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In their essays published in the Silver Anniversary Issue (SAl) of the Journal of Macromarketing (2006), George Fisk and Mark
Peterson independently outlined the current state of the discipline and made a list of visionary recommendations that would help
macromarketers adapt and respond to the changing markets, marketing, and societies. These recommendations ranged from
repositioning the discipline around the ideas of societal development to leading the way across disciplines toward achieving a
sustainable world. Based on a thorough content analysis of the articles published in the Journal of Macromarketing since the SAl, we
aim to report the extent to which macromarketing scholarship has responded to the recommendations of Fisk and Peterson.
Utilizing the findings, we make a list of new recommendations that can assist macromarketers in fulfilling their mission of ‘saving

the world'.
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Introduction

The Silver Anniversary Issue (SAI) of the Journal of Macro-
marketing (JMK) brought together many prominent macro-
marketers to collectively evaluate and examine the evolution
of the discipline and to analyze its impact during the quarter
century preceding the SAI. With its past and future orientation,
the special issue reflected on the origins of the discipline and
recommended new directions for the study of markets, market-
ing, and society. As Shultz (2006) stated in his Introduction to
the Issue, the [SAI] aimed to “provide useful materials to
researchers, theorists, teachers, and practitioners . . . inspire a
new generation of scholars to champion macromarketing, and
contribute to the next twenty five years of the Journal’s growth
and influence” (p. 127). The Ruby Anniversary is a fitting time
to reflect on the SAI and the extent to which macromarketing
scholarship has progressed accordingly.

Some of the contributing scholars of the SAI focused on the
origins of the discipline and discussed the evolution of the
discipline in general (e.g., Layton and Grossbart 2006; Mittel-
steadt, Kilbourne, and Mittelsteadt 2006; Wilkie and Moore
2006). Others examined the evolution of a particular domain
of macromarketing, such as ethics or history (e.g., Hunt and
Vitell 2006; Jones and Shaw 2006; Laczniak and Murphy
2006). Most of the articles and essays to appear in the SAI
were concerned with possible research endeavors and posited

possible research foci for the particular macromarketing
domain they discussed (Shultz 2006).

Two contributions published in the SAI, however, had a
remarkably distinct agenda: the essays by George Fisk (2006)
and Mark Peterson (2006) were written to communicate their
visions for the future positioning of macromarketing amidst
significant changes in the provisioning technology which was
transforming markets and marketing. More specifically, Fisk
(2006) and Peterson (2006) (F&P) devoted their essays to mak-
ing specific recommendations for macromarketers (and for the
future of macromarketing) so that the discipline could fulfill its
mission in the coming decades. The purpose of this article is to
conduct a thorough content analysis of the articles published in
the JMK over the last twelve years, report whether and to what
extent the visions and recommendations of F&P have taken
place within the discipline, and make further suggestions
toward the fulfillment of these visions.

In “Envisioning a Future for Macromarketing,” Fisk (2006)
outlines his vision as well as new directions for the discipline.
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His essay provides recommendations that would extend macro-
marketing knowledge beyond its present limits. He encourages
macromarketing scholars to be more inclusive and expansive
toward other disciplines, and to engage in more analytical rea-
soning and empirical research that is valued by other academic
domains and practitioners. More specifically, he recommends
macromarketing researchers have an internal focus on devel-
oping metrics and analytic skills in order to examine macro-
marketing issues, and at the same time, an external focus on
developing collaborations with researchers in other disciplines
(p. 217).

In “Focusing the Future of Macromarketing,” Peterson
(2006) argues that macromarketing research has the potential
to become a transdisciplinary scholarship if it redefines itself
and focuses on societal development. He argues this new focus
(i.e., societal development) would be the “unifying big idea”
that would combine multiple disciplines and fuel synergy and
development to the domain (p. 247). Similarly to Fisk’s argu-
ments (2006), Peterson (2006) sees transdisciplinary work as
the backbone of redefined macromarketing (which focuses on
societal development). He argues engaging in transdisciplinary
work can help us better understand the challenges and
dynamics of globalization, and consumers/markets in different
parts of the world.

To summarize, in their SAI essays, F&P collectively high-
light the possible future routes for the macromarketing domain.
They, independently, provide specific recommendations for
macromarketing researchers. As noted, our objective is to con-
duct a thorough content analysis to examine the extent to which
macromarketing scholarship, as represented within the JMK,
has responded to the calls made by F&P. We hope this will
reinvigorate the visions of F&P, affirm the tremendous prog-
ress that has been made by macromarketers, generate new ideas
for the study of macromarketing, and introduce a new genera-
tion of scholars to the vision for our discipline.

In the following sections, we start by providing information
about our study, which includes two-stage content analysis.
Then, we explain the recommendations made by F&P based
on the five main categories identified in the first stage of the
content analysis. Each category is justified with the arguments
made by the authors in their 2006 articles. We also provide the
domains (sub-categories) of each category and a brief explana-
tion of the coding protocol. Finally, we provide the results of
the content analysis along with their explanations and
interpretations.

The Study

We conducted a two-stage content analysis; that is, we (1)
defined and classified the recommendations of F&P, and (2)
assessed the extent to which the works that have appeared in
the JMK over the last twelve years have fulfilled these recom-
mendations. For the first stage, all three researchers indepen-
dently identified (i.e., listed) the recommendations made by
F&P. The researchers then met multiple times to iteratively
compare and contrast their lists, resolve any inconsistencies,

and finally, identify a code sheet of the themes (categories) and
their domains (subcategories) for the second stage of the con-
tent analysis (Table 1). These themes and their domains will be
explained in detail in the next section.

The second stage involved the content analysis of all the
articles that appeared in the JMK between 2008 and 2019
(inclusively). In other words, the unit of analysis in this study
was the articles that appeared in the JMK during this twelve-
year period. All 291 original/research articles were content-
analyzed based on the categories and subcategories identified
during the first stage. Book reviews, commentaries, communi-
cation papers, and editorials were not included in the content
analysis. Coding was performed by two of the researchers, who
were trained by the principle researcher through a semester-
long seminar on macromarketing as well as numerous rounds
of practice sessions on coding protocols. The principle
researcher has been involved in the Macromarketing Society
for the last 20 years as an author, reviewer, conference track
chair, and member of the editorial team. During the training
sessions, the authors determined the criteria they would use for
coding. In addition, the authors conducted test coding on ran-
domly selected articles to address potential problems in coding
as well as to improve the intercoder agreement. The principle
researcher participated in the test coding stage to cross-check
the coding done by the other two coders. Table 2 provides the
checklist the researchers used to decide whether or not the
content of each article fulfilled the predetermined inclusion
criteria. After the training, the coders conducted content anal-
yses independently based on the predetermined coding proto-
col. A nominal (dichotomous) scale was used to determine the
presence of each of the themes and their domains. A value of 1
was assigned for the presence of a category, and a value of 0
was assigned for its absence. The coders continued to meet to
reach an agreement on the disputed cases. When there were
disagreements, the principle researcher joined the conversa-
tion. All three researchers jointly discussed and resolved any
inconsistencies and disputes over the coding of the articles.

Intercoder reliability is a prerequisite for the validity of a
content analysis research. Without reliability assessment, con-
tent analysis measures are deemed “useless” (Neuendorf 2002,
p.141). Accordingly, the lack of a reliability assessment is a
“fatal flaw” in a content analysis research; without it, readers
cannot evaluate the validity of the data (Riffe, Lacy, and Fico
2014, p. 1135). Intercoder reliability demonstrates the extent to
which two or more coders categorize content units into the
same categories by using the same coding protocol (Lovejoy
et al. 2014). Intercoder reliability is calculated in the form of
percent agreement or reliability coefficients. While percent
agreement is the simple calculation of percentage of observed
agreement, reliability coefficients compute the possibility of
chance in agreements. Thus, reliability coefficients such as
Cohen’s Kappa (Cohen 1960), Scott’s pi (Scott 1955), and
Krippendorff’s alpha (Krippendorff 1980) are referred to as
conservative indices, compared to percent agreement, which
is known to be a more liberal indicator of intercoder reliability.
While 80% is the minimum acceptable level for percent
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Table I. List of Categories and Subcategories.

Categories

Subcategories

Unifying Focus of Societal Development

Transdisciplinary Approach

Health

Well-Being / Quality of Life (QOL)

Sustainability

Poverty

Food and Agriculture

Equality / Fairness

Ethics

General

Multidisciplinary communication from other disciplines
Multidisciplinary communication to other disciplines
Collaboration with researchers from other disciplines

Methods & Metrics

Marketing Systems Analysis / Network Analysis

Meta-analysis of existing studies

Comparative analysis of different nations

Developed versus developing country context

Reward effect on behavior change

Experimental studies to delineate the boundaries of consumption practices
Development and adoption of shared analytic measures and performance standards
Insightful analysis of the past

Guidance Role

Normative language with government / policy makers

Normative language with business
Creation of awareness about provisioning role of marketing for societal development

Horizontal Thinking

Developmental approach instead of critical approach

Thinking broadly across subject matters

agreement (Neuendorf 2002), this value drops to .75 for Scott’s
pi and Krippendorff’s alpha (Wimmer and Dominick 2003). A
preferred approach is to report at least two of the reliability
coefficients (Neuendorf 2002) together with the percent agree-
ment for each category in the coded sheet. On the other hand,
Lovejoy et al. (2016) point out a controversy between these two
types of intercoder reliability measures: reliability coefficients
may produce very low values, even though the percent agree-
ment value is high (Feng 2015; Gwet 2008; Zhao, Liu, and
Deng 2012), if the data have insufficient variation (Krippen-
dorff 2013). Studies dealing with populations with skewed dis-
tributions of categories may prefer to report only percent
agreement. Thus, in this study, reliability coefficients Scott’s
pi (Scott 1955) and Krippendorff’s alpha (Krippendorff 1980)
were calculated and reported for only the main categories due
to insufficient variation in their domains. Percent agreement
was calculated and reported for both categories and their
domains.

For the purpose of the intercoder reliability check, each
coder was assigned 16 articles (32 articles in total, 11% of the
population) previously coded by the other coder. We sought not
to have a sample size less than 10% of the population (Lom-
bard, Snyder-Duch, and Bracken 2005). Combinations of stra-
tified random sampling and purposive sampling were used to
ensure a representative sample. First, articles were randomly
selected from each year, starting from a random issue and
carrying on with respective ones. Second, some articles were
selected purposively to ensure the inclusion of rare types (such
as meta-analysis and experimental studies) that were not

represented in the first selection. As seen in Table 3, the inter-
coder reliabilities for all categories are higher than the thresh-
old values of each indicator.

Categories and Their Domains
Societal Development

Peterson (2006) recognizes in his SAI article the accomplish-
ments of macromarketing scholars who contributed to the
development of the field based on six subareas: (1) competition
and markets, (2) marketing and development, (3) marketing
ethics and distributive justice, (4) global policy and environ-
ment, (5) quality of life, and (6) marketing history. At the same
time, he claims that a unifying focus (rather than eclectic
approaches) to study the macromarketing phenomena would
provide greater recognition to macromarketing scholarship and
enhance its image in the minds of scholars across disciplines.
According to him, this focus should be societal development
because societal development—implicitly or explicitly—has
always been in the minds of macromarketers. As societies
(including commerce, consumers, etc.) develop via the impact
of globalization, there is a clear opportunity for macromark-
eters to position the discipline toward this direction. After all,
“saving the world” has always been the principle goal of
macromarketers (p. 245). If they miss this opportunity, it is
inevitable that many macromarketers will have to move to
other interdisciplinary areas. In other words, to save the world
and macromarketing, it is crucial to adopt a unifying focus in
societal development.
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Table 2. Criteria Used for Exclusion.

Goals

Recommendations

Exclusion Reasons

Unifying Focus of
Societal
Development

Transdisciplinary
Approach

Guidance Role

Methods & Metrics

Horizontal Thinking

Subthemes

MD Communication
(from others)

MD Communication
(to others)

Collaboration

Normative dialogue with
PPM and/ or business

Role of Marketing

Role of Reward in behavior
change

Experimental Studies

Meta-analysis

Comparative Analysis

Marketing System Analysis

Historical Analysis

Metrics Development

Developmental Approach

Thinking Broadly

Managerial articles with low/no societal development impact

Historical analysis without any societal implications

Branding studies that discuss micro (managerial) or macro (cultural) impacts but not
through societal development lens

Studies that interpret main results with a limited perspective and for the benefit of
commercial parties

Articles that lack theories from other disciplines

Articles with pure marketing theory framework

Articles that don’t connect the study to a variety of other disciplines

Articles that don’t provide suggestions to other disciplines such as further research
(Based on direct language, not interpretation)

Studies that are conducted by single author (regardless of whether or not the discipline
he or she belongs to is marketing)

Studies that are conducted by multiple authors belonging to same discipline (no
diversity)

Studies that use “Suggestion language” such as may/might/can instead of “normative
language” need to/should/ought to

Studies presenting the idea of participants without interpretation, just having a role of
intermediary between investigated subject and audience

Studies that provide general implications of main results without suggesting any course
of action and/ or addressing any accountable party

Studies that lack dialogue for communication macromarketing knowledge as a
contributing to the alleviation efforts field for societal wicked issues

Studies that lack focus on reward while examining behavior change

Non-experimental studies

Articles that carry no meta-

Studies that constitute not providing detailed comparisons of countries in the literature

Studies conducted in a single context or in multiple contexts but not with a purpose of
comparison (but to enlarge the observation point or sample size)

Studies that examine marketing system topics but have limited focus on a particular
actor instead of related actors/network.

Historical analysis that takes a descriptive approach or does not provide insights useful
for the development of current issues

Historical process tracing in literature review without any direct relationship to main
research question

Studies that do not generate any new terminology/ analytical measures/ standards/
models

Studies that just describe a relationship but do not indicate practical implications for an
improvement

Ciritical studies that do not suggest any possible solution

Studies that integrate limited stakeholders into analysis

Studies that discuss only positive side of a controversial issue even though negative
impacts are obvious

Studies that are conducted with a bottom-up approach with the assumption that micro
level changes will have macro level impacts

Fisk (2006) points out that a shift in the focus of macromar-
keting has already started, even without the influence of macro-
marketers, due to current developments in globalization,
consumerism, and innovation. Therefore, it is time for macro-
marketers to lead/direct this shift toward a globally sustainable
society. While Peterson (2006) builds his argument on societal
development in general, Fisk (2006) specifically points out the
sustainable society, as the issue of sustainability is decisively
becoming the priority of all nations. He urges the importance of
moving the focus of marketing studies away from the

maximization of customer satisfaction and entrepreneurial
profit and toward sustainable consumption/business by demon-
strating the long-range consequences of trade globalization.
Alongside the study of social benefits, one should also consider
the social costs of trade globalizations (such as economic dis-
ruptions, poverty, environmental deteriorations, social disor-
der, and reduced longevity). Hence, Fisk (2006) put the
sustainability of global consumption ahead of all other themes
of societal development in the new vision of macromarketing.
In addition, he believes this new vision is highly compatible
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Table 3. List of Societal Development Subcategories.

SD Subcategories

Example issues related with subcategories

Environmental or Ecological Issues, Economic Sustainability, Sustainable Peace or Equality

Health Wicked Problems such as Obesity, Smoking, Alcohol Consumption
Well-Being / Quality of Life Economic, Social, Ecological, Spiritual, Work Life
(QoL)
Sustainability
Poverty Poverty Alleviation, Subsistence Economies

Food and Agriculture
Equality / Fairness

Food Security, Alternative Food Marketing Systems, Food Labeling and Food Safety Regulations
Income or Gender Inequalities, Distributive Justice, Availability of Goods, Vulnerable / Stigmatized

Communities, Migrants / Vagabonds, Fair Trade

Ethics
General

Corruption, Bribery, Working Conditions, Ethical Consumption, Consumer Resistance
Theoretical or conceptual papers which do not address one of the subcategories listed above but still have a

societal development focus in general are classified under this category.

with historical accounts of marketing, which posit marketing is
an aid to societal development.

In this study, considering the accounts of F&P, we deter-
mine societal development as an umbrella theme and sustain-
ability as one of its subcategories. However, it is necessary to
note the challenges of identifying a specific definition and/or
description for the term societal development, from the
accounts of these two scholars. While F&P offer some exam-
ples that constitute an initial framework of the societal devel-
opment focus, the authors did not provide a focus to their
definition, structure, and scope of societal development from
a macromarketing perspective. The extant literature, however,
provides certain directions that can help identify the various
components of the term. For example, one conceptualization
states that “(s)ocial development is about improving the well-
being of every individual in society so they can reach their full
potential. The success of society is linked to the well-being of
each and every citizen. To sum up, the (concept) includes
eliminating poverty, sustaining economic growth, and improv-
ing health, environment, well-being, and equality etc.” (GNB
2020). Similarly, the conceptualization offered by the World
Bank points out issues such as “. . . social inclusion of the poor
and vulnerable by empowering people, building cohesive and
resilient societies, and making institutions accessible and
accountable to citizens” (The World Bank 2020). Based on the
synthesis of the ideas and arguments of F&P and the concep-
tualizations of societal development, we propose seven subca-
tegories under the overarching category of Societal
Development (SD) (Table 4).

When coding for this category, we paid attention to solicit
articles that particularly address at least one of the subcate-
gories listed in Table 4. Regardless of the unit or level of
analysis (micro, meso, or macro), we sought direct connection
between the main arguments/results of the papers and their
societal development implications. For instance, one of the
articles we reviewed explores the possible ways to increase
consumer acceptance of companies’ green messages. From the
unit-of-analysis perspective, this study can be classified as
micro. However, the paper could also be considered as adopt-
ing a unifying focus of societal development, as it extensively
discusses how micro-level changes are necessary to create

societal changes for a better future. In addition, we allowed
one paper to be classified under several categories. For exam-
ple, if a study analyzes an alternative food marketing system to
show how different stakeholders’ QOL is improved, as well as
how environmental degradation is reduced, then this study is
classified under well-being/QOL, sustainability, and food and
agriculture.

Transdisciplinary Approach

While envisioning the future of macromarketing, Fisk (2006)
urges macromarketers to have an external focus (i.e., to
develop collaborations with researchers from other disci-
plines). Multidisciplinary communication is vital to broaden
the macromarketing knowledge beyond its current boundaries.
One aspect of multidisciplinary communication is utilizing
knowledge generated in other disciplines. The other aspect of
external focus deals with the aggressive communication of
macromarketing knowledge to others so that macromarketers
can influence the progress of sustainability research. Without
an external focus it would be difficult to disseminate the exter-
minating effects of provisioning technology on poverty, dis-
ease, and environmental degradation to other scientific
communities/disciplines (Fisk 2006).

Peterson (2006) urges macromarketers to make a transdis-
ciplinary effort to engage with all types of scientists. Being
transdisciplinary means working with teams of researchers
from other fields (Fisk 2005). For F&P, a transdisciplinary
approach is necessary to understand development. In this way,
researchers would have a better chance of seeing the whole
picture, and thus, proposing effective solutions. In addition,
according to Peterson (2006), of the six subgroups of Market-
ing and Society (public policy and marketing, macromarketing,
consumer economics, social marketing, marketing ethics, and
international consumer policy), macromarketing possesses the
greatest capacity to take over the role of initiator in multidisci-
plinary research; this would likely create a competitive edge for
the discipline (p. 245).

As such, we consider whether a study adopts a Transdisci-
plinary Approach (TA) based on the following three subcate-
gories (derived from the visions of F&P):
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Table 4. Intercoder Reliability Based on 32 Randomly-selected Articles (1 1% of the Population).

Intercoder Reliability

Percent Agreement (%)
(Threshold: 80)

Categories & Subcategories

Scott’s pi
(Threshold: .75)

Krippendorff’s alpha
(Threshold: .75)

Unifying Focus of Societal Development 100
Transdisciplinary Approach 100
Methods and Metrics 100
Guidance Role 93.8
Horizontal Thinking 93.8

I |

I |

I |
.87 .872
763 767

i.  Multidisciplinary communication by utilizing knowl-
edge from other disciplines (MCU): a study utilizing
knowledge produced by other disciplines is classified
under this category.

ii. Multidisciplinary communication by providing knowl-
edge to other disciplines (MCP): a study which
addresses other disciplines for the use of knowledge
it produces. Here, the explicit addressing is the main
qualification criterion to avoid any misinterpretation
and inconsistency between cases.

iii. Collaborations with researchers from other disciplines
(CRD): for this category, we sought articles that
involve multiple researchers (at least two of which are
from different fields). Diversity is the main qualifica-
tion, rather than that of having the research team
involve scholars who are not market(ing) researchers.
For example, even if a paper is written by scholars
outside of the marketing discipline, if all authors
belong to the same field (e.g., all authors are from the
accounting discipline) then the article is excluded.

Methods and Metrics

Between the two authors, it is Fisk (2006) who provides a
specific list of methodology-related recommendations. He
points out the absence of marketing systems analysis. Accord-
ing to him, conducting marketing systems analysis could be an
effective way to capture the attention of the researchers work-
ing on productivity improvements in other fields. Furthermore,
marketing systems analysis and network analysis could be
influential to illuminate the provisioning role of marketing in
societies to those who conceive that marketing is a cost of
capitalism (Fisk 2006).

Fisk (2006) also argues that before designing new studies,
macromarketers should conduct and publish meta-analyses of
existing studies. Meta-analyses would help identify gaps in
knowledge and provide future research directions. Meta-
analyses would also provide richer insights on macromarketing
domains, and therefore, help the discipline reach-out to wider
audiences (including managers, administrators, policymakers,
and scientists from different disciplines). In other words, meta-
analyses would provide opportunities to create a “shared
language” (p. 217) with other disciplines and stakeholders, and

as a result, facilitate future advancement in the macromarketing
field.

Moreover, Fisk (2006) points out the importance of com-
parative analyses of different nations (as he believes they are
highly underrepresented in the research of macromarketers).
Examining behaviors and/or attitudes among population
groups could shed light on the decisions of managers and/or
public policymakers. Peterson (2006) highlights the impor-
tance of macromarketing scholars who study societal develop-
ment in developed countries. The main reason behind his
argument is that developed countries have already made prog-
ress, for instance, by adopting sustainability development pro-
grams; therefore, their experiences would provide valuable
insights to the macromarketers who are studying similar issues
in other (developing) country contexts.

Even though most research focuses on penalties as the most
effective way to achieve a sustainable society, Fisk (2006)
highlights the crucial role of rewards in changing behaviors
toward a sustainable direction. Therefore, he calls for studies
that test the effects of rewards rather than penalties. He also
makes specific calls for experimental studies that would help
understand the boundaries of consumption addiction because
such behavior is a significant threat to the sustainability of
societies.

Finally, while envisioning the future of macromarketing, in
addition to an ‘external focus’, Fisk (2006) points out the
importance of an ‘internal focus’ (i.e., developing metrics and
analytic skills with which to explore macromarketing phenom-
ena). The development and/or adoption of shared analytic mea-
sures and performance standards are critical for the
development of globally sustainable consumption. Such an
approach is also the key to impacting other disciplines and
public and private decision makers. Fisk (2006) states that
measures related to the supply and demand aspects of markets
are particularly needed, as markets are encountering innovative
changes due to resource scarcities. Even though the recommen-
dation is labeled as internal focus, it is still necessary to have a
transdisciplinary approach. The development of a shared lan-
guage will be easier and more effective when macromarketers
become familiar with cognate disciplines, such as social psy-
chology or economics (Fisk 2006).

In addition to Fisk’s suggestions, Peterson (2006) states an
expectation from marketing historians to go beyond being
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descriptive and provide implications for the societal develop-
ment of current conditions as a result of their insightful analysis
of the past. Based on the above-mentioned recommendations,
we identify a total of eight subcategories under the Methods
and Metrics (MM) category:

i. Marketing systems analysis / network analysis.

ii. Meta-analysis of existing studies.

iii. Comparative analysis of different nations: studies
examining at least two divergent contexts are classi-
fied under this category.

iv. Developed versus developing country contexts.

v. Studies that deal with the reward effect on behavior
change.

vi. Experimental studies to delineate the boundaries of
consumption practices: even though Fisk (2006) spe-
cifies the study of addiction practices, we searched for
experimental studies in all domains.

vii. Development and adoption of shared analytic mea-

sures and performance standards.

Insightful analysis of the past: descriptive studies are

excluded even though they are historical.

Viii.

Guidance Role

Fisk’s (2006) recommendations in this domain predominantly
deal with providing guidance for businesses and policymakers.
He believes that, to influence sustainability research progress,
macromarketing scholars should target policy-making commu-
nities. Practicality of the metrics and performance standards
developed by macromarketers (such as consumer confidence
metrics) would provide guiding choices for business and public
policy, and enhance their decision-making processes. He con-
siders policy-centered empirical macromarketing studies an
instrument to reach wider audiences. He consistently accent-
uates that the core purpose of producing knowledge is to guide
governments/policymakers and businesses in building a more
sustainable society.

In other words, Fisk (2006) maintains a standpoint that casts
macromarketing in a role of providing guidance for govern-
ments/policymakers and businesses in their decisions concern-
ing sustainability. For example, if sustainable consumption is
the desired target to overcome shortages of energy resources,
then macromarketing analysis can investigate issues such as
market and consumer acceptance of renewable energy and
changing consumption patterns; consequently, it will help
accelerate the adoption of sustainable energy consumption
practices. However, the potential influence of marketing scho-
larship on sustainability is not yet recognized by public and
private institutions; therefore, another important aspect of the
guidance role of macromarketing should be to create awareness
about the crucial provisioning role of marketing in sustainable
development.

Peterson (2006) agrees with Fisk’s account that macromar-
keting should attend to normative questions as well as the

descriptive, explanatory, and predictive inquiries (Fisk 1981).
He further states that those providing implications for societal
development should not be criticized for becoming advocates
of something, and that addressing normative questions does not
make one less scholarly.

Based on the above arguments, we identify three subcate-
gories under the category of Guidance Role (GR):

i. Normative dialogue with government / policymakers
(NDPP).
ii. Normative dialogue with business (NDB).
iii. Creation of awareness about the provisioning role of
marketing for societal development (CR).

Through the content analysis, we identified explicit norma-
tive cases, which address either business and/or policymakers.
Therefore, if a study provides implications without specifying a
target audience, it was excluded. Moreover, while evaluating
whether an article conformed to the ‘creation of awareness’
(the third subcategory), we sought for obvious discussions
around the positive and negative impact assessment of market-
ing on societal issues.

Horizontal Thinking

Peterson (2006) suggests that if macromarketers can be suc-
cessful in positioning the discipline while it becomes a trans-
discipline, this effort will help to “better envision pathways to
the future for societies”. As a means to this end, he offers
“horizontal thinking” instead of “vertical thinking” (p.247).
According to him, because vertical thinking is drilling deep
into a specific topic, finding holes in one’s arguments only
helps to clarify why something will never succeed. However,
because horizontal thinking allows one to combine different
concepts in unusual combinations and leverage different per-
spectives, this approach would enlighten scholars’ visions and
help them see a realistic future.

A critical approach and a developmental approach have
been recognized to characterize macromarketing’s history
(Klein 2005). Between the two approaches, Peterson (2006)
champions the developmental approach for the advancement
of the macromarketing field. As a result, instead of taking a
critical approach to existing studies and settled topics, Peterson
(2006) recommends macromarketing scholars engage in a
developmental approach, which we consider another domain
item for this category. Based on the preceding discussion, we
identify the following two subcategories to characterize Hor-
izontal Thinking (HT):

i.  Thinking broadly across subject matters.
ii. Developmental approach instead of critical approach.

When identifying cases of developmental approach (rather
than critical approach), we searched for a holistic approach that
expands the related topic by developing and providing new
knowledge. Articles with a pure focus on criticizing the past
research and/or marketing practices were not included in this
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category. Clear suggestions to further explore the related phe-
nomenon, explicit implications of the research findings, and/or
engagement in further dialogue with different parties within the
topic of interest were some of the clues that helped us identify
fitting cases. With respect to the second subcategory, we
searched for evidence of an evaluation of different perspectives
related to a particular topic and/or a holistic grasp of the issue at
hand. For example, if the researched issue delves deeply into
details within the same category or domain, the article was not
included. However, if the topic and related causes or effects
were considered from several aspects and fields, the article was
considered a successful fit to the criterion.

Results

Before going into the detailed results of each category, we
present the overall findings (see Figure 1). The results suggest
that the articles published in the JMK between 2008 and 2019
are, to a large extent, in line with the visions and recommen-
dations of Fisk (2006) and Peterson (2006).

More specifically, as one can see in Figure 1, recommen-
dations with respect to Horizontal Thinking-HT have been
fulfilled by 84% (243/291) of the articles, followed by recom-
mendations related to Methods and Metrics-MM (78%;
227/291), Societal Development-SD (73%; 213/291),
Guidance Role-GR (66%; 191/291), and Transdiciplinary
Approach-TA (65%; 189/291). One example for each cate-
gory is provided in Table 5. The examples illustrate how an
article fulfills the requirements of a particular category/
subcategory.

Societal Development

We are pleased to report that our discipline has made a strong
commitment to focus on the unifying idea of societal develop-
ment. The content analysis of 291 articles appearing in the JMK

from 2008 to 2019 reveals that a great majority (73%) of the
articles carry a SD-focus. This large percentage is important; it
shows how uniquely our discipline has been positioned to
demonstrate the tremendous potential of marketing in any soci-
ety in the future.

This finding also means that about 27% of the articles lack a
SD-focus, and cover topics such as branding, advertising, and
marketing history with a commercial perspective (without pro-
viding much discussion related to their contributions to SD).
Please note that the articles we classified within the 27% (i.e.,
those with a non-SD-focus) are still relevant to the macromar-
keting domain, make important contributions to the field, and
therefore, were rightfully published in the JMK. Nevertheless,
these articles can be considered as having a relatively low focus
on SD (as described in the previous section). For example,
articles dealing with marketing history make important contri-
butions to macromarketing scholarship. However, some of
these historical analyses are not considered to have a SD-
focus as they do not offer insights regarding SD and/or any
of its subcategories. Moreover, during the assessment of SD-
focus, we have excluded certain articles if they have a manage-
rial focus with low/no SD-impact discussion, an historical
focus without any societal implications or insights, or a strategy
(e.g., branding) focus discussing mainly micro (managerial)
implications or macro (cultural) implications but not through
SD lenses. Please note that the inclusion (exclusion) decision is
not based on the topic of the study, but on whether the topic was
studied and discussed with (without) a SD-focus in mind. We
noted above, for example, that certain branding-related articles
were not considered to have a SD-focus. However, there are
branding studies that can be considered successful executions
of the SD perspective. Conejo and Wooliscroft (2014), for
instance, focus on SD by reconceptualizing brands as semiotic
marketing systems that generate value for direct and indirect
participants, society, and the broader environment beyond a
mere profit-seeking objective of the marketing activity. The
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Figure 2. Distribution of societal development (SD)-focused articles by years (2008-2019).

authors predominantly acknowledge socio-environmental
issues for justification of this reconceptualization.

As seen in Figure 2, during the twelve-year period the per-
centage of SD-focused articles fluctuates, with a considerable
decline in 2011 and a slight rise in 2014, 2017, and 2018.
Interestingly, the starting point of 2008 issues with a 73%
SD-focus, which is the same as the average SD-focus observed
between 2008 and 2019. The drop in SD-focus in 2011 can be
traced back to the heavy content on historical analysis, includ-
ing a special issue in that particular year. At the same time,
special issues on the subcategories of SD increased the fre-
quency of observations. For example, the 2014 issues focused
on poverty, quality of life, vulnerable consumer groups, ethical
consumption, subsistence markets, and sustainability. The
2017 issues mainly included topics such as changing tastes and
preferences in consumption, alternative economies, and macro-
social marketing. The issues of 2017, which are the highest
contributor to SD-focus (a total of 23 articles having SD-focus)
also cover the highest rate of sustainability-related articles
(52%). Another year with high SD content is 2018. The articles
that appeared in 2018 issues mainly consist of topics that deal
with marketing systems, market change, resistance to market
change, influences on market behavior, and marketing systems’
contributions to society.

One important observation is that almost half the SD-
focused articles studied well-being and quality of life-related
issues (Figure 3). In other words, of the 213 SD-focused articles
reviewed, 96 of them (45%) were classified within this subca-
tegory. The least investigated domains of SD were ethics (21
articles; 10%), health (23 articles; 11%), food and agriculture
(23 articles; 11%), and poverty (29 articles; 14%).

We also noticed that certain types of research orientations
and approaches are more likely to address the idea of SD as

advocated by F&P. For example, empirical investigations that
involve marketing and economic systems (such as food net-
works, bartering systems, and religion-based economies) can
be viewed as better matches to the expectations/recommenda-
tions of F&P, as these articles were initiated as a response to
societal problems such as poverty, stigmatization, or food
waste. Examination of macrosocial marketing programs or
practices is another one of these cases; this research stream is
initiated to address wicked problems such as smoking, alcohol,
obesity, and gambling.

Transdisciplinary Approach

Fisk (2006) envisions a future for macromarketing that has
active communication with different disciplines. As a first step
in this direction, he recommends macromarketers “apply
knowledge developed elsewhere to macromarketing issues”
(p. 216). We label this recommendation Multidisciplinary
Communication by Utilizing Knowledge from Other Disci-
plines (MCU). In addition to utilizing the knowledge generated
in other disciplines, he urges macromarketers to “aggressively
communicate existing macromarketing knowledge” with exter-
nal parties (p. 216). We label this recommendation Multidisci-
plinary Communication by Providing Knowledge to Other
Disciplines (MCP).

While assessing the existence of MCU, we observed that
most of the macromarketing articles relied on theories from
psychology, sociology, social psychology, cultural studies,
economics, finance, sociology, social anthropology, gender
studies, philosophy, urbanization, ecology and environmental
studies, history, political science, organizational behavior, edu-
cation, and law. We excluded articles that mainly utilize theo-
retical frameworks within marketing.
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Figure 3. Distribution of SD-focused articles by subcategories (overall).

Articles that fulfilled the expectations with respect to MCP
are the ones that had direct communication and reference to
another discipline. That is, we sought cases in which the
authors made explicit attempts to communicate the outcomes
of their article/study with other (nonmarketing) scholars. Dis-
ciplines that are explicitly communicated by the JMK articles
include organizational behavior, urban planning, economics,
environmental sciences, environmental and resource econom-
ics, political science, chemical and environmental engineering,
economic history, sociology, and anthropology. We excluded
articles that do not make explicit attempts to connect their
findings/arguments to other (nonmarketing) disciplines and/or
do not make future research suggestions for nonmarketing
scholars.

Overall, the content analysis revealed that of the 291 articles
reviewed, 73 of them were classified as MCP, whereas 173 of
them were classified as MCU. As seen in Figure 4, the MCU
subcategory has been stable over the years, with only slight
fluctuations. One important observation here is the discrepancy
between MCU and MCP, which would mean that the articles
published during the investigation period have paid relatively
low attention to the communication of the macromarketing
knowledge to other disciplines. One may argue that the low
attention paid to MCP can be a conscious choice of the authors.
That is, the authors may deliberately prefer to develop and fine-
tune the newly generated macromarketing knowledge within
their own domain before communicating it to other disciplines.
The other observation is the widening gap between MCU and
MCP over time. Initially (e.g., in the year 2009), we observed
relatively similar figures between MCP (15 out of 24) and
MCU (17 out of 24). However, the difference between MCP
and MCU has widened in time. In fact, regression analysis on
the MCP data suggests that the decreasing trend in Figure 4 is
statistically significant at the 0.05 level. As an extreme case, for

example, issues of 2017 show a drastic drop to almost zero for
MCP. On a positive note, our findings suggest that although the
first half of the articles (i.e., articles published between 2008
and 2013) scored relatively low on Societal Development (SD),
these articles made more attempts to communicate macromar-
keting knowledge to other disciplines.

In addition to the MCU and MCP approaches, Peterson
(2006) made specific calls for “transdisciplinary work”. Cit-
ing from George Fisk’s 30th Macromarketing Conference
Speech (Fisk 2005), he points out that true transdisciplinary
work should involve an ample number of researchers from a
variety of disciplines: “...working with researchers com-
posed of ten or more researchers from other fields” (p.247).
Our content analysis revealed that while F&P’s call was not
exactly heeded because there was no article with a collective
heterogeneous group of more than three researchers (i.e., no
article that involves more than three scholars from both mar-
keting and nonmarketing); there was, however, some degree
of inter/multi-disciplinary collaboration. As we did the coding
for this category, we considered the authors’ last professional
positions/affiliations to categorize them as either marketers or
nonmarketers. Disciplines beyond marketing and macromar-
keting with which collaboration occurred include manage-
ment, communication studies, sociology, theology,
international affairs, psychology, economics, finance, anthro-
pology, and public administration. As a result, the ‘Collabora-
tion with Researchers from Other Disciplines’ (CRD)
subcategory was the least observed (19%) in the Transdisci-
plinary Approach category. Furthermore, during the coding,
we realized that a total of eight articles (out of 291) were
written entirely by nonmarketing scholars. Because these arti-
cles were written by researchers from a single discipline (e.g.,
all the authors of a particular article are from sociology), they
were excluded from the category. Nevertheless, we affirm that
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the JMK is a valued publication-target for researchers from
other disciplines.

Methods and Metrics

As one can see in the Categories section of this paper, F&P
raise a number of concerns and provide a rich list of recom-
mendations with respect to the methodological aspects of
macromarketing scholarship. Based on their arguments, we
identified a total of eight subcategories. The results indicate
78% of 291 articles correspond to at least one of the recom-
mended fields. The following paragraphs examine the results of
each subcategory.

The first subcategory is ‘Network analysis/marketing sys-
tem analysis to show long range consequences’. Fisk (2006)
points out the importance of marketing systems analysis. Dur-
ing our content analysis, we searched for market analyses with
a frame of actors and networks. We excluded articles if they
examine marketing system topics but focus mainly on a partic-
ular actor rather than interconnected actors/networks. The find-
ings suggest that Marketing Systems/Network Analysis is in 94
articles (41% within the MM category), making this subcate-
gory the most fulfilled methods-related recommendation of
F&P. This relatively high occurrence (32% among all papers)
is a strong indication for the network/system-level analysis to
which our discipline has been committed.

Based on F&P, the second subcategory is ‘Meta-analysis of
existing studies’. Fisk (2006) points out the importance of
leveraging from meta-analysis studies so that macromarketers
can have a higher level of dialogue with a larger audience (such
as other disciplines, public policy, and businesses). A meta-
analysis can also be an excellent resource of new and valuable
research ideas (Fisk, 2006). Our results, however, point out the

dearth of meta-analysis in the discipline, with only one article
out of 291.

The third subcategory is ‘Comparative analysis of different
nations’. Fisk (20006) criticizes the macromarketing literature
for its focus on particular population groups and for offering
few comparative analyses between different nations’ popula-
tions. During our assessment of this subcategory, we searched
for articles that provide comparison between two or more coun-
tries. We excluded articles that provide simple and undetailed
comparisons of different country contexts in the literature
review and studies conducted in a single (country) context or
in multiple countries, not with the purpose of comparison but to
increase sample size and variation in the sample. The results
suggest that a very small number of articles (26; 9%) are con-
cerned with the comparative analysis of different nations.
Moreover, the great majority of comparative studies focus on
investigating the differences between similar nations. That is,
among the 26 articles, only three of them are based on compar-
isons between developed and developing countries (1% of all
articles).

The next subcategory we identified and analyzed is the
‘Developed versus developing country context’. Peterson
(2006) argues that one way to differentiate macromarketing
from other marketing-and-society domains (such as from the
International Society of Marketing and Development or ISMD)
is through conducting studies in developing and developed
country contexts. He further argues that studying SD in devel-
oped nations would yield valuable insights for other contexts
because these countries have already made important progress
on sustainability, and therefore, their experiences can be ben-
eficial for other countries. Among the articles we reviewed
(291), 214 of them have a particular (developing or developed)
country context. The other 77 articles are either theoretical/
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conceptual with no specified country context or conducted
within mixed (developed and developing country) contexts.

Our context analysis reveals that a total of 127 articles are
based on the developed country context. In other words, about
59% of them (127 out of 214) solely report results from devel-
oped country contexts. Over the period of our investigation,
this number has fluctuated from a minimum ratio of 20% (in
2012) to a maximum ratio of 85% (in 2013). Among the articles
conducted within a developed country context, the ones with a
U.S.-context have the highest share with 41%, followed by
Australia with 11%, UK with 6%, Germany with 5%, and all
others with 40%. When the numbers for all European Union
countries are aggregated, they have a share of 40% (similar to
the share of U.S.-based studies). With respect to developing
country contexts (which represent 41% of the articles with a
country context), China has been the most studied country with
a 21% share, followed by Vietnam with 15%, India with 10%,
and Turkey with 7%. This figure is only 11% for all of Africa.

The fifth subcategory, ‘Examination of the role of reward in
behavior change’, is a suggestion by Fisk (2006); he points out
the “dearth of research on trade-off rewards for shifting to more
sustainable consumption practices” (p. 217). Fisk (2006)
claims that rewards are more effective than penalties in chang-
ing buyers’ (sustainable consumption) behavior. In the content
analysis, we merged sustainable consumption and SD-focused
articles within this subcategory and searched for cases that
explicate the role of reward to succeed for sustainability and
SD. Studies that lack a focus on reward or have a ‘penalty’
based approach (while examining behavior change) were
excluded from this subcategory. The results indicate that only
12 out of 291 articles (4%) satisfy this condition.

The sixth subcategory, ‘Experimental studies to delineate
boundaries of consumption behavior’, is also a suggestion by
Fisk (2006) to extend the macromarketing knowledge beyond
its current boundaries. Classification of studies under this cate-
gory is rather straightforward. We simply sought studies that
include experimental designs. Out 0of 291 reviewed articles, there
were only three experimental studies (1%). As one can imagine,
this subtheme is one of the least fulfilled visions of George Fisk.

The seventh methods-related suggestion is ‘Development
and adaptation of shared analytic measures, performance stan-
dards or new terminologies’. Fisk (2006) made this recommen-
dation so that macromarketing scholars would become more
familiar with cognate disciplines and communicate their scho-
larship in a multidisciplined environment. For the assessment
of this subcategory, we searched for articles that provide new/
enhanced analytic measures, performance standards, and ter-
minologies. Out of 291 articles, 39 studies (13%) developed
shared analytic measures, performance standards, or terminol-
ogies. All the articles published in the first issue of 2016, a
special issue on Research Methodologies for Macromarketing,
successfully fulfilled the requirements of this category.

The eighth subcategory is ‘Insightful historical analysis.’
Peterson (2006) argues for the need for historical analysis that
contributes to the current efforts of SD. In our assessment we
selected pure historical analysis articles that provide insights or

historical analyses that compare the past, present, and future.
We excluded studies that conduct historical analysis with a
descriptive approach and those that do not provide insights for
the advancement of the topic of interest. Out of 291 articles, 64
(22%) fulfilled the expectations of this category.

Guidance Role

Fisk (2006) suggests that the macromarketing discipline must
have a guidance role by “asserting our knowledge to advise and
guide government and business policymakers toward the most
effective business and public policy” (p.215-216). Similarly,
Peterson (2006) stresses the importance of the guidance role by
suggesting a specific “implications for societal development”
section in the JMK’s articles (p. 248). Based on these views, we
initially analyzed the articles on the extent to which they state
societal implications and apply normative dialogue to public
policymakers and businesses. Assessment of the criteria ‘Nor-
mative Dialogue with Public Policy’ (NDPP) and ‘Normative
Dialogue with Business’ (NDB) was quite straightforward; we
searched for directive tones with respect to the societal impli-
cations stated in the articles. We included, in both criteria, the
specific directions that the authors provide to the readers
(which have directive verbs, such as should, need to, ought
to, must, have to). Studies that use ‘suggestive language’ (such
as may, might, can) in their implications sections were not
considered; this fulfills the Guidance Role (GR), even though
the studies aim to open a dialogue between macromarketing
and other stakeholders. In addition, we excluded studies that
merely present the idea of their research subjects/participants
without providing interpretations and/or discussions, and stud-
ies that provide general implications of the main results without
suggesting any particular course of action and/or addressing
any specific accountable party.

As explained earlier, in addition to NDPP and NDB, a third
dimension (Creating recognition and awareness about the pro-
visioning role of marketing for a sustainable future and societal
development or CR) is included within the GR category. This
subcategory is concerned with the guidance role macromarket-
ing scholarship can play within other disciplines. While asses-
sing, we searched for a clear declaration that the authors
juxtapose the studied topic and the macromarketing field as a
main contributor to the alleviation efforts of a particular wicked
issue. Articles that lack such dialogue were excluded.

Based on the above criteria, the content analysis revealed an
almost equal number of observations for NDPP and NDB, 92 and
88 respectively. Furthermore, as seen in Figure 5, for most of the
investigation period the NDPP and NDB scores were similar.

Overall, we can say that the GR has been accomplished
through approximately 66% (191 out of 291) of the articles
(see Figure 6). Guidance Role was most established in the year
2018, as 88% of the articles carried it (CR-role being the main
contributor). The topics of 2018 include marketing systems,
market change and resistance to market change, influences
on market behavior, and marketing systems’ contributions to
society.
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Horizontal Thinking

As stated earlier, Peterson (2006, p. 247) champions the devel-
opmental approach over the critical approach because the
developmental approach not only defines the problem but also
shows the “way out of the current mess” (p. 247). He refers to
Thomas Bernett’s (2004) book “The Pentagon’s New Map”
where the author explains how vertical thinking — which is
basically “drilling down deep in a subject matter” — only

explains failure (Peterson 2006, p.247). Horizontal thinking,
on the other hand, which is basically “thinking broadly across
subject matters”, is a means to “see a future unfolding realistic
stage” and can be achieved by taking advantage of combining
divergent concepts in nonhabitual combinations (Peterson
2006, p.248). Along similar lines, Fisk (2006, p.214) implicitly
points out a similar idea by stating that benefit-cost assess-
ments must be conducted in macromarketing studies to be able
to see the spillover effects and long-range consequences.
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Figure 7. Distribution of horizontal thinking (HT), developmental approach (DA) & thinking broadly (TB) by years.

From the above discussion, we constructed the theme Hor-
izontal Thinking (HT) based on two subcategories: Develop-
mental Approach (DA) and Thinking Broadly (TB). The DA
subcategory excluded articles that simply describe a relation-
ship but do not indicate practical implications for improvement
and critical studies that do not suggest any possible solution to
the problem they investigated. The TB subcategory excluded
articles that integrate a limited number of stakeholders into the
analysis, discuss only the positive sides of a controversial issue
(even though there may also be negative aspects), and study a
microlevel phenomenon without specifying and discussing its
meso- and/or macrolevel implications.

The content analysis reveals that, as compared to the other
recommendations, the HT (with its subcategories) has been the
one most often followed. More specifically, of the 291 articles
analyzed, we observe the existence of HT in 83.5% (243/291).
This ratio reflects the articles that are classified under either
one or both of two subthemes. More specifically, the percent-
age of articles that fit into both subcategories is 46.4%; into the
DA subcategory, 17.9%; and the HT subcategory, 19.2%.

As one can see in Figure 7, the DA subcategory was mostly
stable over the twelve years, but it fluctuated notably between
2013 and 2015. Tt reached its peak point in 2013 (88%), the year
that had issues on globalization of marketing ideology, macro-
marketing implications of corporate sponsorship, the ethics of
social marketing, food marketing systems, anti-consumption,
adoption of renewable energy systems, the evolution of brand
meaning in China, a critique of service-dominant logic, and
macromarketing ethics and justice in regulated businesses and
government policies. However, in 2015, the figure drops to
50%. The TB subcategory also had a relatively stable progress
over the years, except for the year of 2014 with its highest
occurrence at 81%, and the year 2008 with its lowest occurrence
at 50%.

Discussion

The objective of this study was to conduct a thorough content
analysis to examine the extent to which macromarketing scho-
lars have responded to the calls and recommendations made by
F&P in their 2006 SAI articles. We believe that our analysis
depicts an informed picture of the past twelve years of the
scholarship published in the JMK, and provides insights as well
as possible research directions for macromarketers. In this sec-
tion, we discuss our findings and make recommendations for
future research.

First, macromarketers can be proud of the SD-focused body
of work they have produced since the SAI! More specifically,
the findings from this analysis reveal that almost three in four
articles (73%) have a SD-focus. Although the content and
extent of SD-focus (e.g., well-being, sustainability, equality,
etc.) vary from article to article and from issue to issue, one
can say that a SD-focus has been prevalent during the past
twelve years. The other quarter (approximately) of the articles,
which are also valuable to the field, may not have a SD-focus,
but for the most part, they, too, provide meso- (network) and/or
macro- (political and/or socio-sociocultural) level implications
of their studies. Throughout the twelve years we have not
observed a sharp increase in the share of SD-focused studies;
however, because our analysis does not include articles before
2008, we are not able to make a firm conclusion about whether
the call for a SD-focus made a difference. Future research that
investigates the phenomenon prior to 2008 may provide more
realistic comparisons on this matter.

Furthermore, our content analysis revealed that, of the seven
subcategories of the SD-focus, QOL/Well-being was the most
frequently studied. More specifically, approximately one third
(33%) of all the articles reviewed dealt with QOL/Well-being
aspects of SD. Unlike other domains of SD, the focus on QOL/
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Well-being issues has been quite stable over the years (on
average, eight articles per year). As a result, a considerable
amount of literature has been accumulated just within the JMK
domain. Therefore, potential future studies could investigate
not only its dominant presence within the JMK, but also its
evolution with respect to content (e.g., whether and how the
studied life-domains were in line with the global societal
trends), context (e.g., development stages of the markets), level
of analysis (e.g., micro, meso, or macro), methodological
approaches (e.g., qualitative, quantitative inquiries, and devel-
opments with respect to its measurements), and so on. Drenten
and McManus (2016) is an example of such an approach: the
authors provided an in-depth analysis of the religion-related
research that appeared in the JMK between 1981 and 2014.

Moreover, our content analyses have revealed the existence
of certain understudied and underrepresented SD domains,
such as ethics, health, food and agriculture, and poverty. These
four understudied areas are crucial because they are related to
the very basic aspects of humanity: the need for fairness and the
maintenance of a life with optimized physical conditions, nour-
ishment, and subsistence. Interestingly, these areas are among
the topics that shape most of the debates around the current
virus pandemic. Unethical business practices that threaten sus-
tainability, inefficiencies in health systems to provide basic
preventive health care for all, access to proper food and nutri-
tion to boost one’s immune system, and the deficiencies in the
current market systems in terms of the distribution of resources
based on equity and equality are likely to be important topics
that scholars and policymakers will face in the aftermath of the
pandemic. As the future of markets changes, macromarketers
may spend more time and effort studying the aforementioned
underrepresented SD-domains.

Special issues on health, food/agriculture, and ethics/equity
can provide platforms for macromarketers to contribute to
upcoming discussions on how to address the problems that led
to the present worldwide pandemic crisis. Business ethics in
general, and marketing ethics in particular, are likely to face
novel challenges as newer forms of IT-based networks and
systems dominate markets and marketing. Future macromar-
keting ethics studies can delineate the dyadic and network-
based problems of these new technologies as well as offer
solutions.

In many countries, food security is handled at the national
level; however, during severe conditions (such as the global
ecological, drought, or pandemic crises) national governments
may be overwhelmed and may be unable to provide timely
assistance to their citizens. It is important to start studying the
problems of the global food supply systems so that the system
can ensure food sufficiency during emergency food crisis
conditions.

Food distribution networks in underdeveloped and develop-
ing countries were among the first major topics of macromar-
keting (e.g., Harrison et al. 1974; Kumcu and Kumcu 1987;
Slater 1965). In the aftermath of the current global crisis,
macromarketers will need to go back to the origins of the
discipline and study the effectiveness of national, as well as

global, food distribution systems. The lack of access to a par-
ticular food (which many people may be experiencing for the
first time in their lives) is exacerbated by the threat of not
having any source of income or access to food at all. Close
to one billion people around the world find themselves in this
latter situation as they face the additional (poverty) threat of a
global pandemic (Foodtank 2020). Therefore, another crucial
area for macromarketers to investigate is the issue of food
security among people experiencing poverty. Our analysis indi-
cates that many of these areas (e.g., ethics, food, agriculture,
poverty) were among the least studied dimensions of SD over
the last twelve years. However, these are also the areas in
which macromarketers are equipped to make contributions.
This void can be filled by encouraging macromarketers to
engage in research on these issues and via the formation of
thematic macromarketing conferences and/or special issues.

As noted, macromarketers have been successful in focusing
on the domains of SD in their research. However, for this focus
to have an impact on societies, our discipline must also adopt
the TA. Peterson (2006) argues that taking a SD-focus as a
transdiscipline would yield better outcomes for the future of
societies (p. 247). Our content analysis shows that, among the
five categories, TA has the lowest rate of adoption (65%). This
finding is noteworthy because TA and SD-focus are essential
for the existence of one another. In other words, the SD-focus
can increase the impact of the macromarketing discipline if it is
coupled with TA. Furthermore, our analysis indicates that the
two subcategories that are crucial for external communication,
MCP and CRD, appear even more problematic: in only 25% of
the articles did the authors make an explicit effort to commu-
nicate their research findings to other disciplines, and only 12%
of the articles involved collaborations with scholars from other
disciplines.

As noted earlier, we captured the MCP aspect of TA based
on whether the authors of the article made explicit attempts to
address their findings/results to particular fields (outside of
macromarketing). To provide more textured insights into the
issues surrounding TA, we conducted a post-hoc citation anal-
ysis. Specifically, through citation analysis, we identified
whether and to what extent highly cited JMK articles have been
recognized (i.e., cited) outside of macromarketing and main-
stream business outlets. To this end, the 10 most-cited articles
from 2008 to 2018 (inclusive) were set as a representative
sample because they include a sufficient number of citations
to make inferences. The number of citations that articles had
was listed on the research article’s official JMK page (as of
June 21, 2020). Then, citations of the top 10 list were investi-
gated through the domain of citations, based on the following
three categories: (I) cited in the Journal of Macromarketing,
(IT) cited in other marketing and management outlets, and (III)
cited in other domains. Specifically, if an article was cited by
any marketing or management related journal or book in
domains such as marketing theory, consumer research, or busi-
ness management research, it was coded under the (II) cate-
gory. If the citing source’s title was not related to
macromarketing, marketing, or business, yet belonged to other
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specific domains (such as food and agriculture, tourism, or
psychology, etc), it was coded under (III). Also, if the citing
platform had a very general scope, such as university press of
social sciences in general, it was also coded under category
(IIT). The results of the citation analysis are presented in Table
6.

A review of the information provided in Table 6 suggests
that all the top-ten cited articles carry a SD-focus. Moreover,
most of these SD-focused articles have been heavily cited out-
side of macromarketing. Three of these articles (Arvidsson
2008; Claudy, Peterson, and O’Driscoll 2013; Thogerson
2010) are particularly significant as most of their citations are
from other disciplines, including media, technology, cultural
studies, sociology, food, agriculture, tourism, psychology, and
energy. Likewise, more than 40% of the citations of Bonsu and
Darmody (2008) and Kozinets, Hemetsberger, and Schau
(2008) come from other disciplines. These cases indicate that,
although our content analysis reveals an overall drop in our
explicit attempts to relate macromarketing knowledge to other
disciplines (i.e., a decreasing trend in MCP), there are certainly
good examples that go against that trend. These examples, we
believe, strengthen the arguments that an improvement in TA is
needed to make progress in SD-focus more meaningful.

When it comes to possible improvements on the CRD
dimension of TA, motivating macromarketing scholars to
engage in a collaborative research is important, but may not
be sufficient. They should also be encouraged to invite
researchers from the various fields related to their inquiry. To
this end, Annual Macromarketing Conferences, for example,
can be redesigned to include special sessions that bring
together people from different disciplines who are working
on the same topics. The conference track chairs can be encour-
aged to proactively form roundtable sessions and recruit scho-
lars from various disciplines to participate in these roundtable
sessions. The JMK can consider special issues based on the
transdisciplinary works driven from these conference round-
table discussions.

Our findings indicate that, except for a couple years (e.g.,
2011 and 2017), the authors have paid almost equal attention to
making suggestions to marketing practitioners and public pol-
icymakers. In total, about two thirds (66%) of all articles
engage in one or more aspects of the GR. An interesting obser-
vation, however, is the remarkably high occurrence of GR
perspectives when articles take the SD-focus. More specifi-
cally, although the average GR is found to be 66%, among the
articles adopting a SD-focus this figure rises to be 82%. These
findings imply that SD-focused studies are more likely to take a
GR perspective. Therefore, it is reasonable to expect that when
the discipline continues to position itself toward the SD-focus,
the potential contribution of our scholarship on business and
public policy would also increase.

Both F&P (and particularly George Fisk) allocated signifi-
cant parts of their SAI articles to making recommendations
regarding the MM issues. As once can see in the previous
sections, we identified a number of subdimensions as the
domain of this category. The results indicated an overall high

fit between the expectations and occurrences for this category
(i.e., 78%). Nevertheless, we believe this finding requires fur-
ther interpretation. The subcategories we identified from the
accounts of F&P are mutually exclusive. Therefore, even
though an article fulfills the requirements of only one of the
eight recommendations, the article would still be considered
fulfilling the expectations of the MM category. This protocol
may explain the high compliance with this recommendation.
However, if one examines the number of fitting cases for each
subcategory, a different picture surfaces.

Consistent with the overall spirit of macromarketing, we
were delighted to observe that a relatively high number of
articles (94; 32%) published in the JMK involve Marketing
Systems Analysis (MSA). However, some methodological
issues that Fisk (2006) raised as crucial toward achieving a
sustainable future have received very little attention from
macromarketing researchers. As one can see in Figure 8, only
twelve articles provide a framework built upon the rewards for
a changed behavior or action. Instead of focusing on penalties
and reflecting images of worst-case scenarios, as Fisk (2006)
recommended, it may be more beneficial to focus on rewards
that lead to SD. While the lack of reward-related studies may
appear a shortcoming of the field for now, paying more atten-
tion to this type of research can also help in differentiating the
discipline.

Another method-related shortcoming comes from a lack of
Experimental studies to delineate boundaries of consumption
behavior (i.e., only three articles in the last twelve years). As
noted earlier, psychology is among the disciplines most utilized
by macromarketers. However, experimental studies (a primary
method in psychology) are almost nonexistent in the macro-
marketing scholarship. This reluctance may be related to the
fact that experimental designs are generally conducted to inves-
tigate microlevel phenomena. Nevertheless, our analysis
revealed that, although very few, the microlevel experimental
studies can be considered fitting to the domain of macromar-
keting (and as a result find a place in the JMK) when they make
efforts to relate their results to higher level issues and abstrac-
tions (see Attachment A).

Additionally, since publication of the SAI, marketing scho-
lars have occasionally recognized the overlap between beha-
vioral economics and consumer/marketing decision-making
(e.g., Bertrand, Mullainathan, and Shafir 2006; Conick 2018;
Johnson 2006). Given the recent developments in behavioral
economics (e.g., Thaler and Ganser 2015), we believe it is time
for macromarketers to use the knowledge generated in beha-
vioral economics and engage more in experimental studies to
improve the societal impacts of the marketing work.

Only one article (of 291) carried a meta-analytic perspec-
tive, making this subcategory the least fulfilled recommenda-
tion of Fisk (2006). However, we believe that as our domain
becomes more focused and generates more knowledge within
the various subdomains of SD, there will be more opportunities
for macromarketers to conduct meta-analyses.

Macromarketing scholars were called to engage in compara-
tive analysis so that more effective and beneficial
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recommendations could be made to businesses and policy-
makers. However, our results indicate that only eleven articles
(9%) were based on comparisons of different country contexts.
When it comes to studies comparing developed versus devel-
oping countries, the figure drops to only three articles (1%). If
macromarketers agree with Fisk (2006) about the importance
of conducting comparative analyses, then the reasons behind
these low figures may need to be understood. Certain resource,
network, or cultural barriers may discourage macromarketing
researchers from engaging in comparative studies. Macromar-
keting leadership can identify these barriers and implement
measures and tools to motivate researchers to engage in com-
parative studies. Considering the diversity of countries from
which macromarketers come, opportunities exist to form
cross-cultural research teams and projects.

Limitations and Clarifying Remarks

Before concluding, we would like to clarify a few points
regarding our study and recognize the limitations of the find-
ings. As we explained earlier, the content of our assessment had
a predetermined frame, which was drawn from the SAI articles
of F&P. The categories we identified are Societal Development
focus (SD), Transdisciplinary Approach (TA), Guidance Role
(GR), Methods and Metrics Development (MM), and Horizon-
tal Thinking (HT). These categories include a total of 24 sub-
categories. We would like to state that our intention was not to
evaluate and/or criticize the individual articles published in the
JMK, but to determine where they fit according to our prede-
termined frame. We acknowledge that the studies may have
been designed and the articles written with strengths that are
not covered within the aforementioned framework.

Our intention was to take a snapshot of the recent status of
the articles published in the JMK and capture the overall ten-
dency of whether the assembled work within the past twelve

years has been in accordance with that framework. In other
words, the purpose of this review is to demonstrate to what
extent the visions and recommendations of F&P were covered,
and to provide an evolutionary retrospective that can serve the
future of our discipline. It is plausible to argue that some
macromarketing scholars may not have been in agreement with
F&P with respect to the future directions of the macromarket-
ing field, and therefore, may consciously prefer to focus on
areas that are outside of this framework.

Furthermore, some of our results may involve certain lim-
itations. For example, we recognize that macromarketing
knowledge is not automatically disseminated just because the
authors make explicit attempts in their articles to communicate
their results to other disciplines. In other words, it is possible
that an article may not explicitly attempt to communicate and
therefore be excluded in the “Multidisciplinary communication
by providing knowledge to other discipline” (MCP) category of
the analysis; at the same time, it could be cited highly outside of
our discipline. Similarly, the author of an article may make
explicit attempts to communicate findings with other disci-
plines, but the article may not be recognized (cited) by these
disciplines. The post-hoc citation analysis that we mentioned
earlier offers further insights into the above mentioned issue.

More specifically, the citation analysis we conducted and
reported in Table 6 reveals that even though the top-cited JMK
article between the years 2008 and 2019 (Kozinets, Hemets-
berger, and Schau 2008; with a total of 297 citations) had not
made an explicit attempt to communicate the study findings
with other disciplines, and hence, was not included in the MCP
category in our study, 125 (42%) of its citations are coming
from outside of business. On the other hand, another highly
cited article (Layton 2009), which has been classified as having
the MCP perspective in our study because the author had made
an explicit attempt to communicate the article with other
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disciplines, has only 3% of its 92 citations coming from outside
of mainstream business outlets.

Moreover, the content analysis of our research starts from
2008 (two years after F&P’s call for macromarketers) to allow
reasonable time for articles reflecting these recommendations
to appear in the JMK. Therefore, it does not compare the results
with what happened before 2008. Three researchers have
ensured an exhaustive content analysis for each original/
research article based on the predetermined checklist. In addi-
tion, the JMK is not the sole outlet for macromarketing scholar-
ship. We, for example, did not analyze works published in the
Macromarketing Conference Proceedings, nor other journals of
interest.

Furthermore, the interpretation of the articles was deliber-
ately limited by a Western approach of perception due to the
nature of the academic language being English. While there are
differences in the usage of English in the daily lives of native
and nonnative speakers as high or low context of communica-
tion style, we didn’t take these differences into account in order
to provide a standardized and parsimonious platform for eva-
luation. An example for such a case would be the evaluation of
‘Normative Dialogue’. While we searched the texts for explicit
normative dialogue with a strong communication style via
words such as ‘should’, ‘must’, and ‘have to’ (modals of obli-
gation and advice), ‘may’, ‘might’, and ‘can’ were not included
in this category. We do, however, acknowledge that context of
communication differs from culture to culture.

Conclusion

George Fisk once said, “the purpose of macromarketing. . .is
to save the world” (Fisk 2001, p. 121). As the world’s ongoing
battle with the COVID-19 pandemic continues, this bold mis-
sion, once again, points out how valuable the knowledge gen-
erated through the macromarketing scholarship (with its focus
on the sustainability of markets and society) can be for the
survival of humanity. Macromarketing scholarship may have
the purpose to ‘save the world’ — but how? In 2006, the SAI
assembled the visions of many prominent macromarketing
scholars to provide possible directions to answer this question
(Shultz 2006).

“We must focus” was a clear call from Peterson (2006).
According to him, a lack of focus in macromarketing had been
causing a positioning problem for the field, and the solution
would be in the societal development focus (p. 248). “So where
do we go from here?” was another concern raised by Fisk
(2006, p.218). His call was related to drastic changes in sus-
tainability issues that societies have faced for the last few
decades, and to the need for a synergy to work together to solve
the sustainability problems of the world. Through a host of
specific recommendations, F&P encouraged macromarketers
to make progress in this direction so that macromarketing could
fulfill its mission.

Our study aims to provide an evolutionary picture of the
discipline over the past twelve years. Overall, the results sug-
gest that the macromarketing scholarship has, to a large extent,

responded to the calls of F&P. However, there are certain areas
that require further attention. The Societal Development (SD)
focus has increasingly become the overarching theme of the
macromarketing scholarship. A great majority of articles pub-
lished over the past twelve years in the JMK carries a SD-focus.
Certain areas within this domain, however, including ethics,
health, food/agriculture, and poverty, have been underre-
searched. Higher degrees of Transdisciplinary Approach
(TA), such as active communication of the research findings
and the formation of multidisciplinary research teams, would
be needed to disseminate the knowledge generated through
macromarketing scholarship and to advance the Guidance Role
(GR) of the discipline. The utilization of diverse analytic
approaches, including meta-analyses, comparative analyses,
and experimental designs, would likely pave the road for a
higher level of dialog with larger audiences, including other
disciplines, public policy, and business. We hope that the rec-
ommendations and the calls we have made in this paper will
help macromarketing fulfill its mission in the next ten years,
until we reach the Golden Anniversary Issue.
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