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ABSTRACT

The thesis begins with a parallel between marketing and
personnel management and grows into an investigation of marketing
managers as practising professionals. The subsequent methodological
inadequacies of a dependence upon oral data lead to additional readings
in anthropology and a methodology which attempts the complexities of
consumption and the everyday importance of industrial artefacts.

Individual consumers are seen accordingly as "bricoleurs"
and their "closed world" as the result of a limited choice of physical
-and cultural possibilities. This commercially regulated exchange is,
.in turn, a significant determinant of social structure for marketing
managers and any other band of workers may now be appreciated as kinship
groups and not simply functional or work based gatherings.-

After establishing these patterns of social and industrial
exchange as =zveryday means of comminication, the thesis shows commzrcially
regulated exchange to be a physically located practice and therefore res-
ponsible for forms of architecture and spatial understanding which reflect
the social asymmetries that derive from a dependence upon mass consumption,
mass employment and mass production.

The same imbalance arises in an analysis of the Ford Edsel, a ,
redoubtable commercial failure. Here, a considerable part of the thesis |
is focussed upon practical marketing management and the ways in which an
industrial artefact might first symbolise '"the power to speak" and thzn be
reinterpreted within the terms of these same asymmetries. This process of
evaluation involves coherent unspoken languages yet these "ways of seeing"
are necessarily negotiated in accordance with the more commonly observed
parameters of everyday reality; speech and the written word. "The power
to speak" is thus a combination of these verbal disciplinss and th=z visual
aspects of consumption which codify and legitimise commercial exchange as
a medium for the structuring of contemporary society.

The thesis is therefore able to transcend the normally accepted
view of marketing by arguing that mass consumption and commercially regulated
exchange are so much a part of the "cultural design of persons and goods"
as to undermine the exclusivity which is implied by ideas of marketing as
a "professional understanding', This in turn enables a fuller evaluation
of marketing management as a socially located practice whilst adding to
theories of perception, ths sacial construction of knowledge and the
development of an "anthropology of consumption.
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CHAPTER ONE

This thesis is the result of an investigation intc the naturs and
performancs 6? marketing managsers. The work rsceived S.S.R.C. funding
from September 1977 until September 1979 although certain of the issuss
under discussion have their origins elsewhere and predate the sponsor—
ship by some years. The text has expanded accordingly and now
accommodataes a wider range of expsrisnces than might otherwise have
been expectad for in doing the work it bscame apparent that a rssearch
topic might only be presentsd as distinct from its social and cultural
background, and thersfors the biography of its researcher, if irrspar-
able and unjustifiable damage wers dons to both.

My interest in marketing managers and the adsquate performance
of thaeir job arose from an apparent ambivalsnce in marksting as both
a commercial discipline and a form of social order. My first contact
with the idea of marketing came some years ago when I underwent a
psriod of 'vocational! training which lead to an M.8.4. in 197S.

The ambiguity was centrsd on what I saw as a continual sxpansicn and
enrichment of the literaturse concerning techniques of marketing and
market evaluation. This array of expertise aeahed tc be based on a
series of assumptions which wers never openly chéllengad or svan
admitted through pre-smptive defence.

The works of authors such as Kotler and Lavy (1969)1saamad to
show that adequate means wers always availabls for the executives who
knew what they wers doing and that a 'Marketing Orientated Organisation'
would, presumably through enlightened sslf-intsrest, do sverything
within its power to serve consumers in general so that all might
prosper. Organisations were presented as malleable and biddable with
problems rssulting baéically from a failure to ensure that relationships
with the host environment wers all thay might be for effective
marketing; essentially a dictum that techniques such as these would
guarantae_a healthy company and healthy companiss would uss sffactivs

marketing.

The implication that this body of knowledgs was the undeniable
result of superior commercial understanding seemed justifisd by the

innumsrabls case studies which formed a largs part of my 'vocational'
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training. Products of many diverss typaes wers shown to fail through
mismanagement and the lack of a few sound practices. Freakish
successes like the British launching of 'Turtle Wax' were laid out
with a majority of mors mundane casss. Thers was comfort in the

apparent availability of a 'right'way of going about these matters.

An sxpected corollary to this, the ruthiesa examination of
unsuccessful ventures which would demonstrate the difficulties of
managing without marketing techniques, seemed strangely underplayed.
The astonishingly high failure rate amongst new products, offsred
at something like 70% of all those launched nationally, was attributed
to the rashness of not using proper marketing techniques, skilful
marketing by the manufactursrs of older products, so that consumers
failed to notice how advantageous the new article was, or to rapid
innovation whereby an asven newer and better product\ambushed the
unfortunates intermediary development. There was also a body of
theory concerning the selling of 'Me Toos', products which are copiss
of innovative goods but with sufficient perceived and attributed
differencas to be commercially independent. The part played by
marketing executives would be one of discovering, securing and safe-

guarding such attributes whenever and wherever necsssary.

Failures were thus acknowledged as possiblse but never givan.the
scrutiny that the dangers of commerce might imply. As an exampls of
what might have been considered and the difficultiss which provoksd
my uncartainties I have attempted a case study of the 'Edssel'. Ths
latter was a motor car, launched in 1957 by the Ford Motor Company of
Detroit and withdrawn from the market two years latar at a cost of
betwsen g 250 and ¥ 350,000,000 in contemporary prices. This study
has besn made becauss many marketing tsxts give the 'Edsel! a line
or two or ignors the matter altogether.l If the'"best ressarched car
of its day"could be a mistake and Ford could squander an investment

of hundrsds of millions, then the matter ssems worthy of soms attantion.

Thess intimations were brought to a head by Walker's (1976)2
work on professionalism amongst marketing managers and a rsading of
Watson (1977)3and Legge's (1978)4rathar more introspective analyses of
personnel management. All three authors appear to have uncovered a

similar awkwardness in the rslative development of these disciplines
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which, in turn, raises the possibility of using one as a guide to
rasearch in the other for marketing has always bssn presented as
unquestionably monolithic by most of its thsorists.

This not only sesrves to draw attasntion away from individual
weaknesses of interpretation but also, by ignoring vigorous criticism,
sncourages the appearance of a corpus of marketing knowledge. Such
agresement, when a matter of consensus amongst practitioners and
laity, is generaily taksn to bs a 'professicnal! attribute invelving
concom-itant: ethical standards and codes of practice. It may
well be that part of the refusal by marketing theorists to investigate
failures such as ths Edsel lies in a degres of awarsness of thess
very aspects of business and a resultant unwillingness to dignify
unwarranted nit picking by taking it tco seriously. A reascnable
point of visw, given the self discipline commonly understood to bs a

professional characteristic.

The search for 'professional'bshaviour amongst marketing managers
rapresents an important part of this investigation for it was hoped
that an assessment of the day to day rsalities of practicing managers
would go soms way towards confirming Gist's (1971;5'necassary moral
standards' as 'professional! ethics or codes of practice whilst
offering an obviously complementary potantial for studies such as those
by Tyson (1979f5énd Walker (1976).'7 This evaluation was also seen as
repregsenting a justifiable extension to thoughts inspired in part by
Tony Watson's (1977;38tudy of personnsl managers.

Watson took a sample of 100 and subjected them to semi-structursd
intervisws, an interprestation of which resulted in 'The Personnsl
Managers' (1977f{ That my work would be an impression of Watson's
perceptions of the everyday lives of managers did not present immediats
difficulties of abatraction or pedigree for Watson insists that, in
attempting a work of this nature, the sociologists 'value stancs’
must be made explicit. So it seemed that I would be abls to draw upon
my experiences of theorstical and practical marketing in a way which
would ensure that my sense of 'sslf' and my values would be readily
identificable in the text. The implicit choice over the disclesurs
of one's 'self' seemad an svaluation of the extant to which one might

be 'objsctive' in that, whilst not attempting to argue a frsedom from
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valua, one might be consistant in one's 'self' exposurs.

This outloock was reflected in the original study's dependenca
upcn a definition of 'professionalism' which would accommodata a range
of meanings. Traditionally 'professional characteristice, such as
the employment of a standard body of knowladge and technique, were
used with a self defining sampls of marketing which means that
respondents were taken to be in 'marketing' if they claimed to practics
it. The range of ‘'professional' criteria raised in conversation could
thus bs shown to shars a contemporary frams of reference with definit-
ions of marketing. A sampls composed on this basis would, it was hoped,
cover interprstations from 'professional! meaning done for monay, to

'professional' as an acknowlsdgement of sthics.

It was assumed that the rols of marketing manager would vary
between organisations and trades giving caoncomitant differences of
opinion as to what constitues marketing. This is a vital stsep in
methodological terms for the Instituts of Marketing does not claim
to represent all those practitionsrs currsently trading, which leaves
a large number of 'specialists' who may or may not adhers to
recommended procedures yet are'marketing managers' as far as other
consumers are concerned. There is, howsver, a difficulty in that
these executives justify their positions through the sncouragsment
of material consumption and yet, by approaching 'professicnal' status,

incur constraints upon their own acquisitiveness.

It may be that the intermediary standing which Walker (19756) 10
finds attributable to marketing managers is'. not a sign of nascsnt
'professionalism” but the result- of a mixture of definitions of
'professional! characteristics and a public escheswal of corporate
grsed. Marksting managers may therefors accupy two roles simultansously
whenever an understanding of consumption is needed. Ths suggestad
ambiguity of their nrofessional standing may, alternatively, indicats
an ability to empathise with lay consumesrs although Douglas and
Isherwood (1978)‘g$psar less optimistic. They believe that 'demand
theorists' do not have any clsar understanding of why it is that
people actually want goods.

a2
Gist (1971), on the other hand, has argued that economics would
provide the basis for 'rational decisions' about products and denigrated
4



the social and cultural aspects of consumption as 'irraticnal' and
contrary to the orderliness of 'democratic' pricing. If these visws
are equally representative of marketing as a commercial discipline
then those who organise attsmpts at the analysis, prediction and
requlation of consumer bshaviour clearly occupy an unusual position.
The ambiquity of this situation is heightened by Sahlins (1976)13
whoge analysis does not discuss marketing managers as a group but
talks of participation in 'trade' as unavoidabls in a consumer society
hence a part of common understanding. It is implicit, therefore, in
any dsbate concerning the naturs and practice of sxchange that the
role of marketing managers, whilst varying in the extent of its
caverage, should come under scrutiny no mattsr which analytical

techniques are employed.

it was some while before I became awars of either the irony or
the methodological difficulties involved in an attempt to gain a
'professional' or 'business liks' understanding of consumption in a
society full of lifs-long consumers. The latter, being themselves
expart in the commercially rasgulated exchange of gocds, necsegsitate a
widening of the investigation's scope to include aspects of mass
production and mass employment for these contemporary practicss

affect the original concsption’of the problem considserably.

It became apparent from the fisldwork that manufactursd objacts
wers not only significant in 'common sense' terms but that sach item
was capable of a numbsr of meanings. A case in point is the 'Edsel’
although similar overtones can be found in the firm of hand tool
manufacturers who did what they considered to be adequats markst
raegearch and then abandoned an apparsntly worthwhile addition to
their product range because the Managing Dirsctor thought that it
didn't look like a screwdriver should. Olins (1978)1%rguas that by
dealing in commoditiss in this way marketing managers can bs shown to
display particular 'self' and corporate images through coherent

unspoksn languages.

Oling ' point can also be shown to include consumer or 'lay!
understandings; a development which had not been anticipatsd at the
start of the study. It was originally thought that consumers would
only be involved as sources of disposable income for it is a tenet of

marketing that competition amongst businesses has reached the stage
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where an organisation can only maintain an edge over its rivals through
marketing. However, the entirs 'Consumer! revoluticn, lead by Ralph
Nader's 'Raiders! and embodied in 'Which' magazine, seems basad on

the idea that consumption is not wrong but mismanaged. Hence the argum-
ent is always geared towards a definition of superior electric tooth-
brushes rather than a guestioning of their ultimate value given ths

resources consumed in their production and use.

This shift produced severe methodological difficulties for the
original approach was designed, like most socioclogical ressearch
techniques, to obtain and analyse verbal evidence. It was thereforse
necessary to develop a methodology covering these divergent data. In
an attempt to gain insights into the difficulties arising from this
increasing complexity, it was felt necessary to develop a viswpoint
which had not previously existed. The nsed for such a development
prompted further readings which, in turn, rendered certain bcdiss of

theory accessible to the scope of the investigation.

Two schools of thought provided the basis for the expanded and
~extended studies. These were anthropology and art and design. The
latter was undertaken in an attampt to generats means whersby cartain
nan verbal aspects of marketing might be interpretsd. Thus, the
visual aspects of informaticn such as the place of collection, the
product involved and the appearancs of the rsspondent might be employsd
as a supplement to the spoken and written data being marshalled.
Anthropology, the former contributing discipline, was also evaluataed as
a means of dealing with non verbal aspects of marketing for Mauss
@9?4;5 and Sahlins (1976)16 had argued that social structures uers
dependent upon and determined by forms of trade. Thus it seemed that
a marketing manager's work might include assumptions which wers so
well understood as to be unremarkable and yet vital to common commercial
practice. It is therefors significant that contemporary society not
only considers slectric toothbrushes but presuppcses the regular

cleaning of one's tseth with some mass producted item or another.

These wsre not the only complications for what hed begun in late
1978 as a series of semi-structured intsrvisws soon devaloped into
something that was mors sophisticated and less predictable than the

originale. UWhilst some managers went ta great lengths to ensurs that
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they were neither interrupted nor overheard thefa wers a number of
occasions when employees from other parts of the respondent organisations
felt anxious to make a contribution. This resulted in the planned
collection of interview material from 100 marketing managers becoming a
turmoil which involved some 40 separate organisations and an increase

in the number of respondents.

The thesis itself is therefores concerned with the problematic
nature of sociologically acceptable evidencs, given these developments
and the apparent importance of non verbal codes in regulating commer—
cial exchange and the continual rehegotation of social structurs.

The latter point arises because the codes may be sesn as an extension

of that negotiated 'common sense! reality (Cicourel 19713)“7 (Goffman
1971)18 which was presupposed in the original intention to collsct
verbal data., This is an important stage in the dsvelopment of the
thesis for after reading the work of authors such as Lévi-strauss(19763?
Wolfe (1981)20 and Riseboro (1982)21 it becomes possible to propose

a synethesis of anthropology and art and design which offers saome
resolution to the difficulties arising from the original research
design.

Therse are, however, a number of other complications. uhilét it .

is reasonable, under the terms of the synthesis, to cite a building

or a product as evidence of the nature of social exchange, the item
itself cannot easily be replicated in a text. It must also be said
that the visual emphasis in this investigation is not simply a

matter of 'objective! academic anquiry but personal prsjudice as my
background and interests predispose me towards considering things in
these terms. This is not to argue that those who spoke to me ware
thereby prssenting me with data which were nsecessarily clear or
unambiguous; much of what was said was oblique, impressionistic and

beyond any possibility of duplication.

It follows that if the sveryday rsalities and structures of
contemporary society ars continually renegotiated in these familiar
and partial terms then the text must be of a similar nature. The
thesis has been written accordingly and a great deal of the fieldwork
has been presented in a way which is intended to svoke or escho the
transcience of negotiated meanings., 0Of course, many of the objects.

and buildings which have been cited in ths text ars still availabls for
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cansideration but not in the way that I saw them.

The thesis comprises this chaptsr, seven others and a conclusion,

a layout which is perhaps more conventional than the sprsad of ideas
therein. Thers are a number of themes in the latter which merge and
re~-emerge from chapter to chapter. This is not to imply that the
arguments are circular but that nons may rsasonably bs seen in
isclation for sach is . in some way a source and a product of ths

rest. The following brief descriptions of ths chaptsrs in question
are thersefore intended as both an axplénation and a demonstration of

the characteristics of the work.

The second chapter describes the origins and the development of
a thesis which began as an inquiry into the naturs and practice of
marketing management. It is then argued that, in circumstances such as .
these, the description of an investigation can only be parted from
its social context if unjustifiable damage is done to both. This is
an important point and represents a significant expansion in the
scope of the inquiry for markseting has now to be considered as a
socially grounded body of knowledge and not the sole prsrogative of
industrial organisations. The daebate thersfore turns to the ssarch
for a ressarch methodology which is capable of reflecting thess

complexities adequately.

The third chapter sesks to sxpand upon the idea of marketing as
a socially located practice by arguing that any form of trade or
exchange may be saen to both reflect and reinforce the social structures,,
customs and outlook of an entire culture and not simply a part of it.
This development is grounded in aspects of anthropnlﬁgy which, in
turn, lead to a further consideration of the naturs of suitabls
gvidence and the adoption of an appropriats methodology. It is then
suggestad that nd only is trade a socially significant activity but
that the objects which are traded in are themselvas remarkable. Thase
influsncesare seen as being rather more widely spread than might have
been inferrsed from the original statsment of the problem. It is also
argued that if product design is influential then the products them—
selves may bes seen as a reflection of the naturs and influence of those
who caused them to be manufactured. '

8



The fourth chapter sesks to develop the question of what may be
taken as evidence for it became apparsnt that, in addition to the
original intention of collecting verbal data from marketing managers
and subsequent attempts to svaluate the design of artefacts, there
wers significant aspects of social structure, commarcial exchange
and the nature of svidence which wers only apprsciable in visual
terms. Arguments are thersfors made for the consideration of
marketing as a product of all these facats of "common sense under-
standing™ for it is felt that this point of view necessarily involves
an evaluation of the way in which order is negotiatad in a society
whers mass consumption, mass production and mess employment repressnt

the bases of sveryday rsality.

The fifth chapter is a casse study, based on the Ford 'Edsel',
in which an attempt is made to demonstrate these and cther less
obvious aspects of markesting. It is then argued that these character-
istics have repercussions for the rsst of thes thesis in that thsy
promote the idea of commercial exchange as a social practice. This .
chapter also raises a number of methodological issuss which ars

discussed at some length elsewhere in. the..text. - LI R

It should bs noted that one of these aspects may bas seen as
pertinent to the entirs thesis although most heavily emphasisad in
the ssventh and eighth chapters. This occurs as a result of the
difficulties arising in the sixth chapter from an analysis of the
constitution of "profeassional™ behaviocur. The latter is discussed
in both general terms and in its application to marketing managers, a
congideration which leads to a further debats of a question which
permeatas the thesis, that of the determination of accsptabls svidencs.
This turn in the investigation was encouraged by the incresasingly
problsmatic practice of mass consumption, itsslf svidenced by the
failure of certain marketing theorists to cope with marketing as a
social practics. By the same light the chapter includes an attempt
to svaluate these practicas in an esppraisal of the way in which

consumers appear to appreciate industrially producad artefacts.



Chapter seven continues these two lines of thought, the nature of
professionalism and the appraisal of mass producsed goods, in an
altsrnative view of "pilfering™ which suggests that an "anthropology
of consumption" would be of valus given the fieldwork and thse
methodological questions which have already been discussed. Chapter
seven also involves an svaluation of the "marketing of marketing",

a case which is handled in a way that raises a further side to the
question of what may bs considered as sociclogically acceptable

evidencs.

Chaptar eight develops this point to show how the processes of
industrialisation and mass consumption have influenced "common sense
understandings"of the world. These influences ars seen to extand
from obvious: aspects such as the nature of manufactured produce
to a more unusual side of industrial socisty; that is, the valus of
the "built snvironment" as a significant reflection of and influencs

upon the commercial exchangs of goods.
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CHAPTER Tul0

The inwestigation and its eontext.
The second chapter of this thesis describss the origins and

development of an inquiry into the naturs and practice of marketing
management. It will however be argued that the description of

such an investigation can cnly be parted from its social context if
unjustifiable damage is done to both. This expansion upon the
original line.of inquiry requires that marketing be sesn as a socially
located prsctice and not the sole prerogative of industrial orgenisat-
ions. Accordingly, the debate will turn to the search for a
methodology capables of this complexity.

It has been suggested, by those who offsred advice on the
writing of this thesis, that the implicitly confessional nature of
the work might be more readily accessibls if it wers precsded by an
autobiography which was honest, perceptive and stylish in a way which
mirrored the reader's imer sensibilities; that is, somewhat like

Proust but shorter.

Tony Watson's (1977)1 contribution to the origins and the

development of the thesis includes an expansion of this argument.

"If the reader of a sociological study can see something of the
way that the sociologist generally fits into and interprets the
world which they both, to varying sxtents are bound to knocu,
then he can maors effactively decide which of the findings to
assimulate into his own understanding of the world and which

to reject. The assumption is being made here that scciology
cannot be value free. It must therefore be incumbent upon the
writer to reveal to his audiencs his value position for two
reasons. First, one's values cannot bes stated briefly in a

few introductory comments or summarised in an appendix, and
second, they ars a part of one's self and experisncs, so ths
sociologist's value stance must be brought from the background
into the foreground.™

watscnz then observss that

"It is difficult to do justice to the dialectical relationship
betwsen research and theory; the procsss of writing down an
account of ons's theorising does tand to suggest an apparent
but unreal process of develaopment."

Thers is, unfortunately, little indication of how "the sociolog-
ist's value-stance" might-ba»brought:from»the background:-to-the fore-—

ground" without being subjected to similar constraints. Ths

"



assumption that these “values! can be isolated in some way would seem
to suggest a socisty where conscious self control is such that
sociology is no more than a matter of accuracy in the reporting of
whatsver motivation might be declared responsibls for a given set of
circumstances. Secondly, and more importantly, it will be argued that
the people whoss social processss form the basis of the research

alter their "value stances" as a continual and unavoideble condition
of their existence and interpret the wecrld accordingly. Melville's

(1963)3 remarks are nevertheless appropriate.

"Chief among these motives was the overwhelming idea of the
great whals himself, Such a portsntous and mysterious monster
roused all my curiositvy. Then the wild and distant seas whers
he rolled his island bulk; the .undeliverabls nameless perils
of the whale; ... With other men, perhaps, such things would
not have been inducsments; but as for me, I am tormentad with
an everlasting itch for things remota. I love to sail forbidden
seas and land on barbarous coasts. Not ignoring what is good,

I am quick to perceive a horror, and could still be social with
it - would they let me = since it is but well to be on

friendly terms with all the inmates of the place one lodges in'".

The involvement of such as Watson (Op.cit) was precipitated by
the nature of the whale in gquestion; the essentially industrial
discipline of marketing or, rather, scme aspects of the customs and
practices of those who believe themselves to be marketing managers.
Walker (1976)4 describes the matter thus.

"It (marketing) is the management function which promotes trade
by asssessing customer's needs and initiating ressearch to mest
those nesds. In carrying out this process it coordinates the
resgurces of production and distribution of goods and services,
determines and directs the naturs and scals of the total effort
required to sell profitably the maximum production to the
ultimate users."

Walker obviously feels that marksting is a well sstablished and
clearly understood industrial discipline.This, in turn, would seem
to suggest that marketihg managers might therefore be axpected to
occupy poesitions of some eminence within their respective organis—
ations. Anderson (1982)5 accepts that the intellsctual basis of marketing
is a hybrid of other rscognised industrial disciplines but then under=-
mines Walker's position by pointing to marketing analysts who have
‘been unable to grasp the significance of sither organisation politics

or corporate strategy.
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"Generally, marketers have been content to borrow their concepts
of goals and goal formulation from these other disciplines
(economics, finance and management). Indeed, marketing has
shown a strange ambivalence toward the concept of corporate
goals. The recent marketing litsrature pays scant attention
to the actual content of corporate goal hierarchies. Even
less attention is focussed on the normative issus of what

firm goals and objectives ought to be. Moreover, contemporary
marketing texts devote little space to the subject. Typically,
an author's perspective on corporats goals is revealed in
his/her definition of the marketing concspt, but one is hard
pressed to find further development of the topic."

The rslevance of Anderson's critique can be ssen in the follow-
ing attesmpt by Walker (Op.cit)6 at a variation on the !'service ethic'.
Whilst this idea, that 'professionals' are, to a grsater or lesser
extent, motivated by some sense of obligation to society in gsneral,
is discussed in Chapter 7, it would seem that Wglker has overlooked
the possibility of 'occupational authority' being itself the rssult

of 'an institutional framework'.

"Professionalism arises where the tensions inherent in the
consumer-producer relationship ars controlled by means of an
institutional framework based upon cccupational authority.
This provides a good test by which to assess the degree of
professionalism exhibited by marketing.™

Walker's findings are unfortunately inconclusive, both in terms’
of his ori