the U.S. provides foreign automakers with a strategic foothold in 
the world’s largest consumer automotive market.  Strategic capital, technology and knowledge are free to 
transcend country borders in an effort to seek a greater position and return in the respective marketplace.  
Consumer responsiveness is enhanced, transportation and distribution costs are significantly reduced, 
currency volatility issues are mitigated and any tariff or non-tariff barriers are transcended.  In addition to 
benefits accruing to the foreign automaker, investments have revitalized state and regional economies, 
enhanced government revenues, and most importantly, provided improved employment opportunities for 



 

 262 

thousands of U.S. workers.  This economically beneficial investment also transpired during a generation 
when many U.S. markets, especially in the South, concurrently lost thousands of jobs in antiquated 
industries such as textiles and furniture.  The findings illustrate a best practices perspective for investment 
and economic development success in an increasingly global marketplace. 
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Global Food Marketing Systems and Local Cultural 
Change in the Developing World 
 
Terrence H. Witkowski, California State University, Long Beach 
 
 
 
This paper identifies and assesses some of the cultural changes global food marketing systems bring to 
the developing world.  It defines three key constructs – global food marketing systems, local food 
marketing systems, and local food cultures and cuisines – and explains cultural change via processes of 
upstream sourcing and downstream localization and domestication, and how they are moderated by 
economic factors, geography, and demographics.  Evidence drawn from the anthropological literature 
confirms that global food marketing influences cultural symbols and meaning, consumption rituals, 
family life, and nutrition and health in developing countries.  Beneficial and detrimental cultural 
consequences of global food marketing in developing countries are summarized and discussed.   
 
Introduction 
 
 Studies of food marketing systems in the developing world have been published for over 50 
years.  Galbraith and Holton (1955), who conducted pioneering research on marketing efficiency in 
Puerto Rico, were the first to point out the neglected link between distribution and economic development 
(Klein and Nason 2001).  In the 1960s, Charles Slater and his colleagues recorded a multitude of 
infrastructure barriers along the channels by which food products reached consumers in Bolivia, Brazil, 
and Puerto Rico (Slater 1968).  Also using data from Latin America, Goldman (1974a, 1974b) explored 
how traditional shopping patterns, what he termed low consumer outreach, could inhibit the success of 
supermarket formats.  In the 1980s, Kaynak and Cavusgil (1982) compared the evolution of food retailing 
in developing versus rich countries, while Kumcu and Kumcu (1987) questioned the assumed link 
between economic development and food retailing structure.  Using data from Turkey, the Kumcu’s 
showed how both demand-side factors (e.g., shopping and consumption behaviors) and supply-side 
variables (e.g., marketing functions performed by stores, competition and public policy) influence food 
retailing.  More recent work includes Shultz et al. (2005), who through extensive in-country fieldwork 
examined the contribution of food marketing to the recovery of the war-ravaged Balkans, and Witkowski 
(2007), who investigated the relationship between global food marketing and rising rates of obesity in 
developing countries. 
 One concern emphasized in this literature is how to remedy the shortcomings of poor nation food 
distribution systems and, generally speaking, authors have been optimistic about the real contributions 
improved agribusiness and food marketing can make to developing country welfare.  Writing about the 
modernization of urban food retailing in Latin America, Goldman (1974b) concluded: 

Decreasing product perishability by using preservatives, changing consumer diets and store 
assortments to include more processed and canned goods, and initiating efforts to teach 
consumers how to plan their consumption rationally are examples of some of the areas in which 
advances can be made (p. 15). 

We have learned quite a bit (we hope) about nutrition since 1974 and today would be hesitant to describe 
preservatives and more processed goods as “advances.”  Shultz et al. (2005) enthused about a stable food 
marketing system being the “sine qua non of recovery,” no matter how ramshackle the establishments 
when first restored after the conflict.  The authors even observed how, under favorable conditions, “the 
tastes and brands of food can serve to bond groups that might otherwise be adversarial” (p. 29).  True 
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enough, but foods can also be divisive when sold on a sectarian or nationalistic basis.  Food marketing 
systems catering to dominant groups may not fill the dietary needs of religious minorities.  Lack of 
available halal foods, for example, may prompt feelings of social exclusion among Muslims, especially 
children and young people (Peattie, Jamal, and Peattie 2006).  Brands catering to Islamic/nationalist 
identities, such as Zam Zam Cola, Mecca Cola, Qibla Cola, or Cola Turka, may unify some Muslims, but 
alienate more secular co-religionists, not to mention non-Muslims (Özkan and Foster 2006; Ram 2007). 
 This paper revisits the topic of food marketing and development with a more skeptical eye.  The 
introduction of modern, globalized food systems may potentially benefit developing countries in many 
ways, but may also trigger negative consequences that should be seriously examined (Action Aid 
International 2005).  In recent years, a number of problematic impacts of global marketing in the less 
affluent world have been identified.  Critics have accused multinational corporations of spreading 
products, values, lifestyles, and ideologies that undermine cultures through processes of displacement and 
homogenization tantamount to “cultural imperialism” (Barber 1996; Cavanagh and Mander 2002; Klein 
1999), and even some marketing academics have come to troubling conclusions about how international 
marketing affects developing country consumers (Ger 1992; Ger 1997; Ger and Belk 1996; Hirschman 
1986).  Global food marketing has been attacked for dispersing genetically modified organisms and held 
responsible for causing environmental harm, both at the food source and through the rapid growth of long 
distance food shipping (Cavanagh and Mander 2002; Witkowski 2005a).   
 History certainly cautions us to be circumspect when considering the relationship between food 
marketing and development.  Global food systems have repeatedly disrupted sourcing cultures and, at 
worst, have been intertwined with the most awful forms of colonial exploitation.  The British proclivity 
for highly sweetened tea, which slowly intensified over the 1700s and 1800s, depended upon increasingly 
affordable white sugar made possible by the labor of slaves purchased in Africa and shipped to 
plantations in the West Indies (Mintz 1985).  In 1860, the publication of Max Havelaar (Multatuli 1860) 
caused a sensation in Holland.  In this novel, the protagonist battles the corrupt colonial government of 
Dutch Indonesia whose unjust policies toward the coffee trade were impoverishing native farmers.  More 
recently, some global food companies have continued to be insensitive and meddling corporate guests.  
America’s United Fruit Company, for example, interfered in Guatemalan politics in 1954 by having the 
U.S. Central Intelligence Agency oust President Jacobo Guzmán.  United Fruit also had a mixed record in 
Costa Rica (McCarthy 1994).  Indeed, Western thought has had a considerable history of pronounced bias 
toward the cuisines of the East and South.  The purportedly highly civilized, meaty cuisine of Anglo-
American culture has been invidiously compared to the mere “starchy staples” and unappetizing “coolie 
rations” of the developing world (Belasco 2006).  Nestlé’s baby formula debacle in Africa in the early 
1970s may have been exacerbated by misguided cultural assumptions about breast feeding. 
 Herein, we shall explore and evaluate some of the many cultural changes brought about by the 
introduction of global food marketing into developing countries.  No product class is more deeply cultural 
than food and no marketing has been more international than food marketing.  Food is a key element of 
national and local cultures (Watson 1997), and has been traded and marketed internationally for several 
thousand years (Mintz 1985).  Today, global food marketing is potentially a great driver of cultural 
change in the less affluent world with the capacity to engage symbolic, ritualistic, and family life 
dimensions of food consumption.  Unlike most prior research, this paper sees food marketing not only 
from a distributive (i.e. channels and retailing) point of view, but also considers the ramifications of 
global marketing upstream via sourcing relationships, and on the kinds of products offered, priced, and 
advertised locally by the food processing and service sectors. 
 The next section defines three key analytic constructs:  global food marketing systems, local food 
marketing systems, and local cultures and cuisines.  Then the discussion turns to processes of cultural 
change unleashed by food sourcing upstream and by localization and consumer domestication 
downstream.  How these change processes can be moderated by macro economic, geographic, and 
demographic factors will also be considered.  Subsequent sections will review research findings on how 
global food marketing affects cultural symbols, rituals, family life, and health and will propose a 
preliminary framework for assessing these and other cultural consequences. 
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Key Analytic Constructs 
 
Global Food Marketing Systems 
 
 As used here, global food marketing refers to food marketing systems where production, 
processing, and distribution are on an industrial scale, driven by technology, and controlled 
predominantly by transnational corporations.  Global foods are typically grown on large, mechanized 
farms, true agribusinesses that have become increasingly innovative scientifically and internationally 
market-centric (Edwards and Shultz 2005).  These foods are usually produced with synthetic fertilizers, 
herbicides, and pesticides for plants, and hormones and antibiotics for animals, but they can also be 
organically grown and free of genetic modifications.  However, the logic of mass distribution and 
consumption requires mass production.  Thus, the organic food industry, despite its pastoral ideals, has 
itself grown quite industrialized in the U.S., what Pollan (2006) terms “big organic.”  Global foods are 
often “fresh,” such as bananas and seafood, but many are highly processed, complex, and standardized.  
Supply chains tend to be very long and many once seasonal foods are now imported and consumed year 
round.  For consumers, global food marketing delivers ample product and corporate branding, copious 
packaging, reasonably good labeling, and heavy advertising and promotion.  Marketing mix elements are 
adapted for local markets as situations require. 
 Global retail venues include supermarkets and hypermarkets (e.g., Carrefour, Tesco, and Wal-
Mart), convenience stores (e.g., 7-Eleven, FamilyMart), and, in the foodservice sector, chains of cafes and 
fast food restaurants (e.g., Starbucks, KFC, and McDonald’s).  The emphasis is on self-service in stores – 
self-provisioning in restaurants – and using privately owned motor vehicles for transporting food products 
home.  Rich countries are the home of most, but not all such global food companies.  Shoprite, with over 
800 shops in 17 countries, is based in South Africa (The Economist 2005); 7-Eleven Thailand is owned by 
the large domestic conglomerate, Charoen Pokphand Group; and the Jollibee fast-food chain is 
headquartered in the Philippines.  Mexico’s largest chain of convenience stores, Oxxo, is part of 
Monterrey-based Femsa, the nation’s leading soft-drink bottler (Coca-Cola) and brewery (Tecate, Dos 
Equis) and a company that obviously could benefit from having numerous distribution outlets (Dickerson 
2007). 
 
Local Food Marketing Systems 
 
 Local food marketing is characterized by food products that, generally speaking, are less 
processed, less standardized, and less heavily packaged and advertised than their global counterparts.  
They are more likely to be locally produced by smaller farms relying more on physical labor and 
traditional inputs of seeds and fertilizers.  They are sold at farm gates and public markets, through street 
vendors and itinerant hawkers, by small, independent specialty stores (bakeries, butchers, and groceries), 
and in neighborhood cafés and restaurants.  Buyer-seller relationships tend to be more personal, partly 
because of less self- and more counter service (Kaynak and Cavusgil 1982), while prices are more 
negotiable.  Small stands and food stores offer the convenience of ground floor location, a storage 
function with respect to small lot frequent buying, and financing through personal credit (Kumcu and 
Kumcu 1987). 
 Table 1 summarizes the differences between global and local food marketing systems.  These 
distinctions represent idealizations for analytical purposes.  In reality, global and local food marketing 
institutions and practices usually coexist, just in different proportions, depending on the level of 
development.  Except for the very poorest countries, local food marketing in the developing world usually 
has at least some modern infrastructure and global penetration, albeit primarily in urban centers.  
Conversely, in the form of organic farming and community supported agriculture, many elements of 
traditional systems still exist and even thrive in rich nations (Pollan 2006; Thompson and Coskuner-Balli 
2007).  But whereas some local food marketing in rich nations can be seen as a reaction to industrial food 
systems, and perhaps as a manifestation of ethical consumerism, in poorer countries it is probably more a 



 

 266 

holdover from the past.  As Kumcu and Kumcu (1987) show, a variety of demand and supply side 
variables can maintain  the viability of small-scale food retailers in developing countries despite 
competition from supermarkets. 
 
Table 1.  Global v. Local Food Production, Processing, and Retail Venues 
 
  Global food marketing Local food marketing 

Food 
production 
 

• Grown on large, mechanized farms 
• Often produced at great distance from 

consumers 

• Grown on smaller, more labor 
intensive farms 

• Locally produced 

Food 
processing  

• Processed 
• Standardized (even when  adapted for 

local markets) 
• Highly packaged 
• Heavily promoted 

• Less processed 
• Less standardized 
• Less highly packaged 
• Less heavily promoted 
 

Retail 
venues 

• Supermarkets and hypermarkets  
• Convenience store chains 
• Café and fast-food restaurant chains 

• Farm gate 
• Periodic markets  
• Small, independent, single-line grocery 

stores 
• Street vending 
• Neighborhood cafés and traditional 

restaurants 
 
Local Culture and Cuisine 
 
 Although the concept of national culture has had a long application in international marketing, 
especially to research on cross-cultural differences (Craig and Douglas 2006), it can be a rather broad a 
unit of analysis for examining processes of cultural change.  Instead, the focus here is upon local culture, 
which has been defined as “the experience of everyday life as lived by ordinary people in specific 
localities” (Watson 1997, p. 9).  A local approach to culture is very anthropological and, hence, quite 
appropriate to finding out how people experience cultural change.  As Belasco (2006) puts it, “life is lived 
locally, on the ground, day to day, with great differences even among neighbors” (pp. 89-90).  Change 
occurs incrementally and its agents may go unnoticed.  Local culture also has the values and belief 
systems, material culture and artifacts, and language and communications systems described by Craig and 
Douglas (2006), but at a more intimate level of analysis. 
 Central to maintaining local culture are dietary patterns, attitudes toward food, and notions of 
what constitutes a proper meal (Watson 1997).  Meals themselves are “intensely localized food events 
that require personal choices by real people” (Belasco 2006, p. 3).  The term “cuisine” is appropriate here 
and has been succinctly described as follows:  

I define a cuisine as a set of socially situated food behaviors with these components:  a limited 
number of “edible” foods (selectivity); a preference for particular ways of preparing food 
(technique); a distinctive set of flavor, textural, and visual characteristics (aesthetics); a set of 
rules for consuming food (ritual); and an organized system of producing and distributing the food 
(infrastructure).  Embedded in these components are a set of ideas, images, and values (ideology) 
that can be “read” just like any other culture “text” (Belasco 2005, pp. 219-220).\ 

This definitions draws heavily from the anthropological literature and incorporates the aforementioned 
values and belief systems (what foods are deemed edible), material culture and artifacts (how food is 
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prepared and presented), and language and communications (how food is described and pictured).  Just as 
one might talk about a national cuisine, such as “Chinese”, one might also refer to more regional cuisines, 
such as Cantonese or Szechuan, which themselves vary from place to place locally.    

 
Processes of Cultural Change 

 
 Global food corporations can have a strong presence in emerging markets.  Table 2 shows the 
percentages of populations in Latin America who bought a Nestlé product in 2004.  The figures range 
from 73% in Central America to 95% in the Bolivarian region.  Within the Central American region 
percentages vary from a 62% in Guatemala to 82% in Panama and within the Austral American region 
from 71% in Bolivia to 94% in Chile.  In total, over 407 million people in Latin America made a Nestlé 
purchase (Nestlé 2006).  These data do not show what was bought nor how much was spent per person, 
but do indicate the potential breadth of Nestlé’s cultural footprint in the region.  The penetration of 
foodservice companies in the developing world is especially dramatic.  By the end of 2006, KFC alone 
had 1822 restaurants in mainland China – in every province and in 360 cities – and thousands more in 
other developing countries.  KFC’s parent company, Yum! Brands, eventually plans to open 20,000 stores 
in China (Yum! Brands, Inc. 2006).  McDonald’s has comparable numbers of restaurants in these nations 
and more surely will be opened.  The level of market penetration may not be tantamount to the amount of 
cultural influence and change, but it would seem an important metric and precondition.  

 
Table 2.  Percentage of Population Who Bought a Nestlé Product in 2004 (Nestlé 2006). 
 
 
Region/Country 

Nestlé  
Consumers 

Total 
Population 

 
% 

Mexico 83,000,000 106,203,000 78 

Central America (Guatemala, Honduras, El Salvador,  
Nicaragua, Costa Rica, Panama) 

29,800,000 40,855,000 73 

Brazil 139,265,000 186,120,000 75 

Bolivarian Region (Colombia, Venezuela, Ecuador) 77,198,000 81,550,000 95 

Austral American Region (Peru, Bolivia, Paraguay, 
Uruguay, Chile, Argentina) 

78,265,000 102,108,000 77 

Total Latin America 407,528,000 516,836,000 79 
 
Trade and Sourcing Relationships 
  
 Global food marketing influences local culture via trade and sourcing relationships, not just 
through market entry, forward distribution, and consumer sales.  When developing country growers sell, 
for example, mangoes, guavas, and papayas abroad so rich nation consumers can drink trendy beverages, 
a variety of economic and social repercussions may be set in motion.  Some traditional crops may be 
displaced by new ones planted for export to foreign markets.  As a result, foods once raised and consumed 
locally may now have to be imported.  Some small-scale farmers may become marginalized or even have 
their holdings acquired by powerful agribusiness interests, while local retail distribution may become 
more commercialized and less personal.  Unfortunately, relatively few studies have considered how the 
food cultures of export regions have responded to being connected to international markets (Freidberg 
2003).   
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 Fair trade, an alternative to conventional international marketing, sells developing world foods 
(coffee, tea, cacao, bananas) and other products above free trade prices, usually to rich nation customers.  
This burgeoning global movement explicitly aims to create beneficial cultural outcomes for producers 
ranging from better working conditions to gender equity.  Some positive results, such as higher incomes 
and increased self-esteem, have been documented, but these improvements have been rather modest and 
may not trickle across all family members.  The formation of fair trade networks may also increase social 
capital through cooperative and informational effects, but often they do not reach the poorest producers 
(Nicholls and Opal 2005; Witkowski 2005b). 
 Important sourcing relationships between multinational corporations and local producers can take 
place within countries.  In 2001, for example, Unilever Indonesia acquired Kecap Bango, a brand of sweet 
soy sauce based in Java but poised to go national.  With Unilever’s marketing support, sales grew rapidly 
and the company began forging relationships with local suppliers of black soybeans and coconut sugar.  A 
study sponsored jointly by Oxfam and Unilever found generally positive financial and employment 
impacts from the company’s value chains (Clay 2005), but deeper cultural consequences were not 
investigated.  In 2008, Wal-Mart unveiled a joint program with USAID and two NGOs to train 600 small 
produce suppliers.  Wal-Mart has 40 agronomists in Central America helping growers fill niche markets.  
Ironically, the success of Wal-Mart and other chain supermarkets in luring customers away from 
traditional distribution channels has made mom-and-pop farmers dependent upon them (Dickerson 2008). 
 
Localization and Domestication 
 
 Localization is managerially activated change.  It is the sum of the effects of marketing mix 
standardization and adaptation on local consumers.  Global food corporations, like many other 
multinationals, standardize their identity expressions as much as possible to achieve economies of scale in 
marketing.  Thus, signage, store layouts, color schemes, menu choices, trade characters, and customer 
service interactions are clearly recognizable around the world.  By introducing local consumers to the 
wider world, such standardized marketing has its own effect upon local cultures.  Moreover, while 
maintaining core features of their standard or global identity expressions, companies often find it 
necessary to modify their offerings to run congruent with local expectations, thereby creating localized 
identity expressions.  On its Chinese signage and packaging, KFC maintains its corporate red and white 
colors, an image of Colonel Sanders, and KFC in the Roman alphabet, but also features three Chinese 
characters that sound something like “Ken Tuck Key” when uttered in Mandarin.  Its menu is also a 
pastiche of global and local tastes driven by in-country experience.  Presumably, managerial adaptation 
has some additional cultural consequences.  
 The second downstream change process, domestication, occurs when local consumers take global 
food marketing into their own hands.  Caldwell’s (2004) ethnographic research on McDonald’s in 
Moscow provides a good example of how domestication can occur.  Initially, in the 1990s, McDonald’s 
was perceived as novel and exotic, a transnational entity, but Russian consumers soon made it Nash 
(ours).  Over time the restaurants were used more and more as surrogate accommodations for visitors and 
the homeless, as well as sites for business meetings and birthday parties, which had been held in 
apartments and cottages during Soviet days partly to avoid the prying eyes of others.  In a way, 
Muscovites were reinventing their own local culture by making McDonald’s authentic, ordinary, and 
meaningful.  By the summer of 2002, McDonald’s posters were invoking the rhetoric of “Our 
McDonald’s” (Nash Makdonalds), thus showing how awareness of domestication can feed back into 
company-driven localization.  
 A term closely related to domestication is “consumer agency”, a crucial factor in cultural 
dynamics everywhere, including developing countries (Eckhardt and Mahi 2004; Ger and Belk, 1996; 
Watson 1997; Witkowski 2005a).  However influenced they may be by localized marketing mixes 
developed by corporate marketing managers, consumers also shape their local culture through their 
expressed preferences, consumption practices, and transformations of product/service meaning.  Eckhardt 
and Mahi (2004) describe how cultural compatibility (low or high fit) interacts with meaning 
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transformation (low and high) in the consumer adoption process.  Stated differently, consumers 
reinterpret "global" products and services, even after managerial driven adaptations, to fit their own local 
frames of reference and cultural practices.  These meanings and attendant rituals diffuse among 
populations through processes of imitation and emulation that Mintz (1986) labels “intensification.” 
 Yet, unless global marketing incursions are completely rejected – and major companies have 
experienced numerous failures in developing countries – some cultural change inexorably will result from 
the new presence, even when local consumers are calling their own shots through domestication.  The 
issue is not whether change occurs, but in which dimensions of culture, by how much, and with what 
costs and benefits.  Nestlé (2006) uses the apt term “shared value creation” in a report, The Nestlé 
Concept of Corporate Social Responsibility as Implemented in Latin America, but ironically does not 
explicitly acknowledge consumer agency or, for that matter, cultural issues other than health and 
nutrition.  Ironically, marketing’s anti-global critics have also underplayed the power of local consumers 
to domesticate global marketing (Witkowski 2005a). 
 
Moderators of Cultural Change 
 
 The great difference in living standards between middle-income emerging markets, such as 
Argentina and Poland, and countries on the lower rungs of the ladder of development, such as Cambodia 
or Senegal, constitutes an important moderating variable between global food marketing and local cultural 
change.  If countries or regions are too poor to support a market, foreign corporations may not invest and 
cross-cultural contact will not be made.  In contrast, rising Asian nations and the transitional markets of 
central Europe have attracted the attention of American, Japanese, and Western European food 
manufacturers and retail chains.  China not only boasts the world’s fastest growing economy, but also has 
one of the most rapidly modernizing food cultures anywhere.   
 Country size may also determine how cultures absorb change.  Large societies like Mexico or 
India can better maintain distinct identities in the face of foreign cultural incursions than smaller countries 
because they are regionally diverse and historically synthetic cultures (Cowen 2002; Eckhardt and Mahi 
2004).  They have the resources to finance and market their own popular culture – think of telenovelas 
and Bollywood – and their distinctive cuisines have blended new foreign elements while achieving 
success abroad.  
 Landlocked nations, such as Laos, Niger, and Paraguay, are at a disadvantage in the race for 
development (UNCTAD 2006) and, consequently, may be slower to embrace new food marketing 
systems than neighboring countries. The cultural consequences of global food marketing also vary across 
different geographic regions within countries.  For example, coastal China has developed economically 
far more quickly than the interior provinces to the west and so new food products, retail stores, and 
restaurants are more likely to be launched in Shanghai or Beijing than in Lhasa, Tibet.  Throughout the 
world large gaps have emerged in the pace of urban versus rural development with the countryside often 
mired in poverty (UNDP 2003) and its people less well educated and plagued by worse health caused by a 
variety of afflictions including malaria, tuberculosis, and HIV/AIDS (Sachs 2005).  Consequently, it 
seems reasonable to assume that rural areas, even within regions that have experienced rapid economic 
growth, lag behind nearby cities when it comes to experiencing new forms of food marketing. 
 The impact of global food marketing in developing countries further differs according to 
demographic group.  Upscale consumers are more likely to patronize modern food institutions than their 
poorer neighbors (Goldman 1974), although in the most impoverished countries, the middle and upper 
classes may be too small to attract investments from international food corporations.  Watson (1997) and 
his colleagues found that Asian women liked to frequent McDonald’s in part because rowdy men tended 
to stay away.  Children have been great fans of McDonalds and Nestlé has found its fastest growth in 
Latin America among older age segments (Nestlé 2006).  Even ethnicity and religious affiliation might 
make a difference.  Some Chinese Muslims avoid stores and restaurants that do not prepare foods 
according to Halal requirements (Gilette 2000).  In principle, as well as in practice, global corporations 
are able to adapt their product offerings to meet Islamic and other religious standards.  
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Cultural Impacts of Global Food Marketing 
 

 Culture is a very complex construct that has a pervasive influence on social interactions (Craig 
and Douglas 2006).  Thus, enumerating the myriad connections between global food marketing and local 
cultural change is a challenging endeavor.  This section assembles further empirical finding on the impact 
of global food marketing on just four cultural elements:  food symbols and meaning, food consumption 
rituals, food and family life, and nutrition and health. 
   
Impacts on Food Symbols and Meaning 
 
 Cultures endow food products, service interactions, preparation, and consumption with symbolic 
meanings that describe certain human relationships, such as inclusion versus exclusion and intimacy 
versus distance (Chee 2000; Douglas and Isherwood 1979).  These codes can be transformed directly by 
marketing activities and indirectly through processes of consumer agency.  For example, Watson (1997) 
shows how McDonald’s in East Asia conveyed the idea of equality between female servers and male 
customers.  Young waitresses in some traditional Asian restaurants are not accorded a great deal of 
respect, but in a fast-food outlet both the customer and female order-taker stand and look eye to eye 
during their service interaction.  Through commercialization, the meaning of eating in China is also being 
transformed into an activity associated with fun rather than just mere nutrition (Lozada, Jr. 2000; Watson 
2000; Yuhua 2000).  When KFC discovered that Colonel Sanders had little resonance among young 
Chinese, the company created a new, more playful trade character – “Chicky” (Qiqi) – who wears big red 
sneakers and a baseball cap turned to one side (Lozada, Jr. 2000).  For little kids in Beijing, “Uncle 
McDonald” (aka Ronald) has become as Chinese as the mythical characters of their folklore (Watson 
1997; Yan 2000). 
 A comparative study of young consumers in China and the United States found that the Chinese 
rated KFC restaurants higher on 23 out of 26 brand identity items than did their American counterparts 
(Witkowski, Ma, and Zheng 2003).  They had higher opinions of building décor, restroom cleanliness, 
food appeal and freshness, service interactions with employees, and advertising.  Ironically, the item with 
the single greatest cross-cultural difference stated “KFC food is healthy for you.”  On a 7-point scale 
(where 7 was strongly agree) the Chinese mean was 4.68 (1.73 s.d.) versus 2.72 (1.60 s.d.) for the U.S. 
sample.  The Chinese were more satisfied overall with going to KFC for food and were more likely to 
visit again in the next few months.  No wonder that a 2000 survey, conducted by AC Nielsen Media 
International in 30 Chinese cities based on 16,677 questionnaires, ranked KFC the most famous 
international brand in China (People's Daily Online 2000).   
 Global foods can sometimes bridge differences in meaning caused by religious beliefs.  From her 
fieldwork in Xi’an, Gillette (2000) noted that the dominant Han Chinese will eat Muslim Hui foods, but 
that the Hui avoid Han foods because they are not “clean” (qingzhen), that is, not prepared according to 
Islamic dictates (halal).  Manufactured Western snack foods do not have this same stigma and thus can be 
shared by both groups.  These insights might also apply geographically in that consumers from different 
regions within countries can come to share the cultural meanings of – and in some cases rebel against – 
the same global food brands and establishments.  Ironically, all this cultural homogenizing is one of the 
outcomes of globalization critics have decried (Cavanagh and Mander 2002). 
 
Impacts on Food Consumption Rituals 
 
 Cultures create and maintain rituals, which are symbolic behavioral sequences associated with 
major holidays (Wallendorf and Arnould 1991) and episodic rites of passage, but also the ordinary 
routines of life, such as grooming (Rook 1985).  Many important rituals involve the consumption of 
special foods, while day-to-day food buying, preparation, and eating may acquire ritualistic elements.  
The introduction of global food marketing can change local food purchasing rituals.  For example, large-
scale food stores, such as Carrefour and Wal-Mart, provide greater product selection that makes learning 
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about new brands and acquiring comparative shopping skills a necessity.  These formats tend to sell larger 
unit sizes and also depend upon a fairly wide trade area for support.  Thus, driving scooters, cars, and 
trucks to the store begins to replace walking or riding public transportation (Goldman 1974a).   
 Fast food chains can introduce new service rituals.  Watson (1997) and his colleagues describe 
how McDonalds in East Asia taught Chinese, Korean, and Japanese customers to accept queuing for 
service, to order their meals individually, to fetch their own provisions (utensils, napkins, condiments), 
and to use their hands to eat burgers and fries.  McDonald’s restaurants also became favored sites for 
children’s birthday parties, which were a relatively new celebration in mainland Chinese culture (Lozada, 
Jr. 2000; Watson 2000;Yuhua 2000). 
 Modern marketing also affects daily food preparation rituals at home.  Some convenience foods, 
for example, can become a big hit in emerging markets.  Japanese instant noodles have sold well among 
Mexico’s urban and rural poor who consumed one billion servings in 2004.  Ramen noodles are filling, 
quick and easy to prepare (dubbed sopa para florjos or “lazy people’s soup”), and relatively cheap at 
about 37 cents a serving.  Traditional frijoles cost far less, but can take days to prepare (Dickerson 2005).  
If the U.S. experience is any guide, the adoption of microwave ovens and the sale of frozen-food products 
may encourage eating alone and snacking, rather than eating together at regular meals. 
 
Impacts on Food and Family Life 
 
 The introduction of modern food marketing can have an impact on family life.  When companies 
target children as consumers, a new, external source of information and persuasion competes with familial 
influences.  A study by Consumers International of children’s television in four emerging markets of 
Central Europe – Hungary, Poland, Slovakia, and Slovenia – showed advertising frequencies approaching 
the range typical for Western European nations.  Commercials emphasized toys and food products, 
mainly confectioneries, sweetened breakfast cereals, savory snacks, and soft drinks (Antal 1999).  A more 
recent report for India, Indonesia, Malaysia, Pakistan, the Philippines and South Korea found a substantial 
increase in commercials for foods high in fat, sugar and salt.  In India, 40-50 percent of commercials 
shown during children’s programming were for food; in Pakistan, the Philippines and Malaysia the 
percentages varied between 50 and 75 percent (Escalante de Cruz et al. 2004).    
 Yuhua’s (2000) fieldwork reveals a decline in parental authority over their offspring’s food 
consumption.  Chinese children – whose average consumption per month takes one-third or more of 
family income in 85% of families (Ying 2003) – now acquire a marketing-mediated knowledge of food 
and use pocket money to consume foods their parents discourage.  They educate their parents and 
grandparents about new food products (especially those targeted at children) and they have high levels of 
influence on family spending.  According to a survey by McNeal and Yeh (1997), Beijing children scored 
68 percent on an index of influence on family spending (comprised of 25 common household items, about 
half of which were foods), compared to 40 percent for American children on similar products.  Indeed, the 
very phrase, “children’s food” (ertong shipin), is relatively new in China’s vernacular (Jing 2000).  
China’s history of famines and food shortages during the Great Leap Forward (1958-60) and the Cultural 
Revolution (1966-76), as well as its incredibly rapid commercialization over the past 25 years have no 
doubt exacerbated these inter-generation differences, but it is reasonable to assume that similar 
transformations in family life may be occurring in some other emerging markets. 
 
Impacts on Nutrition and Health 
 
 Assuming that Western food corporations maintain the same standards everywhere that they do at 
home, food safety should improve in the developing world.  Watson (1997) and his colleagues show how 
McDonalds in Beijing introduced higher standards of cleanliness that were imitated by local restaurants.  
The Nestlé (2006) report cited above focuses on the benefits company activities provide to host nations 
through research and development of better products and the communication of “knowledge and 
awareness for healthy nutrition and lifestyles” (p. 50).  Hindustan Lever, Ltd. has developed Annapurna 
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brand iodized salt to help combat iodine deficiency disorder which can result in mental defects.  Product 
development required deep understanding of the Indian salt industry and the use of salt in Indian cuisine.  
The marketing campaign needed to educate poor consumers about how the benefits of the brand 
outweighed its higher cost than non-iodized competitors (Prahalad 2004).   
 Unfortunately, some evidence suggests that global food marketing may also encourage over-
nutrition leading to overweight and obesity and all too often resulting in chronic health problems 
(Witkowski 2007).  The World Health Organization estimates that 300 million people worldwide are 
obese.  About 115 million of them live in developing countries (WHO 2000).  Clearly, factors other than 
food marketing contribute to this growing problem.  With economic development, people expend less 
energy.  Manual labor becomes easier physically and higher incomes can be spent for transportation other 
than walking.  Migrants to burgeoning urban areas find that their traditional rural food acquisition and 
preparation routines are interrupted.  They frequently adopt different eating patterns that increase energy 
intake.  But modern food marketing also plays its role by, among other things, vigorously promoting 
attractive, energy-dense foods sold at relatively low prices.  Food is big business and the strategic 
imperative for food marketing is to sell more (Witkowski 2007). 

 
Assessing Cultural Consequences 

 
 Table 3 classifies findings on the cultural consequences of global food marketing in developing 
countries along two dimensions:  1) likely to be beneficial versus likely to be detrimental and 2) short run 
versus longer term.  In the short run, global food marketing has the potential to improve consumer welfare 
through wider food availability, better food quality and safety, lower prices, and greater variety (Goldman 
1974; Klein and Nason 2001; Watson 1997).  In the longer run, the introduction of modern marketing 
may lead to higher food management standards, more informed food consumers, greater gender equality 
in food service, and possibly the bonding of adversarial groups (Gillette 2000; Shultz et al. 2005).  
Detrimental changes in the short run include hardship for some local food retailers and diminished 
demand for some domestic brands.  Over longer periods, food marketing may possibly homogenize 
cultures, displace traditional foods and food knowledge, subvert family-based food socialization (Jing 
2000; Ying 2003; Yuhua 2000), and create an environment that encourages over-nutrition leading to 
obesity and its attendant health problems (Witkowski 2007).   
 
Table 3.  Cultural Consequences of Global Food Marketing in Developing Countries 
 
 Cultural consequences likely to be 

beneficial 
Cultural consequences likely to be 
detrimental 

 
Short  
Run 

• Wider food availability 
• Better quality and safer foods 
• Lower food prices 
• Greater food selection 

• Diminished demand for some domestic 
brands 

• Hardship for some local food retailers 
and restaurants  

 
Longer  
Term 

• Higher food management standards 
throughout industry 

• More market-informed food 
consumers 

• Greater gender equality in food service 
• Bonding of divergent groups 

• Food homogenization 
• Displacement of some traditional foods 
• Loss of traditional food knowledge 
• Subversion of family-based food 

socialization  
• Over-nutrition leading to obesity and 

chronic health problems 
 
 How these cultural consequences pencil out locally depends upon the moderating variables 
discussed above.  Developing countries differ greatly among themselves economically and perhaps nearly 
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as much so internally across their different geographic localities and demographic groups.  In the short 
term, the cultural benefits of global food marketing should usually outweigh their detriments, but this 
overall judgment may not apply everywhere.  Corporations can make mistakes in host countries and 
consumer agency may not always be a positive force if, say, local foods and food distributors become 
unnecessarily stigmatized.  Critics have argued that global trade rules favor the interests of rich nations 
and their transnational corporations over less developed countries and their smaller-sized enterprises 
(ActionAid International 2005; Stiglitz 2007).  These structural factors surely influence food marketing 
systems in turn.  The balance between benefits and detriments over the long term is even more 
problematic and likely entails far more than the preliminary list of items shown in Table 3.   
 
Conclusion 

 
 This paper has analyzed the global food industry to better understand the impact of its market 
penetration in developing countries.  The paper has introduced a typology that distinguishes global and 
modern food marketing from local and traditional food marketing.  It has shown the importance of trade 
and sourcing relationships and processes of localization and domestication and how they may be 
moderated by economic, geographic, and demographic variables.  Research evidence demonstrated the 
impact of global food marketing on the four different cultural elements of symbols, rituals, family life, 
and health and nutrition.  The paper has also provided a preliminary assessment of positive and negative 
consequences over both the short and longer terms.  
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Introducing Sustainability into the Classroom 
 
Stephanie Geiger-Oneto, University of Wyoming 
Melea Press, University of Wyoming 
 
______________________________________________________________________________ 
 

Educating for a more sustainable future in its broadest sense includes improving the 
quality of education, reorienting education to address sustainability, improving public awareness 
of sustainability issues, and providing training to many sectors of society.  The focus of this 
presentation is to introduce and discuss the issues and tools that are currently being used by some 
practitioners, and to explore various methods of incorporating such topics into our curriculum. In 
order to bridge that gap between practitioners and educators, the Global Environmental 
Management Initiative Organization (GEMI) will be discussed in detail.   

GEMI, is a non-profit organization made up of a group of businesses that are interested in 
working towards sustainable business practices in terms of the environment, health and safety 
within the companies, and their impact on their communities (both global and local).  
Representatives from the companies in the GEMI group have spent several years developing tools 
to help other companies and organizations define, assess, and implement various aspects of the 
three pillars of sustainable business practices: environment; social impact; economic elements.  

 Sustainability tools, such as those developed by GEMI, could greatly benefit educational 
institutions that are interested in pursuing education and research in sustainability.  However, 
because very few educators are aware of such tools this valuable information has not yet made its 
way into the classroom. Therefore, in order to fill the gap, we will discuss the tools made 
available by GEMI, along with suggestions as how to incorporate each tool in a sustainability-
oriented curriculum. 
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Improving Worldview Literacy  
Among International Marketing Students: 
A Multi-Country Perspective 

 
 
Mark Peterson, University of Wyoming.   
Stephen J. Terry, Kansas City Federal Reserve Bank.   

 
 
Abstract 
A worldview provides a model of the world which guides its adherents in the world.  Worldviews can be 
religious (for example, Buddhism) or secular in nature (for example, Marxism), but they have profound 
influence on cultures and societies.  While the post 9/11 era is characterized by increasing globalization, 
the globalizing world is often plagued by polarization and mistrust between culture groups described as a 
“clash of civilizations”.  In this contemporary setting, there has never been a greater need for marketers 
to be aware of the influences of major worldviews on the conduct of business across countries and within 
multicultural countries (such as India and Malaysia).  A multi-country study using data from the US, 
China and Turkey provides empirical evidence about the need for improved worldview literacy among 
international marketing students. A one class-session worldview pedagogy described herein was found to 
be effective in improving worldview literacy and to be relatively involving for students.   
 
Rediscovering Worldviews 
 A worldview provides a model of the world which guides its adherents in the world (Walsh and 
Middleton, 1984).  Worldviews can be religious (for example, Buddhism) or secular in nature (for 
example, Marxism), but they have profound influence on cultures and societies (Smart, 2000; Sire, 2004a; 
Sire, 2004b).  While the post 9/11 era is characterized by increasing globalization, the globalizing world 
is often plagued by polarization and mistrust between culture groups (Huntington, 2002).  In this 
contemporary setting, there has never been a greater need for marketers to be aware of the influences of 
major worldviews on the conduct of business across countries and within multicultural countries (such as 
India and Malaysia).  However, media and government leaders have taken a naïve approach by routinely 
ignoring worldviews and their impact on history and current events.  This shallow form of tolerance can 
be seen in the major textbooks of international marketing which typically include one small paragraph on 
religion, and no mention of secular worldviews, such as secular humanism that is pervasive across 
Western Europe.  One way marketing educators could take the leadership role in the twenty-first century 
called for by Smart, Kelley and Conant (1999) would be in improving students’ worldview literacy. 
 

Surprising to many, former US Secretary of State Madeline Albright who served President Bill 
Clinton has acknowledged that she had an “entire bureau of economic experts” but only one advisor with 
any expertise in religion (Albright, 2006).  Additionally, Albright disclosed that US ambassadors to 
Muslim-majority countries don’t have to have any training in Islam.  But now, Albright urges corrective 
action. 

 
In the future, no American ambassador should be assigned to a country where religious feelings 
are strong unless he or she has a deep understanding of the faiths commonly practiced 
there…The State Department should hire or train a core of specialists in religion to be deployed 
both in Washington and in key embassies overseas.  
        (Albright, 2006, pp. 75-76) 
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 How could governments and the media wind up giving such thin treatment to religious and 
secular worldviews in recent decades?  Possible answers lie in a prevailing “secularization theory” that 
proposed that societies and individuals would become increasingly secular and less religious due to the 
effects of industrialization and its resulting modernization.  Such ideas about secularization began during 
the Enlightenment and influenced the writings of seminal social thinkers of the nineteenth century (such 
as Émile Durkheim, Max Weber, Karl Marx, and Sigmund Freud) (Berger, 1999).  Secularization theory, 
also referred to as “modernization theory” eventually crystallized in writings of social theorists in the 
1950’s and 1960’s, such as C. Wright Mills who predicted that the sacred would “disappear altogether, 
except, possibly, in the private realm” (Mills 1959, p. 33).   
 

While secularization theory assumed a place reserved for conventional wisdom among social 
theorists during much of the twentieth century, it is now much disputed in the twenty-first century.  
Berger, once one of the leading advocates of secularization theory during the 1960’s has recanted his 
earlier claims stating that the world today (with some exceptions, such as Western Europe) is as furiously 
religious as it ever was and in some places even more so (Berger, 1999).  Berger now asserts that a whole 
body of historical and social science literature labeled “secularization theory” is essentially mistaken.  
Stark and Finke (2000) described secularization theory as being a “failed theory” that over three hundred 
years has rendered utterly failed prophecies and misrepresentations of the past and present.   
 

While belief in God has not died, distance may be what has died in an age of globalization 
(Cairncross, 2001).  As a result, the developed and the developing countries have become more accessible 
to each other.  Risk in developing countries is perceived by businesses as being more manageable than it 
had previously due in part to economic reforms taken by developing countries and the priority given by 
these countries to a stable climate for business (Cavusgil, Ghauri & Agarwal, 2002).  As part of this 
process, marketers from developed countries will likely recognize the imperative for extending their 
marketing programs deep into the developing world in order to fuel profit growth (Prahalad 2006).  As 
they do, they will increasingly encounter consumers with traditional beliefs.  Culturally-sensitive global 
marketers must not only understand how to navigate their way in cultures strongly influenced by religious 
worldviews (as in Africa, the Middle East, and Southern Asia), but also in cultures strongly influenced by 
secular worldviews, as in Europe or China.   
 
 A final outcome of secularization theory’s influence is that a silence about religion has overtaken 
the classrooms of developed countries outside of Europe, such as the US.  Several reasons could account 
for this (Prothero, 2007).  First, confusion about the crucial difference between what Supreme Court 
justice Arthur Goldberg called “the teaching of religion” (which is unconstitutional) and “the teaching 
about religion” (which is not) (Prothero, 2007, p. 54).  Second, US schools have striven to increase 
achievement in basic subjects, such as math and reading.  Third, at the same time, content about religions 
quietly dropped out of the textbooks in the 1960’s and afterwards, material on ethnic groups and women 
replaced this content.  Fourth, textbook publishers of elementary and high school textbooks have found 
the issue of teaching religion a contentious one and one that could disrupt sales.   
 
Purpose of the Study 

Understanding major worldviews is increasingly important not only to transnational policy 
makers, and political leaders, but to non-governmental organizations (NGOs), marketers, and informed 
citizens who would like to inhabit a less threatening planet.  Klein (1997) and Mittelstaedt (2002) have 
reviewed the interplay of religion and markets.  These researchers conclude that in every region of the 
world, religion affects what is traded, how trade occurs, as well as when and where trade occurs.   
 
 The purpose of this study was to gauge the current level of understanding for different 
worldviews, and to develop a useful pedagogical approach for teaching worldviews to international 
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marketing students.  Accordingly, a selection of both religious and secular worldviews was made that 
would provide both geographic diversity, as well as relevance to international marketing.  In order to 
provide better understanding of a sample of worldviews that will likely influence the actions of marketers 
and marketing thought in the coming years, three religious worldviews (Buddhism, Christianity, and 
Islam) and three secular worldviews (Economism, Humanism, and what we term Transcendental 
Globalization) were included in the worldview analysis of this study.   
 

Despite these challenges, we agree with Prothero (2007) that individuals can achieve meaningful 
worldview literacy that will prepare them for national, regional and global citizenship.  As an extension of 
this idea, we assert that worldview analysis can be done.  Such analysis will empower students and 
marketers to quickly orient themselves in an international marketing arena and to boost their own cultural 
sensitivity by understanding some of the similarities and differences across worldviews. 
 
Research Design 

The design of the empirical study addressed three issues.  First, what is the current state of 
international marketing students’ worldview literacy?  Second, can a worldview pedagogy conducted in 
one class-session substantially improve international marketing students’ worldview knowledge and 
competency?  Third, what would be the level of involvement for those international marketing students 
who receive instruction about worldviews?   

In formal terms, the first two research questions of the study had four parts each, while the third 
research question stood alone.  These research questions were as follows: 

 
 RQ1:  Among international marketing students, what is the current level of… 

a. worldview competency? 
b. understanding for the six focal worldviews? 
c. perceived relevance of worldviews to business decisions? 
d. interest in knowing more about worldviews? 

 
RQ2:  Will international marketing students who have received teaching about 

worldviews express higher levels of… 
a. worldview competency? 
b. understanding for the six focal worldviews? 
c. perceived relevance of worldviews to business decisions? 
d. interest in knowing more about worldviews? 

 
RQ3:  Among international marketing students who have received teaching about 

worldviews, what will be the level of involvement in learning about worldviews? 
 
Measurement of the Research Questions 

The first empirical task in this study was to gauge students’ self-assessed worldview literacy and 
the perceived relevance of worldviews to business decisions.  This was done to test the proposition that 
international marketing students need better grounding in their understanding of major worldviews of the 
twenty-first century.  Accordingly, the first part of the research design was to develop a survey instrument 
to assess the four parts of RQ1 with a baseline group of international marketing students.   

 
 To gauge the level of competence international marketing students have for worldview analysis, 
we developed a battery of six items about the concept of worldview learning based on the levels of 
learning commonly occurring in educational settings featured in Bloom’s Taxonomy of Educational 
Objectives (Bloom, 1984).  We also developed items focused on gauging understanding for the major 
elements of each of the six focal worldviews in our study.  Additionally, we wrote items that would 
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measure respondents’ understanding for how worldviews can affect business decisions, as well as 
respondents’ interest in learning more about worldviews.   
 

The second empirical task was to test the proposition that such grounding can be effectively 
begun by using a pedagogy focused upon religious and secular worldviews that features worldview 
analysis.  Accordingly, the second part of the study was to test whether worldview learning could be 
improved by teaching a sixty-minute class devoted to worldview analysis.  Here, the four parts of RQ2 
were assessed in a similar way to those of RQ1 with the exception being that respondents were 
international marketing students who had received the worldview pedagogy developed for this study.  
These students comprised the post-treatment group. 

 
The third empirical task was to gauge the degree of involvement in worldview learning for 

students who had received teaching about worldviews.  Toward this end, six leading items from 
Zaichowsky’s Personal Involvement Inventory concluded the survey (Zaichkowski, 1985).  These leading 
items correspond to the two factors of involvement representing interestingness and meaningfulness.    

 
A between-subjects design was used wherein a baseline group having received no formal 

worldview instruction was first measured.  The baseline group allowed answering the first research 
question of the study about the current level of worldview capabilities for international students.  
Comparing a post-treatment group with the baseline group allowed answering the second research 
question of the study about whether a worldview pedagogy delivered in one class-session would 
significantly improve students’ competencies in worldview analysis.  This comparison was made for the 
US and China.  Finally, measurement of involvement in the post-treatment groups in the US, China, and 
Turkey allowed answering the third research question of the study. 
 
Multi-Country Data Collection 
 In addition to US student respondents, those from overseas were also sought to better understand 
the level of learning about worldviews in other parts of the world.  Accordingly, undergraduate and 
graduate business students in Turkey were included in the study, as well as executive MBA students in 
China.  Data in all three country locations was collected on-site by the first author between May 2006 and 
May 2007.  
 

Notes about the descriptive statistics regarding the different groups of the study follow.  The US 
and Turkey groups had similar mean ages in the early twenties, while the Chinese had mean ages in the 
mid-thirties.  The difference in mean ages between the Chinese and the other groups actually provides 
more information to our analysis because the results can be seen for not only a culturally distinctive 
group, but for one that features older students.  In this way, generalizability of our study results is 
improved.  Finally, all groups contained about an even number of males and females.   
 
Worldview Pedagogy 

For those in the post-treatment group, respondents completed the survey after participating in a 
one-hour class session focused on the six focal worldviews of the study.  This class session was led by the 
first author and featured 1) a five-minute introduction to the topic of worldviews and their relevance to 
marketing (based in part on a review of “Spirituality and QOL” (Peterson and Webb, 2006), and “Very 
Short History of Religion and US History” (Prothero, 2007, pp. 45-49), 2) a thirty-minute thumbnail 
review of the essential elements six worldviews based on research conducted at the websites presented in 
the Appendix, 3) a fifteen-minute module consisting of an oral reading of a retailing venture scenario 
followed by small groups analyzing the scenario using the contents of a matrix containing the core 
elements of the different worldviews, (Here, the small groups analyzed the scenario as if the protagonist 
Peter Karg was a committed follower of one of the six worldviews), and 4) a ten-minute wrap-up 
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featuring the sharing of each small group’s recommended course of action for the scenario protagonist 
Peter Karg.   
 
Results 
 US respondents in the baseline group reported only a middling level of agreement for the items 
measuring worldview competencies (means ranged from 2.9 to 4.4, with standard deviations ranging from 
1.5 to 1.8).  The same can be said for understanding the six focal worldviews with the exception of 
Christianity (that posted a stronger mean value of 5.69 – the highest among the worldviews).  The second 
highest mean for the baseline group was for a desire to know more about worldviews (with a mean of 
5.52).  In general, a similar pattern can be seen for the Chinese baseline group with the exception that the 
Chinese respondents report only a middling level of agreement for understanding Christianity.  For the 
Chinese, the highest reported mean is for having a desire to know more about worldviews. 
 

The results describe the baseline groups as having only middling levels for  a) worldview 
competency, and b) understanding for the six worldviews, with a bit higher levels for c) perceived 
relevance of worldviews to business decisions, and d) interest in knowing more about worldviews.  In 
sum, it appears that international marketing students report a need to improve their capabilities regarding 
worldviews. 

 
 The post-treatment group results for the survey across the three countries showed that the US 
group reports the highest understanding for Christianity, while the Turkish students report the highest 
understanding for Islam.  In this same vein, the Chinese report the highest level of understanding for 
Buddhism.  These results suggest that students report noticeably higher levels of understanding for the 
worldviews that have strongly influenced their home culture and much less understanding for those 
worldviews that have not.  Another notable finding is the relatively high desire to know more about 
worldviews.  In each country, the reported mean is above 6.0. 
 
 The reported means for involvement in learning about different worldviews suggested that the 
mean values are moderately positive with the highest means for the US and Turkish groups being 
“important” (6.23 and 6.18, respectively), while the highest mean for the Chinese was “interesting” 
(5.84).  In this way, RQ3 is answered as the post-treatment group reports moderately positive levels to 
relatively high levels on the involvement items.  
 
 In sum, the results of analyzing the means for the survey items suggest a general pattern of 
response across the three groups.  The baseline groups reported only middling levels of competence in 
worldview learning, while the post-treatment groups reported a statistically significant improvement in 
worldview learning.  Additionally, the post-treatment groups reported moderately positive to relatively 
high levels for involvement in learning about different worldviews.  Encouragingly, all groups – both 
baseline and post-treatment groups - reported a relatively high desire to know more about worldviews. 
 
Discussion 
 The results of the study suggest that international marketing students currently report only a 
lackluster level of worldview literacy.  The pattern across the two baseline groups from the US and China 
suggests that worldview understanding is highest for the major worldview influencing the home culture 
for students.  What this means in practical terms is that international marketing students are relatively 
weak in their understanding of worldviews that are different than their own.  In an increasingly globalized 
world where persons from other cultures and their worldviews cannot be avoided, international students 
appear to be destined for needless missed opportunities when interacting with those from other cultures in 
the future, as well as difficulty arising from cultural misunderstanding.   
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Despite the ominous forecast that modest levels of worldview learning might imply for 
international marketing students in the future, other results from this study suggest a brighter future.  
Specifically, a statistically significant improvement in learning about six focal worldviews was achieved 
in the post-treatment groups in the US and China after only a one-hour class session that focused on these 
worldviews and included an applied venture-investing case.  The results from Turkish students who 
received the worldview teaching was similar to those from the US and China.  This evidence for 
worldview learning improvement should be particularly encouraging for those educators who might have 
previously believed that teaching about worldviews was too complex or too time-intensive for business 
students. 

 
For textbook authors and teachers who might have previously questioned the relevance of 

teaching worldviews as part of an international marketing course, the results of this study suggest that 
students report a relatively strong interest in further learning about worldviews.  This phenomenon was 
observed in those who had received worldview teaching, as well as those who had not received 
worldview teaching.  These results suggest that our students have an intrinsic interest in worldview 
learning.  They sense that worldview learning is important to their development and they want to learn 
more.   

 
Looking back on the way the world has changed since the Fall of the Berlin Wall in 1989, it is not 

surprising that pedagogy regarding globalization has not kept up with the demand for learning about 
important outcomes of globalization, such as worldviews.  With the rapid gains developing countries, 
such as China and India, have already made in the twenty-first century alone, students and business 
persons from developed countries can no longer afford to ignore important aspects of foreign cultures that 
are directly shaped by the dominant worldviews in these foreign cultures.  In other words, to understand 
foreign cultures, students and business persons can no longer allow differing worldviews to remain alien 
and “foreign”.  

  
Teaching about religion in public schools and universities is constitutional in the US (Prothero, 

2007).  However, confusion about this along with Secularization Theory’s prediction of religion’s 
decreasing influence in the lives of individuals appear to be two major factors in state-assisted academic 
institutions in the US not pursuing worldview learning prior to 9/11.  Times have changed.  To continue 
this omission of worldview learning in the increasingly globalized world would be a tragic disservice to 
students and their future employers, as well as to those from other cultures.   
 
Limitations and Future Research 

The worldview analysis of this study used dimensions that could be termed 
doctrinal/philosophical (Smart, 2000).  In future studies, other dimensions of worldviews could be 
employed.  For example, a legal/ethical approach might feature concepts (benevolence, compassion, joy, 
personal responsibility, submission, fatalism) that could be used to analyze how virtuous these values are 
regarded by the different worldviews.  Other dimensions of worldviews proposed by Smart (2000) that 
could be considered in an extended analysis in the future would be dimensions related to 1) narratives, 2) 
ritual, 3) personal experiences, and 4) institutions and leaders. 
 
Conclusion 
 This study has examined worldview learning and has found the current level of worldview 
learning for international students to be lackluster.  Undergraduate and graduate students in the US, as 
well as executive MBA students in China reported similar middling levels of worldview learning prior to 
participating in worldview learning.  The consequences could be painful if our students do not develop 
more abilities for performing as culturally-sensitive persons in a world characterized by increasing 
cultural complexity.  Students in the US, Turkey and China reported the highest level of worldview 
learning for the dominant worldview in their respective country.  Simply put, it appears current students 
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of international marketing (perhaps, the most inclined to be culturally sensitive) have blind spots when 
considering the important elements of other major worldviews.   
 

Despite such alarming findings, this study presented evidence that students could effectively 
begin learning about worldviews by participating in a one-hour classroom session that featured six 
worldviews and a case to apply concepts of worldview analysis.  Importantly, both students who had 
participated in worldview learning as well as students who had not participated in such worldview 
learning reported relatively strong interest in learning more about worldviews.  

  
In sum, this study has identified an instructional gap in the curricula for international marketing 

students in both the US and China.  However, this study has presented a structure for developing 
worldview pedagogy and has found students who participated in a one-hour session to have a noticeably 
higher level of learning afterwards.  The way forward for international marketing educators now should 
be to develop other pedagogies and tools for classrooms and textbooks that would boost students’ 
worldview learning.  In this way, our students would be empowered to find common ground in the 
increasingly diverse settings of campuses and marketplaces of the twenty-first century. 
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Appendix –  
Ready On-line Resources for Worldview Learning 
 
Overview of Teaching Worldviews 
www.teachingaboutreligion.org  
 
Buddhism 
www.buddhanet.net 
 
http://www.religioustolerance.org/buddhism.htm 
 
http://www.bbc.co.uk/religion/religions/buddhism/ 
 
Christianity 
 
http://www.bbc.co.uk/religion/religions/christianity/ 
 
http://geneva.rutgers.edu/src/christianity/ 
 
http://www.vatican.va/archive/ENG0015/_INDEX.HTM 
 
Economism 
http://en.wikipedia.org/wiki/Laissez-faire 
 
http://www.cato.org/research/economics/index.html 
 
http://www.capitalism.org/ 
 
Humanism 
http://www.americanhumanist.org 
 
http://www.humanists.org/hum_lamont.htm 
 
http://www.humanism.org.uk/site/cms/contentViewArticle.asp?article=1515 
 
Islam 
http://www.islam101.com/ 
 
http://www.islamicweb.com/ 
 
http://www.bbc.co.uk/religion/religions/islam/ 
 
Transcendental Globalization 
http://www.thomaspmbarnett.com/ 
 
http://www.thomaslfriedman.com/ 
 
http://www1.worldbank.org/economicpolicy/globalization/key_readings.html 
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_____________________________________________________________________________________ 
 

An Open-Source, Controversies-Based Macromarketing 
Chapter: An Initial Step Toward a Free Online 
Macromarketing Course? 
 
Stanley J. Shapiro, Simon Fraser University 
_____________________________________________________________________________________ 
 
At the 2007 Macromarketing Seminar I presented a course outline for an entirely online, controversies-
based Macromarketing course. That presentation, as well as three others made at the 2007 Seminar’s 
Pedagogy Session, has just been published in Volume 27, Number 2 of the Journal of Macromarketing. 
The detailed reading lists associated with all four suggested course designs, though not published,  are to 
be found on that journal’s website (http://agb.poly.asu.edu/jmm). The discussion which follows builds on 
the controversies-based approach I first advocated last year. More specifically, it draws upon a paper 
available on the new Macromarketing Society website being developed for us by Ben Wooliscroft  
(www.macromarketing.org/teaching.html). 
 
The paper being discussed today was originally written for inclusion, as the  chapter on macromarketing, 
in a book of commissioned contributions to an International marketing text compiled by Andersson  and 
Svensson for a Scandinavian audience.(2008) That chapter begins by drawing upon the Mittelstaedt, et. al. 
discussion of the chasm that existed between macromarketing as a field of inquiry and the 2005 AMA 
definition of  marketing.(2006) It then briefly attempts to familiarize readers with the domain, or various 
areas of study, within macromarketing. For more detail on that domain, students are referred to Shultz’s 
excellent Explorations discussion of macromarketing.(2007)  
 
The bulk of the chapter, however, both makes the case for, and provides examples of, a controversies-
based approach to the study of macromarketing. For each of eight such controversies (what should, and 
what should not, be done to meet the demand for human body organs; the price that should be charged for 
AIDS drugs; what, if any thing, should be done about the “Wal-Mart effect”; how the UN’s Millennium 
goals could best be achieved; etc.), a brief overview of the issue is first provided. Then readers are referred 
to articles that reflect the very different positions that have been taken on this issue, both by students of 
macromarketing and by those writing from other disciplinary perspectives. Finally, and after the assigned 
reading has presumably been completed, students are expected to take a stand and/or to make their own 
policy recommendation in that area. 

 
Though  written for a very specific purpose, that chapter is now publicly available to all who wish to use it 
in any way or any context. This follows from the fact that I as author was allowed to retain the copyright. 
The chapter should now be considered “open source” material available for use in class without written 
permission or, for that matter, for incorporation, in whole or in part, in other publications. Indeed, one 
such adaptation has already been prepared by Papadopoulos who, as well, both discussed two additional 
areas of controversy and added relevant Canadian content.(2008) 

 
So what comes next as far as macromarketing pedagogy is concerned? The time for writing a 
macromarketing text may now have come and gone. Such a text, as we all know, would be a difficult one 
to author, individually or collectively. Given the very few Macromarketing courses that exist, it would be 
equally, if not even more difficult, to find a publisher, especially in light of all the consolidation that has 
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taken place over the years in post-secondary textbook publishing. And while self-publishing by the 
Macromarketing Society remains a possibility, this too poses any number of challenges. 

 
What does seem possible at this time, and what might better be attempted, is the design of an Internet-
based, open sourced, free-to-all, macromarketing course. Such a  course should and would be universally 
available for use, in whole or in part, by interested Marketing and Society/Macromarketing instructors and 
their students.. Exactly how such a course should be structured and presented is well beyond the scope of 
this presentation. However, a number of “open source” course models already exist. Both Berkeley 
(http://webcast.berkeley.edu/courses) and MIT (http://ocw.mit.edu) among others, provide examples of 
how this is now being done. One looking for prototypes should also examine the free non-credit online 
marketing courses developed for the owners and managers of small businesses by the State of Maine. 
(www.mainesbdc.org) and by Kutztown University. (www.kutztown.sbdc.org)  

 
Any “open source” Macromarketing (or Marketing and Society) course would presumably be developed 
for inclusion in an already existing online BBA or MBA program. Its usage at the host school would both 
justify the cost (in time and money) of development and also provide a pedagogically appropriate  (Web-
CT, Blackboard, etc). delivery platform. However, individual modules could, and in my opinion should, 
be prepared and/or videotaped lecturettes on specific subjects presented by those teaching at other 
institutions with recognized expertise in those areas. 

 
Will such an “open sourced” Macromarketing course ever be designed, or like the text proposed some 
years ago, will it only be talked about? This will depend on whether or not one or more macromarketing 
proponents will take the lead in designing such an offering, This must be done, in large part if not in full, 
by true believers still on active academic duty and with access to a full range of university services and 
resources.  Aging and long retired macromarketing advocates can also help, but only to a limited degree.  
Hopefully a product champion for this initiative will appear in the near future, the existing academic 
reward structure that undervalues such efforts and the many other demands on professorial time 
notwithstanding. 
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_____________________________________________________________________________________ 

Institutional Trust and Quality of Life for the Poor: A 
Case from Turkey 
Ahmet Ekici, Bilkent University 

Mark Peterson, University of Wyoming 

_________________________________________________________________________________ 

 

Extended Abstract 

This paper focuses on consumers’ perceptions of trust for market-related institutions, such as 1) 
government regulation of business, 2) consumer groups, 3) business and manufacturing, 4) and both the 
news and entertainment media.  Importantly, the design of the study allows a comparison of those above 
the poverty line with those below the poverty line in the context of a developing country – Turkey.  The 
results of the study suggest that a moderately positive correlation exists between Consumer Trust for 
Market-Related Institutions (CTMRI) and quality of life (QOL) for consumers below the poverty line, 
while no such relationship exists between these two constructs for those above the poverty line.  In other 
words, trust for market-related institutions matters for the QOL of the poor, while independence 
characterizes the relationship between these two constructs for those who aren’t poor.  This is the major 
finding of our study. 

This finding has many implications for researchers of constrained consumption and of markets and 
development.  For example, the results of our study suggest that if the intended work of market-related 
institutions is degraded by a societal evil, such as corruption, the QOL for the poor is likely to be 
adversely impacted in ways that the non-poor won’t likely experience.  For a variety of reasons that 
remain to be explored, the QOL of the non-poor appears to be insulated from the vicissitudes of trust for 
market-related institutions.  In this way, the vulnerability of poor consumers can be seen (Baker, Gentry 
and Rittenberg 2006). 

The results of our study suggest that the poor have more at stake in the proper conduct of market-related 
institutions because the level of their life quality moves with changes in trust for these institutions.  As the 
World Bank’s 2000 report argues, in order for an economic growth to translate into an improved quality 
of life for the poor, among other things, an impartial judicial and legal system, greater civil and political 
liberties and trustworthy and transparent institutions will be needed (Wolfensohn 2000).  Accordingly, 
for a developing country that is constrained in its ability to provide all individuals incomes that would 
move them out of poverty, the results of our study suggest that taking a focus on improving the operation 
of market-related institutions would likely improve the QOL of the poor because trust for these 
institutions would improve.  While this remains to be explored in future studies, hope very well could be 
the key outcome of improved trust for market-related institutions.  Specifically, hope that markets will 
someday allow them to work themselves out of poverty might be the kind of hope accounting for the 
relationship between CTMRI and QOL.   

A QOL-Marketing Interpretation 

The ‘Quality of Life Marketing’ framework (Lee and Sirgy 2004) provides a valuable way to interpret the 
findings of our study.  Quality of Life Marketing is defined as “Marketing practice-the business 
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mechanism that plans, prices, promotes, and distributes consumer goods to consumers- designed to 
enhance the well-being of customers while preserving the well-being of the firm’s other stakeholders” 
(Lee and Sirgy 2004, p.45). The traditional QOL marketing limits marketing activities to the economic 
consumer goods. However, as noted by Sirgy et al (2005), the QOL-marketing framework can be applied 
not only to consumer goods, but also to consumer services, industrial goods, not-for-profit organizations, 
and public and private hospitals and universities etc.  Sirgy at al (2005) refers to this expanded framework 
as the “contemporary view” of QOL-marketing (p.10).  

In this paper, we expanded the contemporary view of QOL-marketing to the ‘institutional level’ of 
society.  We argue that just as individual organizations, institutions, too, can be subject to QOL-marketing 
principles. The role that marketing plays in improving the QOL of the consumers can be understood by 
studying consumer perceptions of whether public and private institutions are fulfilling their mission in the 
marketplace. By institution, we mean larger collectives that are formed by many individual 
establishments (e.g. business, government, consumer groups, the media, the school, the church). For 
example, business as an institution is formed by many small and large mostly private manufacturers and 
services providers. Similarly, consumer groups are formed by many individual activists groups such as 
PETA and Greenpeace.  

At the institutional level, the effectiveness of QOL-marketing can be understood by capturing consumers’ 
perceptions of various public and private institutional providers in fulfilling their missions related to the 
marketplace. In order to better understand QOL (e.g. life satisfaction) we focused on whether public and 
private institutions can be counted on doing the things they are expected to do. In other words, by 
studying public perceptions of these institutions we sought to better understand ‘institutional trust’. Public 
(consumers) trust market-related institutions to the extent that they fulfill their role in a satisfying manner 
(Hudson 2006).  

As a result, within the QOL-marketing framework, consumer trust for market-related institutions 
(CTMRI) can be understood by assessing the extent that public and private institutions are contributing to 
QOL-marketing.  For example, can business be trusted to offer safe products?; can media be trusted to 
report the news (inform the public) accurately and without bias?; can consumer groups be trusted to offer 
credible information?, and remain independent of business?; can government (and the regulators) be 
trusted to regulate business, ensure public safety, remain independent, and thus protect consumers?   
Consumers will trust market-related public and private institutions provided that these institutions will 
carry out their responsibility to a satisfying degree.  In this paper, we studied consumer trust in four basic 
market-related institutions: business, government, media, and consumer groups. 

Methods and Results 

In our study we sought answers to the following questions: 1) what will be the underlying structure of 
Consumer Trust for Market Related Institutions (CTMRI) for the poor consumers of a developing 
country, 2) what is the nature of a nomological network featuring CTMRI and QOL, and 3) how does this 
nomological network compare to those above the poverty line.  Importantly, we collected the data from 
‘poor consumers’ (with a monthly household income below the poverty line of 1500YTL) in three major 
metropolitan cities of Turkey: Istanbul, Ankara, and Izmir, as well as in the small city near the Black Sea, 
Ereğli. The survey procedure resulted in 186 usable surveys for poor consumers and 132 for non-poor 
consumers.  

Using a confirmatory-factor-analysis approach, items measuring trust for market-related institutions were 
developed and used to identify constructs corresponding to the four market-related institutions of this 
study. In subsequent analysis, CTMRI was derived as a second order factor and its nomological 
relationship was assessed with individual quality of life (QOL), as well as with the construct “distrust for 
individuals”. This third construct expanded the CTMRI nomological network and helped us understand 
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the impact of trusting (distrusting) tendencies of the respondents on the relationship between CTMRI and 
QOL.  Modeling results are depicted in Figure 1. 

The final model posted a Chi-square value of 578.4 with 364 df. Comparative fit indicators suggested a 
very good fit for the model (CFI = .94; RMSEA =.04). The results suggest that the leading first order 
construct defining the second-order CTMRI factor was trust for manufacturers and business (.78), 
followed by trust for government (.71), trust for consumer groups (.59), and trust for media (.55).The 
crucial finding of the study was the positive and healthy correlation between CTMRI and QOL (.48). This 
result means that the poor (consumers below the poverty line) who trust the market-related institutions 
more report having a higher QOL, and subsequently, those who distrust the market-related institutions 
report having lower QOL. Distrust for individuals was not found to be correlated at a statistically 
significant level with either CTMRI or QOL.  

In order to verify the robustness of these findings we conducted a second field study and collected data 
from higher income consumers (i.e. consumers whose monthly household income above the poverty line). 
With a total of 318 usable surveys (186 for the lower-income group, and 132 for the higher income 
group), the results suggested important differences: even though the correlation between CTMRI and 
QOL was healthy and significant for the lower income consumers (see the preceding paragraph), in the 
higher –income group none of the correlations between CTMRI, QOL, and Distrust for Individuals were 
statistically significant. Modeling results for the higher-income group is depicted in Figure 2.   

In sum, the big difference between those below and above the poverty line was that there is a healthy, 
positive relationship between CTMRI and QOL for those between the poverty line.  Practically speaking, 
this means that if policy makers wanted to improve QOL for the poor, they would focus upon improving 
the effectiveness of market-related institutions, such as business regulation, consumer groups, 
manufacturers and business, as well as the media. 

Conclusion 

We believe that our research makes contributions to the QOL studies in general and offers insights into 
the complex nature of quality of life of low income consumers in particular. We demonstrate that for poor 
consumers in a developing country, CTMRI correlates with QOL. This result suggests that if consumer 
trust in market related institutions can be increased by one unit, their quality of life (life satisfaction), 
then, can be improved by almost half-a-unit.  Trust in manufacturers and business appears to be the most 
important factor in determining CTMRI. Therefore, it is natural to assume that as more ‘business’ follows 
the principles of QOL-Marketing (Sirgy et al 2005), the greater trust poor consumers will feel about 
market related institutions, and as a result , they will report higher life satisfactions.   
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Figure 1: Lower-Income Group 
Instititutional Trust and QOL -  Multi-group 1
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Figure 2: Higher-Income Group 

Instititutional Trust and QOL -  Multi-group 1

QOL

q2.1 q2.2 q2.3q2.4 q2.5

e1 e2 e3e4 e5

.59 .87.79 .74

Trust for
Gov't Regulation

q7.6 q7.7 q7.8
.87 .86 .84

e6 e7 e8

Trust for
Consumer Groups

Trust for
Mfrs. & Business

Trust for News/
Entertain. Media

q7.13 q7.12 q7.11

q7.2 q7.1 q7.3

q7.15 q7.16

.85 .92 .72

.73 .76.85

.50 .96

e15 e16 e17

e18 e19 e20

e22 e23

Trust for
Market-related

Institutions

z1

z2

z3

z4

.77

.52

.62

.63

q7.5
.88

e9

q7.4

e21
.81

.77

.18

Distrust for
Individuals

q8.2q8.3q8.6

e31e32e33

.76.84.56

.08
-.05



 

 295

References 

Baker, S., J. Gentry and T. Rittenberg (2006). “Building understanding of the domain of consumer 
vulnerability”, Journal of Macromarketing, 25 (2): 128-139. 

Easterlin, Richard A. (2000). “Will raising incomes of all increase the happiness of all”, Journal of 
Economic Behavior and Organizations, 27, (1): 35-47. 

Hudson, John (2006). “Institutional Trust and Subjective Well-Being across the EU”, KYKLOS, 59, (1): 
43-62. 

Lee, Dong-Jin, and M. Joseph Sirgy. 2004. “Quality-of-life (QOL) Marketing: Proposed antecedents and 
consequences”, Journal of Macromarketing 24 (1):44-58. 

Sirgy, M. Joseph, Alex C. Michalos, Abbott L. Ferriss, Richard Easterlin, and Donald Patrick, and 
William Pavot (2006).  “The Quality-of-Life (QOL) Research Movement: Past, Present, and 
Future,” Social Indicators Research, 76(3), 343-466. 

Sirgy, M. Joseph. (2001). Handbook of quality of life research. Boston:Kluwer. 

Wolfensohn, James D. (2000) The Quality of Growth, The World Bank Millenium Projec. New York: 
Oxford University Press. 

 

 



 

 296 

______________________________________________________________________________ 
 

Community Quality of Life: Evaluation and Expectations 
in a Developing Community 
 
Don R. Rahtz, The College of William and Mary 
Clifford J. Shultz, II, Arizona State University 
 
______________________________________________________________________________ 
 
Overview 
 
We live in a time of profound and accelerating change. Communities in the developing world are seeing 
their physical, economic and social environments reshaped at a rapidly increasing pace by the growth of 
human populations, new industries, and Foreign Direct Investment (FDI). In this paper, we expand a 
Quality of Life (QOL) framework suggested by Grossbart and Rahtz (2004) and the Glocal Model 
proposed by Shultz and Rahtz (2004) to continue the macromarketing discourse as it pertains to public 
policy decisions that affect stakeholders of developing communities. One particular developing 
community, Koh Yao Noi, Thailand, is the focus of our study. 
 
As Grossbart and Rahtz (2004) note, there is a long history of social scientists assessing cultural and 
social outcomes, along with the economic elements of development and growth (see Richard Estes’ 
Social Development Index University of Pennsylvania; Curry 2003). Shultz and Rahtz in their multi-
country work on FDI recognize that the investment process also is systemic in its impact on the 
economic, physical and social fabrics of a developing environment. Both the QOL perspective and the 
systemic nature of FDI are now beginning to receive notice among public policy makers.  
 
These approaches recognize the multidimensional complexity intrinsic to development and growth 
(Barclay and Smith 2003; Balakrishnan, Duvall and Primeaux 2003; Grossbart 2003; Rahtz 2001; Sen 
1999; Shultz 1997). Grossbart and Rahtz (2004) suggested that growth is often the dependent variable of 
development; this in turn affects decision making by the world’s most visible funding and aid 
organizations, e.g., World Bank, Asian Development Bank, and USAID. They caution though that 
individual, local, regional, and national economic development should not be divorced from the social 
well being of individual, local, regional, national, and global stakeholders. Other macromarketing 
scholars have argued similarly (cf. Ahuvia and Friedman 1998). Bonsu (1998) echoes this perspective in 
suggesting that a strictly economic view for transforming economies neglects important social aspects in 
the success of transition. 
 
This research initially includes the collection and interpretation of qualitative data collected in a 
developing community in the south of Thailand. The authors examine the impact of the growing tourism 
sector on the local economy. This sector is often a catalyst for change in the developing world (e.g., Belk 
and Arnold 1995). Using the Shultz and Rahtz Glocal Model within the QOL framework presented by 
Rahtz (2001) and Grossbart and Rahtz (2004) data were collected on the island of Koh Yao Noi.  
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Koh Yao Noi 
 
Koh Yao Noi is an island in transition from an economy based on agriculture/aquaculture to one that is 
rapidly expanding to include tourism. It is located off the coast of the largest tourist island in Thailand, 
i.e., Phuket. Both these islands are part of a large group of islands that are situated off the western coast of 
southern Thailand, in the Andaman Sea. The south of Thailand is rife with civil unrest along its border 
with Malaysia. While Thailand is predominately Buddhist and Malaysia is predominately Muslim, a large 
proportion of Thais in southern Thailand are Muslim; religion in the region has been exploited by various 
radical movements and government authorities for political gain. The region consequently has seen a 
substantial rise in violence over the past few years. However, the Andaman Sea area while sharing a 
Muslim heritage, has been relatively peaceful due, in part, to the impact of FDI in the tourism sector.  
Koh Yao Noi is home to about 4000 inhabitants. It measures about 10 km x 12 km in size (see Exhibit 1). 
Its size, location, religious heterogeneity and stage of economic development/transition make it a 
compelling place for research 
 

Exhibit 1: Map of Koh Yao Noi 

 
Source: http://www.travelfish.org/map_detail/thailand/southern_thailand/phang_nga/ko_yao_yai/74 
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Method 
 
A survey was developed based on interviews conducted the past three years in Cambodia, Vietnam, and 
Thailand. The instrument was centered on the Rahtz 2001 Sustainable QOL Model and the Shultz and 
Rahtz (2004) Glocal Model.  As part of the survey islanders were asked to use a 100 point global well-
being scale to evaluate the community well-being of the island in a past, current, and future comparative 
context. The scale was similar to an instrument used extensively in multiple cultures around the world and 
has exhibited internal and external validity (Lau, et al. 2005). The authors also sought to probe some of 
the issues laid-out in the Grossbart (2003), and the Grossbart and Rahtz (2004) framework of sustainable 
development.  The survey was then translated from English into Thai by a native Thai speaker and back 
translated to English by a different native Thai speaker to validate the initial translation. 
 
Thirty seven intercept personal interviews were conducted over three days in January 2008 on the island. 
The interviews were conducted in the Thai language by a native Thai speaker. The interviewer was 
instructed to use the survey as a basis for discussion and to probe various answers if s/he felt there was 
additional insight to be gained. These interviews were conducted across the island with community 
leaders and community members representing a variety of demographic cohorts.   
 
Islanders were asked to evaluate community and personal QOL in the past and present; they also were 
asked to share their expectations for the future. In the process of collecting data we were particularly 
interested to learn how residents view the QOL changes to their island as it transitions from an economy 
based solely on agriculture and aquaculture to one that is increasingly oriented toward tourism. The 
average interview length was between fifteen and twenty minutes. Results from these interviews as 
presented below yield a mixed view of transition and perceived community QOL. 
 
Results 
 
The results were examined within the context of a timeline of QOL on the island as FDI related to tourism 
made its way into the island community. The community QOL was generally viewed as being enhanced 
by offering more economic opportunities for the indigenous populations. There were concerns, however, 
regarding the island’s natural environment and social well-being. In general the older population was 
most concerned about the changing landscape and loss of a tight knit community. Younger interviewees 
were more open to change, but still expressed concern about the rising cost of living and changing social 
environment.  Such results are consistent with the call by Grossbart and Rahtz (2004) for the need to 
consider and to monitor a variety of social aspects of development alongside the strict economic aspects 
that are often put forth by development proponents and institutions.  These results and others will be 
discussed in greater detail in the unabridged version of this extended abstract. 
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Marketing to Ethnic Subcultures: Efforts to Generate 
Higher Quality of Life for Hispanics  
 
A. Coskun Samli, University of North Florida 
Diego Molina, University of North Florida 
_____________________________________________________________________________________ 
 
Abstract  
  
This is a study to determine the ethnic connection of Hispanics to Hispanic outlets in Northeast Florida. 
An attempt was made to determine the degree of acculturation (Americanization) of the subjects who 
were Hispanics. Study findings indicate that the more acculturated the subjects the less store loyal they 
are, and in store loyalty different store features carry more weight.   
 
Introduction 
 
The USA is a nation of immigrants. Many of them have developed or adopted their own subcultures.  
American Orientals, African-Americans, Hispanics are all examples of such subcultures. This study is an 
analysis of Hispanics in Northeast Florida as they do or do not frequent Hispanic outlets. First, an attempt 
was made to measure their degree of acculturation. Then, an attempt also was made to determine what 
would enhance their store loyalty. When the key features of stores are identified, then by catering to this 
subculture on the basis of their store loyalty preferences, marketing can create a greater degree of quality 
of life. This is based on the assumption that store loyalty stands for generation of a desirable quality of 
life.  
 
The Study 
 
A pre-tested questionnaire was utilized to interview 64 Hispanics who were frequenting Hispanic 
business outlets. The sample is based on a systematic convenience approach. Respondents were 
interviewed as they were leaving the store after shopping. An attempt was made to interview every third 
or fourth person leaving the store. The store features in this article are related to store personnel’s 
competency, providing exceptional service, carrying most of the products needed, having competitive 
prices, and being conveniently located. 
 
The Study Findings 
 
The research instrument was first and foremost based on an Index of Acculturation (Exhibit 1).   It was 
found that the more acculturated (or americanized) the respondents, the lesser is their loyalty to the 
Hispanic store.  
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Exhibit 1.  Index of Acculturation (Acculturation Criteria*) 

1. I never question values and behaviors. 
2. Others tell me what to do and what not to do. 
3. I learn shopping from parents and family elders. 
4. I never question what I have been told to do. 
5. Store keepers are well known in my culture. 
6. Store keepers’ advice is educational. 
7. I get my own product information before shopping. 
8. Advertisements are not paid attention to. 
9. Friends and associates have much influence. 
 

*Acculturation criteria were scored on the basis of a five point Likert scale questionnaire.  
Source:  Adopted and revised from Samli, 1995. 
 
On the basis of acculturation statistics, those who were more Americanized had a mean score of 
acculturation of 27.44 as opposed to those who were less Americanized and scored an average of 36.16 
(Exhibit 2). The first group in this study was called individualistic and the second group was called 
collectivistic (Hofstede 1983, Brislin 1993).  
 
Exhibit 2.  Acculturation Values of the Two Groups (Score of Acculturation) 

INDIVIDUALISTIC COLLECTIVISTIC 
N=32 N=32 
Mean 27.44 Mean 36.16 
Stand Dev. 2.98 Stand Dev. 2.97 
Range: Minimum 18 Maximum 31 Range: Minimum 33 Maximum 42 
 
Exhibit 3 also indicates the two groups’ attitudes toward the store’s features. As can be seen, the 
individualistic group had an attitude towards combined store features which was 34.90. The collectivistic 
group had a score for the same store features of 41.69 indicating that they had more favorable reaction. 
 
Exhibit 3.  Store Loyalty Determined by the Two Groups’ Attitude toward Combined Store 
Features  
 

Cultural Split N Mean Std. Deviation Std. Error Mean 
Store Attitude: Individualistic  
                         Collectivistic 

32 
32

34.9063 
41.6875 

6.54690 
5.92119

1.15734 
1.04673 

 
Thus, less Americanized individuals appeared to have more favorable attitudes toward the store than did 
more Americanized individuals, indicating that acculturation takes away store loyalty. Those who 
preferred the Hispanic stores based their preferences on knowing the store managers, the stores using 
Spanish as the language in store, providing the type of products that they need, having good sales people, 
good service, and being convenient. Exhibit 4 indicates that these features were important for all 
respondents. 
 
Exhibit 4.  The Five Combined Store’s Features (predictors*) as they Correlate with Store Loyalty 
 
R R2 Adjusted R2 Std. Error of the 

Estimate 
.721a .520 .474 2.22890 
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 A. Predictors*:  (Constant and in order of importance), item 1, item 2, item 3, item 4, item 5.  
*Predictors were (in order of importance): 
 
1)  This store is conveniently located to my residence. 
2)  This store has competitive prices. 
3)  This store carries most of the products I need. 
4)  The sales people in this store are very competent. 
5)  Sales people in this store give exceptional service. 

Strategic Implications 
 
Store loyalty by Hispanics varies significantly. As a result, Hispanic stores that cater to Hispanic 
subculture as their target market are in need of understanding the acculturation process further. In other 
words, increased acculturation of Hispanics, which is a normal phenomenon in time, should not make the 
store owners lose their business. A critical need for the ethnic stores emerges as their marketing strategy 
needs to be adjusted so that it will strengthen the bonding between Hispanics and Hispanic stores. 
Developing effective marketing strategies for ethnic subcultures must be studied further for successful 
delivery of quality of life to large masses. Study findings, in this paper, indicate that: competent sales 
people who are providing exceptional service in the store where most of the products are appropriate for 
customer needs, and they are priced competitively, are critical features of store loyalty strength. These 
features need to be further researched, strengthened, and promoted more carefully. Furthermore, the store 
being conveniently located is an additional factor. Based on these findings, powerful marketing strategies 
can be constructed that would be beneficial both to Hispanic stores as well as to the quality of life of the 
Hispanic subculture. 
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Who Needs Who the Most? 
 
Ben Wooliscroft, University of Otago 
 
 
Abstract  
 
Macromarketing conference participants and board members have for many years proudly 
declared that `anything with a managerial implication' isn't a macromarketing paper. But, 
macromarketing embraces systems as its foundation (Layton, 2007; Hunt and Burnett, 1982). 
Macromarketing deals with the study of the environment that the managerial marketer works in, 
it is to be expected that there are implications for managers in all macromarketing research. That 
is not to say that all macromarketing research leads to more profits, but it impacts on the 
environment in which the profits are sought. Can macromarketing turn its back on managerial 
marketing when every macromarketing issue/policy/finding has implications for managers? This 
presentation situates macromarketing in the wider academic and marketing `system'. Managerial 
marketing represents the vast majority of marketing literature and educational material. It is 
suggested that rather than holding macromarketing aloof from managerial marketing, bridges be 
built in an export to spread the approach and perspective of macromarketing to a wider 
audience. 
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in the Citizen Sector of the Economy: 
Explaining Volunteers’ Pro-Social Attitudes 
 
Elten Briggs, University of Texas at Arlington  
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Abstract 
In addition to currently fueling the citizen (non-profit) sector of the economy, volunteering is a key 
ingredient in community-based or co-operative models of economic exchange.  The purpose of this study 
is to develop knowledge about pro-social attitudes of volunteers.  Behavioral Reasoning Theory (BRT) 
provides a framework for understanding how volunteers’ values and reasons for volunteering influence 
volunteers’ pro-social attitudes.  Gender and age are also included in the modeling.  Using large-scale 
survey data from four distinct non-profit organizations in Australia, structural equation modeling results 
suggest the BRT framework is a valuable one for understanding important influencers of volunteers’ pro-
social attitudes.  In sum, values and reasons that are other-oriented appear to be much more influential 
than values and reasons for volunteering that are self-focused.  Additionally, our results suggest that 
being a man or being a younger volunteer appear to be correlated with higher levels of values and 
reasons for volunteering that are self-focused. 
 

Introduction 
Authors since Alexis de Tocqueville have marveled at the way volunteer organizations have 

emerged and thrived in democracies.  In 2000, volunteers in the US gave so much time to non-profit 
organizations that the effect was equivalent to having 9 million full-time workers (or 6.3 per cent more 
workers) added to the labor force (Independent Sector 2001; Bureau of Labor Statistics 2007).  However, 
questions remain about how selfless is such apparently altruistic volunteer behavior in individualistic 
cultures.  Additionally, questions remain about what really influences volunteers’ pro-social attitudes, 
such as attitudes toward helping others and toward charitable organizations.   

 
Volunteerism plays a critical role in the functioning of marketing systems, and therefore 

investigating volunteer activities on an individual level has important macromarketing implications 
(Lavarie and Macdonald 2007).  The U.S. Department of Labor (2006) considers volunteer activities to 
be, “activities for which people are not paid, except perhaps expense.” Since the cost of volunteer labor is 
small, the value of a volunteer’s contribution to society has the potential to be much higher than 
comparable efforts in the private or public sector.    

 
A recent study from the Johns Hopkins Center for Civil Society Studies finds the average 

contribution of nonprofit organizations to the GDP across eight different countries (Australia, Belgium, 
Canada, the Czech Republic, France, Japan, New Zealand, and the United States) to be 5%, with 
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volunteering accounting for about a quarter of this contribution (Salamon et al. 2007).   The same study 
reports that volunteering is even more critical to the philanthropic revenue of nonprofit organizations than 
gifts of cash.  For instance, during the year ended September 2006, 61.2 million Americans volunteered 
for an organization at least once, representing 26.7% of the population (U.S. Department of Labor, 2006). 
And in Australia in 2006, 5.2 million people (or 34% of the Australian population) participated in 
voluntary work by contributing 713 million hours to the community (Australian Bureau of Statistics, 
2007).  These individuals volunteer for a variety of reasons, but it is not clear how the reasoning of 
volunteers affects their propensity to volunteer on future occasions.   
 

Conceptual Framework 
The conceptual model is derived from Behavioral Reasoning Theory (Westaby 2005).  The main 

premise of Behavioral Reasoning Theory (BRT) is that the reasons for individuals’ behavior serve as a 
linkage between their beliefs (or values), global motives (including attitudes), intentions, and behavior.  
The BRT model is similar to the widely accepted values  attitude  behavior hierarchy (Homer & 
Kahle, 1988).  The main difference is that in the BRT model, reasons serve as a partial mediator between 
individual values and attitudes towards a behavior.     

 
Reasons play a key role in personal decisions, since they help individuals justify and defend their 

actions.  The inclusion of reasons has been useful in prior behavior models that give a prominent role to 
attitudes, such as the Theory of Reasoned Action, the Theory of Planned Behavior, and the Theory of 
Trying (Bagozzi, 1992).  In BRT, reasons commonly used by individuals to shape and control their 
behavior are presumed to result, at least in part, from the processing of their values.  These reasons and 
values jointly determine their attitudes towards aspects of the environment.   

 
While Laverie and McDonald (2007) used social-identity theory to model the volunteering of 

salespersons for a charity golf tournament, this theory’s focus on one’s self and self-identity is more 
appropriately applied to individuals in the business sector than the citizen sector.  BRT offers the 
flexibility of including other-oriented concepts, as well as self-oriented concepts.  Therefore, BRT offers 
a crucial advantage when considering volunteering in the citizen sector (as in this study) because of the 
ability to render a more comprehensive treatment of volunteering.     

 
The conceptual model in Figure 1 illustrates the results of testing relationships between the 

individual values, reasons for volunteering, and pro-social attitudes examined in this study.    
 

 
Sample and Measures 
 A large-scale sampling effort was undertaken in Australia using a mail survey approach.  Survey 
data were collected from members belonging to The Cancer Council Australia (TCCA), Australia’s 
national non-government cancer control organization. We mailed surveys to 1000 randomly selected 
members in their database, with 362 completed surveys returned (36% response rate). TCCA members 
include those that have contributed either time through volunteering and/or made financial contributions 
to the organization in the past.   
 
 This same approach was also taken with three other non-profit organizations in Australia with 
similar rates of response.  The other non-profit organizations were the following: 1) Australian Youth 
Orchestra (191 completed surveys), 2) Habitat for Humanity (46 completed surveys), and 3) Kids Under 
Cover (focused on helping troubled families) (98 completed surveys).  Across the four groups, a total of 
697 usable surveys were obtained.   
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 Since the study focused specifically on volunteer behavior, individuals making only monetary 
donations to the organizations were eliminated from the sample.  This left a final sample including 27 
respondents from Habitat for Humanity, 64 from Kids Under Cover, 84 from the Australian Youth 
Orchestra, and 158 from TCCA for a final sample of 333 usable surveys.  Although a large percentage of 
sample respondents were female (77.5% female vs. 22.5% male), these results are consistent with recent 
research using a similar sample (American Cancer Society sample: 72% female vs. 28% male) (Mayer, 
Fraccastoro and McNary 2007). the distribution is symmetric with the modal value being the 35-44 age 
category.   

 
 Measures of all latent variables were captured using previously validated scales.  Measures for 
achievement and benevolence value priorities were based on Schwartz’s (1992) value survey.  Subjects 
were asked to rate specific values according to how each serves as a ‘guiding principle in their life.’ 
These ratings were made using a nine-point scale that was marked with the following scale labels:  
opposed to my values (-1), not important (0), important (3), very important (6), and extremely important 
(7).  Three items were used to capture each of the value priorities in the study. 
 
 Measures of value expression and career reasons for volunteering were based on the Volunteer 
Functions Inventory (VFI) from Clary et al. (1998).  Subjects were asked to indicate how important or 
accurate each of the reasons for volunteering was to them, using a response scale ranging from 1 (not at 
all important/accurate) to 7 (extremely important/accurate).   
Five items were used to capture each of the reasons for volunteering. 
 
 Finally, measures of pro-social attitudes were based on the work of Webb, Green and Brashear 
(2000).  Subjects were asked to indicate their level of agreement to a series of statements reflecting their 
attitudes toward helping others (AHO) and toward charitable organizations (ACO) in general, using a 
response scale ranging from 1 (strongly disagree) to 5 (strongly agree).  Four items were used to capture 
AHO, and three items were used to capture ACO.  While the original ACO scale included five items, two 
of these items are specific to monetary donations.  Since this study focuses specifically on volunteer 
behavior, two items dealing specifically with monetary donations were not used in the measure of ACO.  
 
 
Results 
 Figure 1 and Tables 1 represent the results of construct measurement using confirmatory factor 
analysis, as well as the final structural modeling using AMOS 7.0.  Table 2 presents the results of 
hypothesis testing related to the structural path coefficients in the model associated with Figure 1. 
 
 
Discussion  
 This paper compares the influence of two distinct reasoning paths on individuals’ pro-social 
attitudes in a volunteer context: other-oriented reasoning and me-oriented reasoning.  It builds on recent 
macromarketing research concerning the impact of individual level volunteering 
 on broader societal systems (Lavarie and Mcdonald 2007).  The conceptual framework is based on ideas 
from Behavioral Reasoning Theory (Westaby 2005) that suggest individual reasons for a behavior have 
important influences on related attitudes.  Attitudes, when widespread, have important societal 
implications.  Thus, this study attempts to gain insight into how pro-social attitudes are influenced by 
individual reasoning processes.  Common reasoning processes that can be generalized to broad segments 
of society are investigated, enhancing the importance of these findings at a macro-level.   
 

The final structural equation modeling results suggest that attitudes towards charitable 
organizations and toward helping others are influenced by values directly and indirectly through 
functional motivations (reasons).  Our research findings are consistent with Penner and Finkelstein 
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(1998), where the value expression motive was positively and consistently associated with volunteer 
activity, as well as with Clary & Orenstein (1991), who found a positive link between altruistic motives 
and volunteer behavior. More recently, Mowen and Sujan (2005) showed that the functional motive of 
helping others was positively related to volunteer behavior while the self-enhancement motive was 
negatively related.  

 
 Previous to this study, relatively little was known about how volunteers’ reasoning about 
volunteering influenced the strength of their pro-social attitudes. Common social marketing practices 
have evaluated volunteer motivations in order to determine the best ways of promoting to their currently 
held reasons for volunteering (Bendapudi et al. 1996).  However, in this study we considered the 
proposition that certain reasons individuals use to justify their volunteer behavior can have long term 
negative consequences.  The results suggest that other-oriented reasoning functions to cultivate pro-social 
attitudes, which are vital in order to motivate pro-social behaviors in future situations.  Conversely, results 
show that me-oriented reasoning (career motives in this study), had no positive effects on pro-social 
attitudes in volunteers.  In fact we found evidence that me-oriented reasoning is detrimental to the 
cultivation of pro-social attitudes. 
   
 In his prior research on psychological contracts and motives for volunteering, Liao-Troth (2005) 
found that career motives were related to transactional psychological contracts, those that are short-term 
in nature and based on explicit and immediate tangible benefits. Liao-Troth goes on to suggest that 
volunteer motives to engage in relational psychological contracts with an organization over a longer 
period of time may be driven by altruistic (other-oriented) functions such as value-expressive, protective 
and enhancement reasons. The evidence from the present study suggests that these two paths offer 
divergent (if not sometimes competing) perspectives in explaining pro-social attitudes. 
 

Though many non-profit organizations often stress social or personal benefits in their 
communication to volunteers, consumers helping others for their own gain may provide only temporary 
reprieves to ongoing societal issues.  To truly create enduring attitudes that will lead to ongoing pro-social 
behaviors, long-term approaches addressing core societal values may be the only sure path. Consistent 
with past research, our findings bring into question evidence that egoistic, self-centered motives rather 
than altruistic or other-oriented motives are more strongly associated with volunteer behavior (Omoto & 
Snyder, 1995).   Instead, our results support the notion that extrinsic rewards for oneself may be in direct 
conflict (or even block) intrinsic motivation to help others. 

 
The study results also reveal a strong negative correlation between age and career motives for 

volunteering, suggesting that younger individuals may be especially susceptible to me-oriented reasoning 
for volunteering.  While the use of me-oriented motivation may be an effective volunteer recruitment 
strategy for younger volunteers, charitable organizations should use this approach with caution.  Relying 
too heavily on me-oriented motives may shortsightedly erode the very attitudes vital to ensuring the 
pipeline of volunteers flowing through charitable organizations continues running strong.  Me-oriented 
motives may get volunteers into the pipeline, but the pipeline will leak if pro-social attitudes are not 
cultivated.  Me-oriented reasoning does not appear to facilitate a continual giving cycle whereby 
individuals volunteering for these reasons will form the attitudes important to encourage pro-social 
behavior on future occasions, but other-oriented reasoning encourages the giving cycle to keep moving.   
 

 

 

 



 

 308 

REFERENCES 
 

Bagozzi, R. P. 1992. The self-regulation of attitudes, intentions, and behavior. Social Psychology 
Quarterly 55 (2): 178-204. 

 
Bendapudi, N., S. N. Singh, & V. Bendapudi. 1996. Enhancing helping behavior: An integrative 

framework for promotion planning. Journal of Marketing 60 (July): 33-49. 
 
Bureau of Labor Statistics. 2007.  Employment status of the civilian noninstitutional population, 1940 to 

date.  Accessed December 1, 2007 at ftp://ftp.bls.gov/pub/special.requests/lf/aat1.txt. 
 
Clary, E. G., M. Snyder, R.D. Ridge, J. Copeland, A.A. Stukas, , J. Haugen, et al. 1998. Understanding 

and assessing motivations of volunteers: A functional approach. Journal of Personality and 
Social Psychology 74 (6): 1516-1530. 

 
Clary, E. G., and L. Orenstein. 1991. The amount and effectiveness of help: The relationship of motives 

and abilities to helping behavior. Personality and Social Psychology Bulletin 17 (1): 58-64. 
 
Homer, P. M., and L.R.  Kahle 1988. A structural equation test of the value-attitude-behavior hierarchy. 

Journal of Personality and Social Psychology 54 (4): 638-646. 
 
Independent Sector. 2001.  Giving and volunteering in the United States: Key findings. Accessed 

February 5, 2008 at http://www.independentsector.org/programs/research/gv01main.html. 
 
Liao-Troth, M. A. 2005. Are they here for the long haul? The effects of functional motives and 

personality factors on the psychological contracts of volunteers. Nonprofit and Voluntary Sector 
Quarterly 34: 510-530. 

 
Laverie, D. A. and R. E. McDonald. 2007.  Volunteer dedication: Understanding the role of identity 

importance on participation frequency.  Journal of Macromarketing 27 (3): 274-288. 
 
Mayer, B. W., K. A. Fraccastoro and L. D. McNary. 2007. The relationship among organizational-based 

self-esteem and various factors motivating volunteers. Nonprofit and Voluntary Sector Quarterly 
36 (2): 327-340. 

 
Mowen, J. C., and H. Sujan 2005. Volunteer behavior: A hierarchical model approach for investigating its 

trait and functional motive antecedents. Journal of Consumer Psychology, 15 (2): 170-182. 
 
Omoto, A., and M. Snyder 1995. Sustained help without obligation: Motivation, longevity of service, and 

perceived attitude change among AIDS volunteers. Journal of Personality and Social Psychology 
68 (4): 671-686. 

 
Penner, L. A., and M.A. Finkelstein 1998. Dispositional and structural determinants of volunteerism. 

Journal of Personality and Social Psychology 11 (1): 45-69. 
 
Shultz, C. 2005.  Closing comments at the 30th Annual macromarketing conference, St. Petersburg, FL, 

May 28-31.   
 
Schwartz, S. H. 1992. Universals in the content and structure of values: Theoretical advances and 

empirical tests in 20 countries. In M. P. Zanna (Ed.): Advances in experimental social psychology 
25: 1-65. 



 

 309

 
U.S. Department of Labor. 2006. Volunteering in the United States, 2006. Accessed October 7, 2007 

from http://www.bls.gov/news.release/volun.nr0.htm. 
 
Webb, D. J., C.L. Green, and T.G. Brashear. 2000. Development and measurement of scales to measure 

attitudes influencing monetary donations to charitable organizations. Journal of the Academy of 
Marketing Science 28 (2): 299-309. 

 
Westaby, J. D. 2005. Behavioral reasoning theory: Identifying new linkages underlying intentions and 

behavior. Organizational Behavior and Human Decision Processes 98 (2): 97-120. 
 



 

 
31

0 

FI
G

U
R

E 
1 

SU
PP

O
R

TE
D

 P
A

TH
S 

A
N

D
 C

O
R

R
EL

A
TI

O
N

S 
IN

 S
TR

U
C

TU
R

A
L 

M
O

D
EL

 (S
TA

N
D

A
R

D
IZ

ED
 E

ST
IM

A
TE

S)
 

  
 

 
   

   
Va

lu
es

 
 

 
   

 
R

ea
so

ns
 fo

r V
ol

un
te

er
in

g 
 

Pr
o 

So
ci

al
 A

tti
tu

de
s 

-.4
4 

-.3
7 

.1
7 

.1
5 

 .3
5 

-.1
2  .2

2 

 .3
7 

.2
9 

 -.
12

* 

.3
5 

 .3
8 

 .5
9 

A
tti

tu
de

 to
w

ar
d 

H
el

pi
ng

 O
th

er
s 

B
en

ev
ol

en
ce

 

A
ch

ie
ve

m
en

t 

V
al

ue
 

E
xp

re
ss

io
n 

C
ar

ee
r 

A
tti

tu
de

 to
w

ar
d 

C
ha

rit
ab

le
 

O
rg

an
iz

at
io

ns
 

A
ge

 

Fe
m

al
e 

H
yp

ot
he

si
ze

d 
Pa

th
 

 M
od

el
ed

 C
or

re
la

tio
n 

* 
Pa

th
 o

nl
y 

w
ea

kl
y 

su
pp

or
te

d 
at

 p
 =

 .0
51

. 

-.1
7 



 

 311

 
TABLE 1 

SCALE ITEMS, CONSTRUCT RELIABILITIES  
& FACTOR LOADINGS 

 
Values 
 
 Achievement (α = .73; AVE*= .48)   
  Successful (achieving goals, accomplishments)  .70  
  Ambitious (hardworking, aspiring)  .71 
  Influential (having an impact on people and events)  .67 
 
 Benevolence (r = .51; AVE= n/a)    
  Helpful (working for the welfare of others)  .80  
  Altruism (helping others, perhaps at the expense of yourself)  .64 
 
Reasons for Volunteering 
 
  Value Expression (α = .86; AVE= .57)    
    I am concerned about those less fortunate than myself  .74 
    I am genuinely concerned about the particular group I am serving  .60  
    I feel compassion toward people in need  .82 
    I feel it is important to help others  .87 
    I can do something for a cause that is important to me  .72 
   
  Career (α = .91; AVE= .68)   
    Volunteering can help me to get my foot in the door where I would  
         like to work   .82 
    I can make new contacts that might help my business or career  .84 
    Volunteering allows me to explore different career options  .80 
    Volunteering will help me to succeed in my chosen profession  .85 
    Volunteering experience will look good on my resume  .80 
  
Global Motives (Attitudes) 
 
 Attitude toward Helping Others (α = .86; AVE= .61)   
  People should be willing to help others who are less fortunate  .74 
  Helping troubled people with their problems is very important to me  .73 
  People should be more charitable toward others in society  .85 
  People in need should receive support from others  .81 
 
 Attitude toward Charitable Organizations (α = .82; AVE= .62)   
  Charitable organizations have been successful in helping the needy  .85 
  My image of charitable organizations is positive  .69 
  Charity organizations perform a useful function in society  .81 

 
*AVE = Average Variance Extracted 
 
Fit Indices (Measurement Model): 
CFI = .96; TLI = .95; GFI = .91; RMSEA = .043 
χ² (194) = 343.65 
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TABLE 2 
RESULTS OF STRUCTURAL MODEL ESTIMATION 

 
 

 
Hypothesis 

 
Hypothesized Relationship 

Standardized 
Estimate 

p-value  

H1 *Benevolence → Value 
Expression (+) 

.59 p <.001 

H2 *Achievement → Career (+) .29 p < .001 
H3 *Benevolence → AHO (+) .37 p < .001 
H4 *Benevolence → ACO (+) .22 p = .012 
H5 *Achievement → AHO (-) -.12 p = .037 
H6 Achievement → ACO (-) .04 p = .573 
H7 *Value Expression→ AHO (+) .38 p < .001 
H8 *Value Expression → ACO(+) .35 p < .001 
H9 Career → AHO (-) .04 p = .498 
H10 Career → ACO (-) -.12 p = .051 

 
Correlation Among Attitudes   
*ACO ↔ AHO .35 p < .001 
Correlation Among Control Variables   
*Female  ↔ Benevolence .15 p = .023 
*Female  ↔ Achievement -.17 p = .006 
 Female  ↔ Value Expression .07 p = .291 
 Female  ↔ Career .07 p = .171 
*Age  ↔ Benevolence .17 p = .002 
*Age  ↔ Achievement -.37 p < .001 
 Age  ↔ Value Expression .01 p = .870 
*Age  ↔ Career -.44 p < .001 
*Indicates Relationship was Significant at α=.05. 

 
 
 
Fit Indices (Structural Model): 
CFI = .94 
TLI = .93 
GFI = .90 
RMSEA = .053 
χ² (235) = 450.59 
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Regulatory Compliance or Collaboration: Impact on 
Corporate Social Responsiveness  
 
Tracy L. Gonzalez-Padron, University of Colorado at Colorado Springs 
Robert W. Nason, Michigan State University 

 
_______________________________________________________________________________ 

 
This paper explores two related stakeholder phenomena that influence firm innovation and social 
responsiveness. The first is the question of stakeholder orientation’s impact on firm innovation and the 
second is the related impact of firm - government stakeholder partnerships on corporate social 
responsibility. The findings highlight two views of how regulations influence firm innovation. Customer, 
community, and employee responsiveness has a positive relationship with innovation, while regulatory 
responsiveness has a negative relationship. New evidence suggests that the effects on social 
responsiveness from collaboration with regulatory organizations are positive while a compliance 
orientation is negative. Implications are suggested that can help guide both public policy and 
management stakeholder strategy.  
 

 
Introduction 

This paper explores two related phenomena impacting firm innovation and corporate social 
responsibility. The first is the question of stakeholder orientation’s impact on firm innovation and the 
second is the related impact of partnerships with one stakeholder, government, on corporate social 
responsibility. Each of these issues will be discussed and empirical evidence presented which has both 
public policy and managerial implications. Firm behaviors which includes stakeholder orientation clearly 
advances societal goals, perhaps while enhancing firm profitability; and collaboration with public 
institutions as a strategy may further help achieve both macro and micro interests. 

 
Corporate social responsibility (CSR) refers to the firm’s obligations to meet economic, legal, 

ethical and discretionary expectations that society has of an organization. Managers recognize that the 
role of corporations in society goes far beyond simply meeting obligations to shareholders. Corporations 
are shifting focus their focus to their social, economic, and environmental performance. While corporate 
leaders are talking about CSR, far fewer are incorporating corporate social responsibility in the ongoing 
actions and decisions of the firm. In response to activist campaigns, ever-increasing social and 
environmental regulations are forcing companies to change their practices.  

 
 For many companies, increasing government and regulatory scrutiny affects marketing strategy, 
and in particular, innovation. Further, companies operating in multiple countries experience varied 
institutional expectation and returns as a function of regulatory agencies, governments and communities, 
especially in developing countries (Doh and Guay 2006; Mohan 2006). In particular, the financial 
services industry has come under intense public and regulatory examination of governance and 
transparency compliance. Biotechnology firms face new challenges as their new products account for an 
increasing share of product approvals and their high costs are under scrutiny by regulators, employers, 
and consumers (Simon 2006). Pharmaceutical companies are also under pressure to provide treatments for 
diseases at a cost lower than needed to recoup development expenses (Blowfield and Frynas 2005; 
Khanna 2006), potentially stifling innovation and new product development (Calfee and Bate 2004; Miles 
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and Munilla and Covin 2002). In many ways, the growing regulatory concerns over environmental impact 
of corporate practices have begun to influence marketing strategies (Menon and Menon 1997) 
Stakeholder Theory 

Instrumental stakeholder theory suggests that social responsiveness leads to sustained competitive 
advantage through innovation. Proponents of stakeholder theory argue that managers must satisfy various 
constituents (e.g., customers, employees, suppliers, local community organizations) that would withdraw 
support for the firm if important social responsibilities were unmet (Freeman 1984). Generally adopting a 
position that stakeholders are a means by which the firm achieves its assumed ends, instrumental 
stakeholder research includes a strategic approach to stakeholder management, providing direction for 
enhanced organizational performance (Friedman and Miles 2006). Sustainable companies develop 
expertise in understanding the formation of stakeholder groups, their key issues, and the potential for 
helping or harming the corporation. Freeman (1984) warns that consequences of not adopting a 
stakeholder approach include legal action, regulation, and loss of markets.  

 
 A social network perspective of stakeholder management suggests that innovations through new 
product development result in a particular need to consider a broad base of stakeholders that have direct 
relationships with one another (Bunn and Savage and Holloway 2002; Rowley 1997). Stakeholder 
orientation refers to the extent to which a firm understands and addresses stakeholder demands in daily 
operations and strategic planning. Adoption of a stakeholder orientation provides firms an opportunity to 
understand its impact on stakeholders, anticipate changing societal expectations and use its capacity for 
innovation to create added business value from superior social and environmental performance (Laszlo et 
al. 2005). Marketing research often considers six stakeholders: customers, employees, shareholders, 
suppliers, community, and government regulatory agencies (Maignan and Ferrell and Ferrell 2005). 
Marketers are in a prominent position to include stakeholder concerns in strategic planning and promote 
corporate social responsibility practices within the firm (Maignan and Ferrell 2004). The experience of 
marketers in developing customer relationships may extend to establishing relationships with other 
stakeholders, including regulatory agencies.  
 
Regulatory and Community Responses 
 Managing the expectations of regulatory and community stakeholders is not a simple task. The 
first response is regulatory compliance, where companies focus on meeting regulatory standards (Epstein 
2008) and philanthropic donations, where companies make one-time donations for social betterment. 
Subsequent levels of response recognize competitive advantages from becoming more socially 
responsible. One approach is voluntary adoption of industry organization or governmental frameworks for 
environmental and social performance. Examples include ISO1400, SA8000, and the UN Millennium 
Development Goals. Another approach is collaborating with regulatory agencies and nonprofit 
organizations. Distinct advantages are expected from partnerships with local communities or government 
agencies, such as reduced unfavorable litigation, reduced levels of negative publicity, favorable 
regulatory policies and increased innovativeness (Harrison and St John 1996). Anecdotal accounts 
highlight the positive outcomes from regulatory and community collaboration. For example, DuPont 
includes a diversity of stakeholders from India, Africa, and Latin America in developing a strategy for 
biotechnology development, even inviting environmental proponents such as the former head of 
Greenpeace International to provide divergent views on the issue (Hart and Sharma 2004). However, little 
empirical research exists examining the effect that responsiveness to regulatory agencies has on firm 
innovativeness and corporate social responsibility.  
 
Analysis 
 This study examines the impact of customer, employee, shareholder, supplier, community, and 
regulatory orientation on innovation through multiple regression analysis using the Kinder Lydenburg 
Domini (KLD) database of social indicators. Through content analysis of annual reports of 160 
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companies, we further study the effects of collaborating with government and regulatory agencies on 
corporate social responsibility as opposed to firms focusing on compliance only. 
 
Discussion  
 Our study finds that firms able to respond to multiple stakeholders through socially responsive 
actions experience greater innovation. Results show that responsiveness to customers, employees, and the 
community can increase innovation. However, findings suggest that attention to regulatory agencies can 
decrease innovation, through increased costs and restrictions. This negative relationship is not evident 
when the firm embraces collaborative approaches to regulatory and community issues.  
 

We find that regulatory compliance, while a necessary part of doing business, results in lower 
corporate social responsiveness, whereas collaborative approaches has a positive affect on corporate 
responsiveness. Our study provides support for initiatives such as the UN Global Compact that stress 
voluntary and collaborative efforts in addressing social issues. Emerging themes from the individual 
collaboration projects provide important insights for marketers. Outcomes relating to marketing include 
improved products or services, access to markets, shaping future markets, and increased reputation.  
 
Conclusions 
 The findings highlight how balancing multiple stakeholders influences firm innovation and social 
performance. Customer, community and employee responsiveness has a positive relationship with 
innovation, while regulatory responsiveness has a negative relationship. New insights about the effects of 
tactics such as collaboration or compliance has on corporate social responsibility can help guide both 
public policy and management stakeholder strategy.  
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A Note on Institutional and Social Aspects of Marketing 
Systems 
 
William H. Redmond, Indiana State University 
 
_____________________________________________________________________________________ 
 

The function of markets is economic; however markets can also be examined as social 
constructions.   Whereas the concept of a market calls to mind ideas related to exchange, the concept of a 
marketing system draws attention to the actors involved.   Marketing systems exhibit a number of 
elements or facets, and consequently may be examined in diverse ways for different purposes (Fisk 1967).   
An issue of interest for the present paper is the network of relationships among actors involved in a 
marketing system.   

The systems approach naturally draws attention to interdependencies among market actors,  
including non-exchange entities who can influence market outcomes.  To prevent chaos in this interactive 
and interdependent system, the participants devise (and evolve) roles and rules.   The actors are therefore 
not to be viewed as faceless maximizers, but rather as identities with specific interests and objectives.   
This abstract explores roles and rules in networked relationships, drawing from the institutional 
economics and sociological literatures to focus on aspects of network relationship management. 
 
Roles 
 

The role of any individual in society involves both position and expectations; this is also true of 
actors in a marketing system.   Whereas the economic functions of various types of actors may be 
somewhat standardized (for example, wholesalers or retailers) , positions are not.   Positions are created 
by the actors, are purposely maintained, and are subject to evolutionary adjustment as required by 
environmental change.   The process is described by sociologist Harrison White as follows: “In my view, 
firms seek niches in a market in much the same way as organisms seek niches in an ecology.   Because 
each firm is distinctive, they are engaged not in pure competition but in finding and sustaining roles with 
respect to one another given an environment of discerning buyers,” (1981, 520).   This niche-seeking is 
accomplished by firms observing each other, with close attention to the characteristics of their offerings 
and resultant sales figures.   The property of discernment on the part of buyers means that the niches 
occupied by the various sellers are largely defined by product differentiation.   
      Given the close connection between product differentiation and niches, actors continuously 
monitor other actors’ offerings so as to clarify their position in the system (Leifer and White 1987).   The 
result is continuity and stability.   “Markets are defined by self-reproducing cliques of firms, and not the 
other way around,” (White 1981, 520).   That is, participants shape the market.  The market system is a 
social construction designed to do the economic work of self-interested actors.    

Assuming all available niches are filled by incumbent firms, new entrants would represent a 
highly destabilizing event in the system.   Attention to entry barriers would thus be an important aspect of 
role maintenance.  That is, new entrants would pose a threat not only to market shares but to 
organizational identities.   Competitors may cooperate to keep potential entrants from entering the market.  
Limiting entry preserves the stability of the system but may, of course, have adverse consequences for 
consumer welfare. 

Expectations concerning the various actors are related to social capital.  That is, reliable 
expectations enable the system to function smoothly. Reputation is most commonly discussed in terms of 
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consumers’ perceptions of sellers, but reputation is an important element in the relationships among and 
between actors in a marketing system.    Fisk (1967) observes that a firm needs the goodwill of groups 
and organizations with which it comes in contact.     Similarly, McMillan notes: “For a market to function 
well, you must be able to trust most of the people most of the time…,” (2002, 228).   This is manifest in 
the relationship between buyer and seller.   It is also true of the relationship between competitors, albeit 
perhaps in a more nuanced way. Market actors are complex entities in the sense that they have a 
multiplicity of interests in the marketplace, some of which converge with and some of which diverge 
from the interests of related actors.    

As Layton notes: “Cooperation and competition may coexist in networked exchange as 
individuals and entities…seek to build on existing links or to form new links with current or potential 
participants, “ (2007, 233).     Competitors act and react in predictable ways, thus contributing to the 
stability of the system.   Competitors also have a number of interests in common, hence an incentive to 
cooperate on those matters.   For example, competitors have a common interest in the growth and stability 
of the market, in the maintenance of networks of suppliers and various specialists, and in limiting new 
entry.   They also have common interests in shaping the rules which govern transactions and other 
activities in the marketing system. 
 

Rules 

Marketing systems are complex webs of interdependencies that require management of 
relationships within the system (Layton 2007).   The question is: how are relations managed in a complex 
and dynamic setting?   Institutional economics emphasizes the role of socially-constructed guidance in 
shaping behaviors, in opposition to the notion of independent and individual utility maximization in 
neoclassical economics.   In general, institutions are guidelines which direct actions and choices, 
encouraging certain behaviors and discouraging others.   A set of interrelated institutions constitute the 
“rules of the game” by which orderliness is attained and maintained in social interactions, including 
economic interactions. 

These rules promote stability and predictability of behavioral patterns, thus providing repetition 
and replication of the system (Neale 1987).   This is essential to planning, coordination and cooperation 
by market actors.   Indeed some institutionalists use the phrase “prescribed pattern of correlated behavior” 
to emphasize the importance of coordination in interactions (e.g. Bush 1987).   Even competition is 
carried out according to well-understood rules (which may vary considerably from one market system to 
another).   Another property of institutions is justification: institutions come packaged with an explanation 
of their existence and meaning (Neale 1987).   Thus actors in a market system know what is expected of 
them, have a rationale for their actions, and usually have an idea when they can bend the rules without 
provoking an overly harsh reaction from others.   

Institutions themselves fall into two broad categories: formal and informal (Gordon 1980).   
Veblen (1909) described the informal as “settled habits of thought.”   Typically these are norms or 
expectations which become internalized and routinized over time.   These informal institutions constitute 
the culture of a market---a self-regulating system of norms and conventions which direct the behaviors of 
the participants (McMillan 2002).   In certain markets, a nod or a handshake are held to be sufficient 
surety to close deals worth substantial sums. 

Formal institutions, on the other hand, reflect a situation in which the content of the rule is 
controlled by a designated authority rather than by a tacit understanding of the collectivity (Redmond 
2005).   Formal institutions have established enforcement mechanisms and well-defined sanctions, 
although the threats implied by these are not necessarily more effective than in informal institutions.   In 
marketing systems, formal institutions include general laws respecting such things as contract or property 
rights, and market-specific regulations.    

Network actors have considerable self-interest in the content of such formal rules and 
consequently devote time, energy and money to managing relationships with legislators and 
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administrators.   This situation highlights an ecological characteristic of marketing systems: in addition to 
adapting to their environment, the market actors attempt to adapt their environment to themselves 
(Samuels, Schmidt and Shaffer 1994).   Such adaptations are not necessarily optimal for consumers, for 
example, where regulations restrict the range of product offerings or the operating hours of retailers. 

 

Conclusion 

Social and institutional perspectives appear well-suited to illuminate certain aspects of marketing 
systems.   In the present discussion, the roles of market actors and the rules under which they act are 
examined.  Actors observe not only each other but also the effects of the rules on their own well-being.   
They understand the rules, whether formal or informal, to be limitations on their freedom of action and 
also as presenting opportunities for advantageous adjustment.     

Observation of others and product differentiation give rise to identity and position in the 
marketing system.   Relationships and reputations are important facets of the social role of market actors, 
and must be consistent in order to be coherent to others.   Consistency also applies to the rules.   Except in 
the case of illegal enterprises, the informal rules must be consistent with the formal ones.   Indeed the 
various elements tend toward a common and consistent end: “Your trust in your trading partners rests on 
both the formal devise of the law and the informal device of reputation,” (McMillan 2002).  In this 
respect, marketing systems are a mirror of social systems generally. 
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Abstract  
 

What does Macromarketing have to say about marketing strategy?  This is a question often 
unasked, and more often unanswered.  When studying the effects of marketing and marketing systems on 
society, and the effects of society on marketing and marketing systems, Macromarketers tend to downplay 
or ignore the managerial and/or strategic aspects of their research.  Similarly, researchers interested in 
micro-managerial marketing rarely consider the implications of actions beyond those with a direct stake 
in managerial decisions.  In both cases, the resulting division between macro- and micro- concerns is to 
marketing’s peril.  When Macromarketing scholars set aside the managerial considerations of marketing 
systems and aggregate marketing activities, we marginalize ourselves and the potential impact of our 
work.  At the same time, when micro-marketing research ignores the concerns and lessons of raised by 
Macromarekting, the value of its conclusions is undercut, because they fail to recognize the systemic 
consequences of local optimization.  Those hurt most are those engaged in the daily practice of 
marketing, and the customers and segments whose interests they are trying to serve.  The purpose of this 
paper is to examine the ways in which macromarketing can contribute to the strategic marketing toolbox, 
and enhance the role of marketing in creating value and improving the well-being of society. 

Our work begins with a re-examination of Bartels’ and Jenkins’ (1977) Journal of Marketing 
article on Macromarketing.  Thirty years ago, they reported on their observations of the early meetings of 
what is now the Macromarketing Society.  At the time, it was expected that Macromarketing would have a 
substantial impact on the marketing practice.  Their article, “Macromarketing: What is it? What should it 
be? How should it be managed and taught?” won the Harold H. Maynard Award for its impact on 
marketing thought and practice.  The impact on the academy is there, to be sure.  There is a 
Macromarketing Society, a Journal of Macromarketing (in its 27th volume), and conferences on 
Macromarketing have been held annually since 1976.  The AMA’s most recent definition of marketing 
(“the activity, set of institutions, and process for creating, communicating, delivering and exchanging 
offerings that have value to customers, clients, partners and society at large”) recognizes implicitly the 
importance of Macromarketing issues, as it has been recognized explicitly in discussions of the future of 
marketing thought.   

Yet the impact of Macromarketing on managerial practice has not lived up to its initial billing. 
Why is this?  The definitions and boundary conditions that have defined Macromarketing have been a 
two-edged sword: they have served to fence-in, as much as fence-out, issues of strategic and managerial 
marketing.  The purpose of this paper is to ask, 30 years on, what impact has Macromarketing (theory 
and phenomena) had on strategic marketing, and what impact should it have in the future? 
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