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2. The role of marketing in corporations
The past two decades have given rise to an intellectual debate on the marketing
discipline, primarily based on conceptual inferences. Authors have discussed the
shrinking of the function (Greyser, 1997), outsourcing of marketing activities
(McGovern and Quelch, 2005; Ueltschy et al, 2006) and dispersion of marketing roles
throughout the organization (Webster ef al., 2005; Krohmer et al, 2002; Harris and
Ogbonna, 2003). Some authors have furthered the discussion by addressing topics such
as marketing’s “midlife crisis” (Brady and Davis, 1993; Brown, 1995; Brownlie, 2007),
representation crisis of the concept (Brown, 2003), and even the death of the function
(Holbrook and Hulbert, 2002; Layton, 1998; Smithee, 1997). The key rationale for
raising such serious discussions on the raison d’etre of marketing is the lack of clear
proof about the role of marketing in corporations and its contribution to business
performance (Moorman and Rust, 1999; Srivastava ef al., 1999). From a macro point of
view, marketing is struggling to respond to criticisms raised about its contribution to
society as a whole. Critical marketing and social marketing domains have generated
knowledge on marketing-society interactions and have provided solutions to conflicts
of interest between business and the public (Hastings and Saren, 2003; Domegan, 2008).
The classic management myth of recent history is that marketing involves nothing
more than advertising (Morgan, 1996), communication (Gronroos, 2006), and selling
(Woodall, 2007). Even Webster (2002) suggested that “the relationship between
marketing and selling has never been resolved,” implying that marketers themselves
may be historically hard-wired to the hard sell and that only an expedient
interpretation of the marketing concept can apply (Woodall, 2007). Only limited formal
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