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Periodization in Marketing History

Stanley C. Hollander, Kathleen M. Rassuli, D. G. Brian Jones, and Laura Farlow Dix

This article explores some of the purposes, advantages, prob-
lems, and limitations of periodizing marketing history and the
history of marketing thought. A sample of twenty-eight well-
known periodizations taken from marketing history, the his-
tory of marketing thought, and business history is used to
illustrate these themes. The article concludes with recom-
mendations about how to periodize historical research in
marketing.
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Books are often divided into chapters. Stage plays are
divided into acts and scenes. For somewhat analogous rea-
sons, historians often periodize their narratives. Obviously,
the historian does not have to meet the same physical require-
ments of stagehands and audience that influence the drama-
tist, but many of the same conceptual and literary consider-
ations apply.

Periodization is the process of dividing the chronological
narrative into separately labeled sequential time periods with
fairly distinct beginning and ending points. Historical narra-
tives may be organized in many ways. They may be divided
technically (i.e., by subject matter as with Robert Bartels’s
[1976] History of Marketing Thought). Histories may also be
organized geographically so as to cover separate events in dif-
ferent venues. Nevertheless, within such frameworks, the
account of what actually happened will often be presented
chronologically and thus may be subject to periodization. The
exception is where historical research is used to describe a
specific event in time with no comparison, explicit or
implicit, to another era. In the latter case there is no opportu-
nity for periodization. However, most historical writing is
chronological and benefits from periodization. Stowe (1983)
particularly notes that Bartels (1976) uses the idea of
periodization for the various subjects of marketing thought
(e.g., writings on marketing research, advertising, wholesal-
ing, general marketing, and retailing). In fact, the editors of

the American Historical Review refer to periodization as a
fundamental tool for both teaching and research (Grossberg
1996). Despite this, most of us probably use periodization
without giving much thought to our approach or technique.

In this article, we describe some basic approaches to, and
techniques of, periodization in marketing and explore some
of the purposes, advantages, problems, and limitations of
periodizing marketing history and the history of marketing
thought. The distinction between marketing history and the
history of marketing thought is somewhat problematic. Fol-
lowing Bartels (1976), most marketing historians imitate the
practice in economics of separating the history of practice
from the history of thought as in the distinction between eco-
nomic history and the history of economic thought. Even in
that imitation, however, marketing academics have tradition-
ally not been as involved in leading practice as have econo-
mists in leading economic policy. Business people create
most of the innovations in marketing practice, and therefore,
we believe that a true history of marketing thought should
include marketing history. But that is a subject for another
time.

Within the history of marketing thought, it is also useful,
but somewhat contentious, to distinguish between the history
of marketing ideas and the history of the marketing discipline.
The former has been traced to the ancient Greeks (Dixon
1979; Shaw 1995) through the medieval ages (Dixon 1980) to
the present time, whereas most marketing historians agree
that the latter can be dated only to the turn of the twentieth
century (Jones and Shaw 2002). Thus, as Stowe (1983) has
pointed out of the histories of marketing thought by Grether
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(1976) and by Converse (1959b), the history of the marketing
discipline may as yet defy any meaningful periodization but
rather benefit more from organization by ideas, thinkers, sub-
jects, and schools of thought. Nevertheless, in the concluding
segment of this article, we offer some suggestions about how
marketing history as well as the history of marketing thought
should be periodized. We hope at least that this article pro-
motes some consideration of the way marketing historians
periodize history.

We reviewed a considerable number and wide range of
available periodizations from both marketing and
nonmarketing sources with a view to considering the consis-
tency and diversity as well as the appropriateness of some of
the more popular versions. Figures 1 and 2 summarize the
sources from which these periodizations are drawn. These are
not intended as a survey of all periodizations in marketing his-
tory. Instead, they are a collection based on sixty-five years of
formal academic study and research in the field with a strong
interest in how its history has been depicted. They constitute
what in old-fashioned terms would be called “a representative
collection” that seeks to give full voice to an all important and
prominent approach to that history. They are intended to rep-
resent the diversity of schemes that have been used and to
illustrate periodization techniques and problems. Figure 1
includes several stage theories that are distinguished from
periodizations below, as well as histories with periodizations
of a century or longer. Figure 2 includes periodizations with
shorter intervals, most a decade in length.

We have included advertising histories, in part, because
Stowe’s (1983) article, which serves as a starting point for this
study, contrasted Bartels’s (1976) “general marketing” and
“advertising” periodizations. More importantly, much of the
general public, and at least some social scientists, tends to
treat advertising and marketing as fairly interchangeable
terms, and therefore, many of the popular advertising histo-
ries deal more broadly with marketing. In general, however,
our discussion ignores periodizations of the history of other
subfields of marketing such as marketing research, supply
chain management, wholesaling, retailing, and so on.
Bucklin’s (1972) work, which takes a very broad view of
wholesale and retail distribution, is an exception. For those
sources in the figures that are marked with the designation
“EXP” for “explicit,” the periodizations are in the author’s
own words; “INF” is used to indicate that we have either mod-
ified the author’s terms to fit space limitations or inferred
periodizations from easily observable chapter headings or
textual context. Figure cell divisions with a dotted line
indicate periods which overlap.

There seems to be a great diversity of opinions about the
pattern of periodization in the history of marketing and mar-
keting thought. Even when the periodizations in Figures 1
and 2 are grouped by common subject focus (e.g., marketing
thought, advertising, etc.), there is little evidence of common-
ality among them. Consider, for example, the marketing
thought periodizations in Figure 2 by Jones and Shaw (2002),
Sheth and Gross (1988), Lazer (1979), Jackson (1979), and
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Author Year Focus *

Polanyi 1957
Societal

Provisioning
Agreements

INF

Bohannon
& Dalton

1962
Markets and

Marketing
Africa

INF

Clark 1940
Economic

Development
INF

Hotchkiss 1938 Marketing INF

Beard 1938
Business

W. Europe &
U.S.

EXP

Kuznets 1966
Economic
Innovation

EXP

Gras 1939
Business
Economic

Development
EXP

Cultural
Nomadic
Economy

National
Capitalism

Bucklin 1972
Retail Market

Structure
EXP

Periodic
Markets

Bucklin 1972
Wholesale

Market
Structure

EXP

Hotchkiss 1938 Marketing EXP

Levett 1929
Consumerism
Great Britain

EXP

Rostow 1965
Economic

Development
EXP

Fullerton 1988
Marketing
W. Europe

EXP

Porter &
Livesay

1971
Marketing &
Distribution

EXP

19th Century 20th Century

Tertiary
Sophisticated

Manufacturing &
Services

Market National

Decline of Markets
Introduction of

Regulation
Free Markets Clash
with Social Values

1920-1930's
Merchandising

Era

10th Century 11th Century 12th Century 13th Century 14th Century 15th Century 16th Century 17th Century 18th Century

17th - 18th C
Regulated Trading

Companies

18th Century
Mercantilism

Industrial
Revolution

1873+
Large Scale

Retailing

Heritage of Antiquity
1100's - 1700's

Patrician City-Ruler

Collection
Economy

Settled Village
Economy

Petty Capitalism
Peddlers,

Shopkeepers
Mercantilism

18th Century
Monopolist

Market Principle

Hunting Pastoral Agricultural

Self-Sufficiency Marketplace Central

Primary
Ocupation

Extractive &
Rudimentary
Agriculture

Secondary
Sophisticated

Agriculture & Basic
Manufacturing

Reciprocity
Mutual Gift Giving

Equivalency Concept

Redistribution
Collection and

Ration of Resources
- Benefits

Proportional to
Contribution

Householding
Aristotilian Self-

Sufficiency

Marketless Trade
Collective Exchange

- Exchange by
Treaty/Pact

Administered Prices

Market Local

Feudal Organization

1800-1914
Individualist

20th Century18th Century

Industrial

1914+
Organization Makers

19th Century14th Century 15th Century 16th Century 17th Century

11th-15th century
City Economy Epoch

15th - mid 18th Century
Merchant Capitalism

Mid 18th Century
Scientific

Industrial Capitalism
Financial

Capitalism

18th Century
New Shopkeeping

Periodic Markets Permanent Markets
1800-1850

Fragmentation
1850+

Functional

Permanent Markets Fragmented Markets Vertically Integrated

13th-14th Century
Village Craftsmen

14th Century
Greed

15th Century
Sumptuary Laws
Merchant Guilds

14th Century
Merchant Guilds

14th-16th Centuries
Craft Guilds

16th Century
Pure Consumers

Middleman

1100 - 1300
Free Towns

1780 Britain
Technology

Stimulus to Growth

1850 Britain
Drive to
Maturity

1937 Britain
High Mass

Consumption
Traditional Society

1930
Era of

Refinement &
Formalization

1750
Era of Origins

1500
Era of Antecedents

1850
Era of Institutional

Development

1815-1870
Specialized
Wholesaler

1870+
Manufacturer

Colonial-1815
All Purpose Merchant

STAGE THEORIES

PERIODIZATIONS

Periodic Markets

Late 17th - Early 18th
Century

Pre-conditions for Growth

10th Century 11th Century 12th Century 13th Century

FIGURE 1 STAGE THEORIES AND LONG PERIODIZATION
NOTE: INF = inferred; EXP = explicit.
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Bartels (1976). There is little agreement there on the signifi-
cant time periods in the development of marketing thought or
on the themes of periods, even among the latter, which are
approximately similar in time period. A similar result is evi-
dent in the advertising periodizations at the bottom of Figure
2. In fairness, the specific focus in the latter studies varies
within advertising, where, for example, Pollay (1985)
focuses more broadly on advertising strategy and Gross and
Sheth (1989) focus more specifically on the time orientation
within advertising strategy.

Our point here is simply that we might expect at some level
to see more agreement among marketing historians about the
periods used in marketing history and the history of market-
ing thought. This could be considered a sign of the field’s
immaturity. It could also be interpreted as an indication of its
vitality. Vigorous debates about periodization exist in other
subfields of history such as world history and economic his-
tory. Either way, it does constitute a challenge to the profes-
sion to strive for a clearer consensus about the important
events and changes in the past.

For example, it seems unfortunate that we cannot agree as
to when marketing began. There are those such as Dixon
(1996), Nevett (1991), and Twede (2002) who see its roots in
antiquity. Recent improvements in such fields as marine
archeology tend to reinforce views of the importance of Med-
iterranean trade routes in the classical and preclassical eras.
There are others, however, who feel that such retrospective
studies involve forced attempts to push primitive undertak-
ings into modern categories. They believe that nothing much
worthy of the name “marketing” occurred before the Indus-
trial Revolution. Some, such as Bartels (1976), place a start-
ing date even later, at the beginning of the twentieth century.
A good bit of this controversy is probably a question of
semantics, and thus, the issue to some may not be what hap-
pened but whether or not it deserves to be called marketing.

Periodization and History

History consists of a record of a series of events that are
responses by actors to sets of options posed by the context
within which those events occurred. Since the contexts can-
not be completely specified, and the mind sets of all the actors
certainly cannot be specified, responses cannot be considered
deterministic. The study of history is the study of both conti-
nuity and change. It goes beyond mere chronology. It seeks to
explain phenomena that are examined within their contexts.
Thus, periodization should mark important turning points in
time. In doing so, it provides several advantages over simple
chronology. It summarizes and structures historical research.
It provides a number of cases (i.e., the individual time seg-
ments) that can be used for comparative analysis to identify
similarities and differences between periods. As Haydu
(1998) points out, however, such comparisons are not a sim-
ple matter since they are subject to all of the complex method-
ological requirements for case independence and case

similarity that apply to all other comparative analyses.
Periodization facilitates understanding by breaking history
into smaller chunks, by focusing the reader on specific time
spans, and at the same time by promoting easier recall.
Periodization can also impose parameters on historical inves-
tigation by identifying criteria or principles that allow the
historian to sort through masses of material and identify
patterns.

Periodization and Stage Theories

Although there is a close relationship between the two
concepts, stage theories should be distinguished from
periodization. Stage theories in marketing hold that the pro-
cesses encountered in one environment are a necessary pre-
requisite to comparable development in another venue or
instance. Also, stages can be repeated in another instance, and
therefore, dates in time can be less important than with
periodizations. Such stage theories are illustrated by lifecycle
analysis and, in the case of economic development, by the
type of periodization expressed by Colin Clark (1940).
Clark’s economic stages are similar to the stages implicit in
Hotchkiss’s (1938) study of 1,500 years of market distribu-
tion. Both of these stage theories are included as part of Fig-
ure 1. However, overlapping Hotchkiss’s implicit stage the-
ory is an explicit periodization also summarized in Figure 1.

Stage theories play a central role in both the Hegelian and
Marxian theories of economic history (White 1973). They
assume that with some modification resulting from dem-
onstration effects, less developed societies will necessarily go
through the industrialization process that has occurred, for
example, in the Western world. We should note that Fullerton
(1987) criticizes lifecycle and similar stage theories as not
historical because as usually enunciated, they assume a rigid
pattern of development that will apply regardless of time and
place without attention to context. This criticism is not
entirely fair since the statistical dimensions (i.e., duration and
intensity) at the stages may vary from case to case, even
though the stage succession presumably remains fixed. While
subject to the defect of extreme reductionism, as noted below,
periodization does not ignore context but rather tries to set it
up in a word or catch phrase.

THE METHODOLOGY OF PERIODIZATION

For our purposes here, there are two related but distinct
methodological issues that come to mind when trying to
describe how historians periodize their subject. At a funda-
mental level, periodization may be approached either induc-
tively (ex post) or deductively (ex ante). Each approach pres-
ents a slightly different set of advantages and limitations that
are explored below. In addition, there are several basic tech-
niques used to periodize history, including the use of rigid
calendar dates such as decades or centuries, context-driven
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periods, and the use of turning points in the events them-
selves. Those basic techniques are also described in this
section.

Ex Post and Ex Ante Approaches

Some authors who write about historical methodology in
marketing journals like to present it as a field for deductive
study in a more or less logical positivist tradition (Golder
2000; Savitt 1980). By way of contrast, Nevett (1991) implic-
itly advocates an inductive approach that seeks to identify a
pattern in the data. Most historians seem to be more comfort-
able with inductive methodologies and prefer to let the data
speak for themselves (Kumcu 1987; Witkowski 2002).
Approached in this way, periodization is a device for summa-
rizing research results and placing them in a presentation
framework ex post. It is a framework for presenting material
in the same sense as are headings in scholarly articles, chapter
headings in books, and scene designations in stage dramas.
These “scene designations” help, or should help, the reader
focus on the specific time spans and consequently on the envi-
ronments under discussion at the various points in the narra-
tive. For example, this was the approach used by Jones and
Monieson (1990a) in their chronological review of the mar-
keting history literature. After arranging that literature in
chronological order, a pattern emerged with themes corre-
sponding to periods in time. They discovered, for example,
that most of the historical research in marketing written
between 1930 and 1959 was very descriptive and seemed to
be preoccupied with “recording the facts” of marketing
history (see Figure 2).

On the other hand, the argument can be advanced that at
least a rough sense of periodization can be useful for the his-
torian before (ex ante) gathering data. Bentley (1996, 749)
makes the following argument in this connection:

The identification of coherent periods of history involves
much more than the simple discovery of self-evident turning
points in the past; it depends on prior decisions about the
issues and processes that are most important for the shaping
of human societies, and it requires the establishment of crite-
ria or principles that enable historians to sort through the
masses of information and recognize patterns of continuity
and change.

This ex ante approach is illustrated by Bentley’s (1996) use of
cross-cultural interaction as the fundamental principle
around which he organizes six periods in world history, each
covering several centuries or more.

An example of ex ante periodization from Figure 2 is
Bartels’s well-known categorization of the twentieth-century
marketing literature into decades. Here, the criterion or prin-
ciple used to identify periods was a convenient time period—
decades. Thus, Bartels organizes the literature into periods
from 1900 to 1910, which is labeled the “period of

discovery,” and so on. Keith’s (1960) periodization (see Fig-
ure 2), which does not use a decennial periodization, yielding
the so-called “marketing revolution” at Pillsbury is another
example that seems to have been developed ex ante, based on
the hypothesis that marketing-savvy executives during the
1950s discovered revolutionary new, sophisticated, more
effective ways to market products.

Obviously, when researching any subject, one can begin
with the creation, Big Bang, or whatever one believes to have
been the original starting point of the universe and continue
until close to press time. Having some sense of what period in
time one wants to study helps impose parameters on the
investigation and allows greater concentration. University
history departments are typically organized on a periodized
basis so that scholars focus on specific eras such as classical
times, early modern Europe, and so on. Historical research
must, however, maintain a skeptical view toward any such
periodization imposed before (ex ante) approaching the facts,
or what appear to be the facts. Thus, for example, many con-
temporary historians now question whether the so-called
Dark Ages, particularly in their latter years, were really
nearly as dark as we once presumed. Green (1995) holds that
ideally, any periodization plan should be based on an over-
arching theory of change and that reasonable symmetry
should exist among the individual periods, but under practical
conditions of limited and varying knowledge concerning eras
and venues and variations in the rate of change, the historian
must make personal, artistic choices.

Periodizing by Decade or Century

There are several basic techniques for periodization used
by historians. One is to use rigid calendar dates, such as
decades and/or centuries (Gould 1997). This is illustrated, for
example, by Bartels’s (1976) well-known system of decen-
nial periodization for general marketing textbooks (see Fig-
ure 2) and at the other extreme by Levett’s (1929) periods of
consumerism in Great Britain (see Figure 1), which cover a
century or more at a time. Indeed, many scholars use this
technique of periodization, and that supposed collective wis-
dom is one argument in its favor. Smith (1998) allows that the
decade, much like the century, is said to possess distinctive
cultural characteristics. Quite simply, it is human nature to
think in terms of decades or centuries in the absence of a more
objective means of dividing time into understandable chunks
and, in any case, is a more effective means of communication
than leaving chronology as an uninterrupted stream of narra-
tive. In some cases, it may facilitate comparisons of events or
situations that do not otherwise obviously lend themselves to
comparison. Few marketing historians use cliometrics (the
quantification and statistical analysis of historical phenom-
ena), but those who do seem to find fixed periods, usually
decades, the most convenient way to present statistical results
(e.g., Gross and Sheth 1989; Pollay 1985). In each of the
cases just cited, the general reason for using fixed periods
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would seem to be stylistic rather than some logic arising from
the events themselves.

However, such a system is inherently weak because
human events rarely arrange themselves to fall evenly
between years that end in the numeral zero (Stowe 1983).
Marc Bloch (1962) explains it in this way:

We tend to count by centuries. . . . We no longer name ages
after their heroes. We very prudently number them in
sequence every hundred years, starting from a point fixed,
once and for all, at the year 1 of the Christian era. The art of
the thirteenth century, the philosophy of the eighteenth, the
“stupid nineteenth”; these faces in arithmetical masks haunt
the pages of our books. . . . Unfortunately, no law of history
enjoins that only those years whose dates end with the figures
“01” coincide with the critical points of human evolution.
(Pp. 181–82)

Stowe (1983) notes that even Bartels (1976) eschewed his
decade-by-decade periodization when it came to the subject
of advertising to permit historical analysis of influences that
extended beyond his decade boundaries.

Kitson Clark (1967) holds that the use of decades or centu-
ries is an obvious fallacy and that all periodization involves a
tendency toward nominalist oversimplification but simulta-
neously is valuable in promoting communication and under-
standing. As mentioned above, phrases such as “nineteenth-
century thinking” do have meaning for the historian. Barbara
Stern (1992) also argues for what she calls the fin de siecle, or
“end-of-century” effect (i.e., a tendency for nostalgia to influ-
ence popular taste toward the approach of years ending in
“00”). Not surprisingly then, it is not uncommon for market-
ing histories with longer periods to use centuries. Most of the
earlier periods in Hotchkiss’s (1938) Milestones in Marketing
(Figure 1) are centuries, despite the fact that some of the spe-
cific events that served as turning points did not occur at the
end of a century. Centuries also serve as one or more periods
in the works of Levett (1929) and Beard (1938), both listed in
Figure 1.

Context-Driven Periodization

A second technique is to arrange material according to the
occurrence of some external event, such as a change in the
editorship of a scholarly journal as in Kerin’s (1996) analysis
of sixty years of publication by the Journal of Marketing
(Figure 2) shortly after his own editorship ended or the inven-
tion of the computer, which influenced the development of
marketing research (Stowe 1983). Hotchkiss (1938) used this
method to identify some of the periods in his seminal study of
marketing history. For example, his “periodic markets” peri-
od began with the Norman conquest of England in 1066 and
the influences that change in context had on marketing
conditions and methods in England:

William the Conqueror performed a number of services for
England that had their effect upon marketing conditions and
methods. He unified England and gave it a strong central gov-
ernment. He established a permanent peace, suppressed rob-
bery and made internal travel safe. He brought about closer
relations with the Continent and thus stimulated the foreign
trade of the Island. He brought in Flemish craftsmen who
established new industries and improved old ones. He stabi-
lized the feudal or manorial system. He brought all fairs and
markets under strict orderly regulation. (Hotchkiss 1938, 13)

This method is justified when such an event is likely to pre-
cipitate a change in the direction of the material under study,
as it did in England in 1066, but otherwise can be arbitrary
and therefore inappropriate.

Periodization by Turning Points

A third technique relies on the important turning points in
the material itself under review. Stowe (1983, 9) refers to this
as “periodization as a function of the subject being studied.”
This is the most logical and acceptable method of
periodization. Turning points can be significant changes in
marketing methods, in economic conditions, and so on. That
was the basis for the periods in Converse’s (1959a) Fifty Years
of Marketing in Retrospect. For example, he describes the
period from 1900 to 1917 as the “high cost of living era” (see
Figure 2) because of the dramatic rise in living costs follow-
ing the depression of the 1890s, which led to changes in
wholesaling, retailing, and advertising methods. Similarly,
the combination of rapid population growth and pent-up
demand following World War II, together with innovative
applications of technology, helped create what Converse
called the “gadget economy” between 1946 and 1959.

Another example using turning points to determine peri-
ods is Fullerton’s (1988) revision of the history of modern
marketing. His “era of origins” (Figure 1), which begins in
the mid-eighteenth century in Europe and mid-nineteenth
century in America, relied on changes in political, religious,
and social forces that created a capitalist attitude as well as
new production capabilities brought on by the Industrial Rev-
olution. In Fullerton’s periodization, these turning points
marked the beginning of “pervasive attention to stimulating
and to meeting demand among nearly all of society” (1988,
122), or the beginning of modern marketing.

PROBLEMS OF PERIODIZATION

As we mentioned earlier, periodization summarizes and
structures historical material. In that way it facilitates under-
standing and memorization by breaking history into smaller
chunks. It also creates a number of different but related sets of
events that facilitates comparison across time. However, in
that connection, there are some trade-offs and limitations
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related to reductionism, duration of periods, consistency, and
the false sense of progress that periodization often assumes.

Reductionism

The use of period designations, any period designations, is
really an oversimplification. It is an attempt to compress a
complex role of events into a single catch phrase or word.
Thus, it departs from the complexity of history and tries to
emphasize one aspect of a multifaceted chain. Perhaps for this
reason, periodization has sometimes been characterized as a
passé nineteenth-century technique (Ree 2002), although, as
Figures 1 and 2 demonstrate, we have found numerous exam-
ples of its use in twentieth- and twenty-first-century
marketing history research.

Under the pressure of such reductionism, the periodization
process can often cause omission of important variables in the
historical picture. Take, for example, Robert Keith’s (1960)
widely accepted history of “the marketing concept” wherein
he deduces four eras in the evolution of the marketing orienta-
tion. An examination of introductory marketing textbooks
that use Keith’s production/sales/marketing/marketing-
control orientation periodization (and most do) shows that a
majority of them omit any mention of World War II and the
postwar recovery period from their discussion of the sup-
posed 1930–50 sales era (Hollander 1986). During that
period from 1941 to 1946, U.S. federal excess profits tax and
procurement price policies encouraged the maintenance of
corporate promotional efforts, but the whole sense of urgency
was removed from the marketing scene as buyers clamored
for the limited supply of available goods. The subsequent
supposed “marketing concept revolution,” really a return to
normalcy, remains totally unnoticed by business and eco-
nomic historians in spite of its proclaimed widespread reori-
entation of this fundamental business activity.

Similarly, the history of marketing thought is filled with
terra incognito discussions of managerial marketing that usu-
ally treat the area as having emerged in the 1950s with the
appearance of the Howard (1957) and McCarthy (1960)
books. Those books did mark a revision of introductory grad-
uate and undergraduate textbooks to express more emphasis
on what marketing managers did than on the environment in
which they operated, but the earlier professors of marketing
certainly thought they were training marketing managers.
The marketing casebooks published by the Harvard Business
School, beginning with Copeland’s (1921) Marketing Prob-
lems, are certainly evidence of that reality. However, the real-
ity is lost in the reductionism that accompanies Sheth,
Gardner, and Garrett’s (1988) description of a managerial
school emerging in the 1950s, and Jones and Shaw’s (2002)
post-1957 “modern marketing management era.”

Similarly, the macromarketing school, which deals with
the relationships between marketing and society, is thought
by many to be a post–World War II phenomenon (e.g., Bartels
1976; Sheth, Gardner, and Garrett 1988). Yet as Goodman

(1996) and Bussiere (2000) have pointed out, prior to 1937
marketing professors had little opportunity to publish within
the discipline and therefore turned to economic and social sci-
ence journals such as the Annals of the American Academy of
Political and Social Science and the American Economic Re-
view. This, along with their own interests, directed their atten-
tion toward such macrotopics as the cost of distribution, the
definition and determination of marketing efficiency, and
problems of public policy. The name macromarketing had not
yet been coined, but the substance was there.

In short, the periods we use to delimit our historical writ-
ing also limit it by omitting certain events. It is a necessary
evil, so to speak, but one that should be more rigorously
questioned.

Duration

It seems likely that the use of relatively short time periods
will involve or create problems that are distinct from those
inherent in the use of longer time intervals. For one thing, of
course, decreasing the time span in each period will increase
the number of such periods and will consequently impose
greater memorization difficulties on the reader. More impor-
tantly, it will probably induce greater volatility and variability
in the data. For example, consider in Figure 2 the relatively
short periods used by Converse (1959a) for marketing history
as contrasted with the longer, sometimes centuries-long peri-
ods used by Hotchkiss (1938) or Fullerton (1988) in Figure 1.
The development of large-scale retailing—institutional
development during the late nineteenth and early twentieth
centuries identified by Hotchkiss and by Fullerton—is
nowhere apparent in Converse’s periodization. That long-
term trend is lost with the various shorter periods described
by Converse.

Time series are usually seen as subject to four types of
change: (1) seasonal variation, (2) cyclical change, (3) ran-
dom variation, and (4) secular trend. Longer periods of analy-
sis increase the chance that seasonal, cyclical, and random
variations will be absorbed within the secular trend. Gerhard
(1956), a specialist in European history, argues that history
involves more continuity than change and, therefore, that
periodization should be expressed primarily in terms of very
long time spans. This makes sense for marketing history, but
perhaps less so for the history of marketing thought as it has
traditionally been studied since the discipline is only about
one hundred years old. In that connection, note that the length
of the periods in Figure 1 (all dealing with marketing or eco-
nomic history) span centuries, while the periods illustrated in
Figure 2 (including all of the marketing thought period-
izations, even those that examine pre-twentieth-century
marketing ideas) cover much smaller time frames.

Ultimately, it seems that the time span under study will
have a strong impact on the duration of time periods identi-
fied. It is simply impractical for very long time spans, such as
in Hotchkiss’s (1938) study of more than 1,500 years of
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evolution of market distribution, to be divided into short peri-
ods, regardless of the technique used. If nothing else, it would
tax the memory of even the sharpest reader. Clearly, for sub-
jects covering much shorter time in history, such as the mar-
keting discipline, we can expect shorter periods to be used.

Consistency

We have mentioned previously the importance of context,
complexity, and variation. Each of these can cause or require
changes in focus over time (e.g., from marketing practices to
government regulation of marketing to marketing thought).
Nevertheless, to the extent that it is possible, it might be pref-
erable to concentrate on the same dimension of marketing
(e.g., marketing practices) throughout a periodization so that
differences and similarities within that dimension can be
identified over time. The problem is well illustrated in the
work of Levett (1929) and to a lesser extent by Converse
(1959a), who seems to assemble a jumble of different context
issues and marketing practices that do not form a meaningful
pattern. Hotchkiss’s (1938) attempts to weave together the
history of government regulation of marketing with the his-
tory of marketing practices, and the result is sometimes con-
fusing. In other words, there is a trade-off between the con-
text, complexity, and variation inherent in history on one hand
and our need or desire to find pattern and consistency in
history on the other.

False Sense of Progress

Since periodization is almost always done in retrospect,
there seems to be a strong tendency to see events moving from
a less desirable state to a more desirable one in that the current
condition is normally viewed as superior to the past (Ree
2002). Sometimes that progress is real; often it is overstated.
Thus, Keith’s (1960) description of a supposed “marketing
revolution” progresses from production-orientation to sales-
orientation to marketing-orientation eras arriving in 1960 at
what he called the emerging period of marketing control, all
this in an increasing recognition of the importance of market-
ing. According to Keith, the marketing-oriented era had been
preceded, first by a production era between 1870 and 1930
when businesses supposedly had to focus on production
because of excessive demand for most consumer products.
This was followed by a sales era beginning around 1930 when
a collapse in consumer demand forced businesses to
emphasize selling.

This periodization of production/sales/marketing/marketing-
control eras was based on evidence from a single company
(Pillsbury) for which its author was then executive vice presi-
dent. Even the case for Pillsbury was based solely on Keith’s
personal recollections and ignored the fact that it was a con-
servative company (Hollander 1986). It also ignored the tre-
mendous amount of consumer marketing that its leading and
much more successful competitor, Washburn-Crosby (later

General Mills), had practiced for thirty or forty years. Sur-
prisingly, Keith’s periodization has become accepted wisdom
in almost every principles textbook today. That status persists
in spite of thorough and convincing historical scholarship that
strongly contradicts it (Fullerton 1988; Hollander 1986;
Witkowski 2002). But more to the point, one such text illus-
trates vividly the resulting false sense of progress by claiming
that marketing did not exist prior to the marketing concept
period beginning in 1960 (Solomon et al. 2003, 15).

Two more examples should suffice. In his article on the
“Myth of the Production Era,” Fullerton’s (1988) periodiza-
tion also describes progression and improvement from the
origins to institutional development and, finally to the refine-
ment and formalization of modern marketing. Also, in Jones
and Monieson’s (1990a) chronology of historical research in
marketing, the field is viewed as progressing from the simple
“recording the facts” to a more sophisticated “integration of
practice and thought,” then to “expanding its scope,” and
finally in the 1980s, “emerging as a discipline.”

The history of marketing thought has fulfilled the predic-
tion that periodization will tend to express its view of human
progress. Overall, the literature sees marketing as moving
from a crude state of intuitive action toward an increasingly
informed and scientific discipline (Bobbitt 2002). One excep-
tion is Richard Pollay’s (1985) “subsiding sizzle” study of
print advertising in popular magazines that depicts a decline
in selling orientation during the Second World War, a return
to a product focus in the 1960s and 1970s, and a general
decline in marketing orientation during the twentieth century.

CONCLUSIONS

Most marketing historians periodize their research and
probably do so without giving much thought to the benefits,
let alone the problems and limitations, of their periodization
schemes. Periodization can summarize and structure histori-
cal research and, in that way, make the chronological narra-
tive more understandable. However, as discussed here,
periodization is subject to practical as well as methodological
constraints. There are also choices available to historians
when deciding on a periodization scheme. Hopefully, this
article provides some guidance for making those choices.

Marketing historians who follow a more scientific
approach to historical research, as advocated by Savitt (1980)
and Golder (2000), or who use quantitative data, such as
Pollay (1985) and Gross and Sheth (1989), will usually prefer
the deductive or ex ante approach to periodization. However,
most marketing historians are traditionalists in their method-
ology (Jones 1993) and, as mentioned above, will approach
their periodizations inductively.

Above all else, periodization should mark important turn-
ing points in time. Therefore, we believe that the most appro-
priate technique for periodizing marketing history is to use
turning points in the material itself being studied. Logically,
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this also assumes an ex post or inductive approach to
periodization. It makes no difference whether one’s subject is
marketing history, history of marketing thought, or as we
have proffered above, the joint history of marketing practice
and ideas. Turning points in the material itself should deter-
mine the choice of periods. Context-driven periodization can
also be appropriate when relevant, and significant changes in
context can be clearly identified, as in changes in the presi-
dency and Congress when studying the history of the relation-
ship between marketing and government. In such a case, con-
text becomes almost indistinguishable from the subject or
material of primary interest. With the exception of our grudg-
ing admissions to human nature and avenue of last resort, it is
obvious from the discussion above that we do not recommend
periodization by fixed time intervals such as decades or
centuries.

Regardless of the technique used, there are trade-offs and
limitations that should be kept in mind as choices are being
made. Reductionism is the result of the unavoidable trade-off
between the need to simplify history to make it more under-
standable and the inherent complexity of history. In that way,
reductionism is related to the choice of period duration. Peri-
ods of shorter duration will induce greater volatility and vari-
ability in the data, yet the essence of periodization is to divide
up the expanse of time into understandable chunks. Thus,
with both reductionism and duration there are choices that
must be made by the historian, and those choices should be
made with the inherent trade-offs clearly in mind. Consis-
tency refers to the desirability of maintaining focus on the
same dimension(s) of marketing across time periods to facili-
tate comparison of the similarities and differences across
time. Finally, marketing historians should be wary of over-
stating the sense of progress that often accompanies
periodization.

As we look at all the periodization that has been done so
far, it appears that there is probably more to do. Has any of us
really grappled the total dimensions of marketing change
over time? How deeply have we penetrated beneath the sur-
face into the ways marketing has transformed human society
for good and for ill? In a recent review in the London Times
literary supplement, T. G. Otte (2002) cites political historian
Phillip Bobbitt’s view that the market-state is now in the pro-
cess of replacing the nation-state. Apparently, others share
that view. Certainly we, as marketing historians, should have
something to say on this point.

REFERENCES

Bartels, Robert. 1976. The history of marketing thought. 2nd ed. Columbus,
OH: Grid.

Beard, Miriam. 1938. A history of the business man. Ann Arbor: University of
Michigan Press.

Bentley, Jerry H. 1996. Cross-cultural interaction and periodization in world
history. The American Historical Review 101 (3): 749–70.

Bloch, Marc. 1962. The historian’s craft. New York: Alfred A. Knopf.

Bobbitt, Philip. 2002. The shield of Achilles: War, peace, and the course of
history. New York: Alfred A. Knopf.

Bohannan, Paul, and George Dalton. 1962. Markets in Africa. Chicago:
Northwestern University Press.

Bucklin, Louis P. 1972. Competition and evolution in the distributive trades.
Englewood Cliffs, NJ: Prentice Hall.

Bussiere, David. 2000. Evidence of a marketing periodic literature within the
American Economic Associat ion: 1895–1936. Journal of
Macromarketing 20 (2): 137–43.

Chandler, Alfred. 1959. The beginnings of ‘big business’ in American indus-
tries. Business History Review 33:1–31.

Clark, Colin. 1940. The conditions of economic progress. London:
MacMillan.

Clark, Kitson. 1967. The critical historian. London: Heinemann.
Copeland, Melvin T. 1921. Marketing problems. New York: Arch W. Shaw.
Converse, Paul D. 1959a. Fifty years of marketing in retrospect. Austin, TX:

Bureau of Business Research.
———. 1959b. The beginning of marketing thought in the United States.

Austin, Tx: Bureau Of Business Research.
Dixon, Donald F. 1979. Prejudice v. marketing? An examination of some his-

torical sources. Akron Business and Economic Review 2:37–42.
———. 1980. Medieval macromarketing thought. In Macromarketing,

edited by George Fisk and Phillip White, 59–69. Boulder: University of
Colorado Press.

———. 1996. A different view of management education: A seventeenth
century treatise. In Proceedings of the Administrative Sciences Associa-
tion of Canada, edited by D. G. Brian Jones, 41–48. Halifax, Nova Scotia:
Administrative Sciences Association of Canada.

Fox, Stephen. 1984. The mirror makers: A history of American advertising
and its creators. New York: Vintage.

Fullerton, Ronald A. 1987. The poverty of an ahistorical analysis. In Philo-
sophical and radical thought in marketing, edited by A. Fuat Firat,
Nikhilesh Dholakia, and Richard P. Bagozzi, 97–116. Lexington, MA:
Lexington Books.

———. 1988. How Modern is modern marketing? Marketing’s evolution
and the myth of the “production era.” Journal of Marketing 52:108–25.

Gerhard, W. 1956. Periodization in European history. American Historical
Review 64 (4): 3–32.

Golder, Peter N. 2000. Historical method in marketing research with new evi-
dence on long-term market share stability. Journal of Marketing
Research 37 (2): 156–73.

Goodman, Charles. 1986. The transformation of the marketing discipline
1946–1986. Working Paper, The Wharton School, University of
Pennsylvania.

———. 1996. The Annals of the American Academy of Political and Social
Science as a pre-1940 source of marketing thought. Journal of
Macromarketing 16 (2): 141–44.

Gould, Stephen J. 1997. Questioning the millennium. New York: Harmony.
Gras, Norman Scott Brien. 1939. Business and capitalism. New York: F. S.

Crofts.
Green, William A. 1995. Periodizing world history. History & Theory 34 (2):

99–111.
Grether, E. T. 1976. The first forty years. Journal of Marketing 40: 63–69.
Gross, Barbara L., and Jagdish N. Sheth. 1989. Time-oriented advertising: A

content analysis of United States magazine advertising, 1890–1988.
Journal of Marketing 53 (4): 76–83.

Grossberg, Michael. 1996. Periodization in world history. The American His-
torical Review 101 (3): 748.

Haydu, Jeffrey. 1998. Making use of the past: Time periods as cases to com-
pare as sequences of problem solving. American Journal of Sociology
104 (2): 339–72.

———. 1986. The marketing concept: A déjà vu. In Marketing management:
Technology as a social process, edited by George Fisk, 3–29. New York:
Praeger.

40 JUNE 2005



Hotchkiss, George Burton. 1938. Milestones of marketing. New York:
Macmillan.

Howard, John A. 1957. Marketing management: Analysis and planning.
Homewood, IL: Richard D. Irwin.

Jackson, Donald W. Jr. 1979. The development of a marketing thought
course: An approach. In Conceptual and theoretical developments in
marketing, edited by O. C. Ferrell, Stephen W. Brown, and Charles W.
Lamb, Jr., 408–19. Chicago: American Marketing Association.

Jones, D. G. Brian. 1993. Historiographic paradigms in marketing. In Mar-
keting, vol. 1, edited by Stanley C. Hollander and Kathleen M. Rassuli,
136–45. Hants, UK: Edward Elgar.

Jones, D. G. Brian, and David D. Monieson. 1990a. Historical research in
marketing: Retrospect and prospect. Journal of the Academy of Market-
ing Science 18 (4): 269–78.

———. 1990b. Early development of the philosophy of marketing thought.
Journal of Marketing 54:102–13.

Jones, D. G. Brian, and Eric Shaw. 2002. History of marketing thought. In
Handbook of marketing, edited by Barton Weitz and Robin Wensley, 39–
65. London: Sage.

Keith, Robert J. 1960. The marketing revolution. Journal of Marketing
24:35–38.

Kerin, Roger A. 1996. In pursuit of an ideal: The editorial and literary history
of the Journal of Marketing. Journal of Marketing 60:1–13.

Kumcu, Erdogan. 1987. Historical method: Toward a relevant analysis of
marketing systems. In Philosophical and radical thought in marketing,
edited by A. Fuat Firat, Nikhilesh Dholakia, and Richard P. Bagozzi,
117–33. Lexington, MA: Lexington Books.

Kuznets, Simon. 1966. Modern economic growth. New Haven, CT: Yale Uni-
versity Press.

Lazer, William. 1979. Some observations on the development of marketing
thought. In Conceptual and theoretical developments in marketing,
edited by O. C. Ferrell, Stephen W. Brown, and Charles W. Lamb, Jr.,
652–64. Chicago: American Marketing Association.

Levett, A. Elizabeth. 1929. The consumer in history. London: Ernest Benn.
Mayer, Robert N. 1989. The consumer movement: Guardians of the market-

place. Boston: Twayne.
McCarthy, E. Jerome. 1960. Basic marketing: A managerial approach.

Homewood, IL: Richard D. Irwin.
Morishita, Fujiya. 1959. The modern nature of managerial marketing. Busi-

ness Review 40:1–29.
Nevett, Terence. 1991. Historical investigation and the practice of marketing.

Journal of Marketing 55 (3): 13–24.
O’Guinn, Thomas C., Chris Allen, and Richard J. Semenik. 2002. Advertis-

ing. Cincinnati, OH: Southwestern.
Otte, T. G. 2002. The father of all? Times Literary Supplement, June 21, 2–3.
Polanyi, Karl. 1957. The great transformation. Boston: Beacon.
Pollay, Richard. 1985. The subsiding sizzle: A descriptive history of print

advertising, 1900–1980. Journal of Marketing 49 (3): 24–37.
Pope, Daniel. 1983. The making of modern advertising. New York: Basic

Books.
Porter, Glen, and Harold C. Livesay. 1971. Merchants and manufacturers.

Baltimore: Johns Hopkins University Press.
Ree, Jonathan. 2002. The brothers Koerbagh. London Review of Books, Janu-

ary 24, 21–24.
Rostow, W. W. 1965. The stages of economic growth. Cambridge, UK: Cam-

bridge University Press.
Savitt, Ronald. 1980. Historical research in marketing. Journal of Marketing

44:52–58.
Shaw, Eric. 1995. The first dialogue on macromarketing. Journal of

Macromarketing 15:7–20.
Sheth, Jagdish N., David M. Gardner, and Dennis E. Garrett. 1988. Marketing

theory: Evolution and evaluation. New York: John Wiley.
Sheth, Jagdish N., and Barbara L. Gross. 1988. Parallel development of mar-

keting and consumer behavior: An historical perspective. In Historical

perspectives in marketing: Essays in honor of Stanley C. Hollander,
edited by Terence Nevett and Ronald A. Fullerton, 9–33. Lexington, MA:
Lexington Books.

Smith, Jason S. 1998. The strange history of the decade: Modernity, nostal-
gia, and the perils of periodization. Journal of Social History 32 (2):
263–85.

Solomon, Michael R., Elnora Stuart, Auleen Carson, and J. Brock Smith.
2003. Marketing. Toronto, Canada: Prentice Hall.

Stern, Barbara. 1992. Historical and personal nostalgia in advertising text:
The fin de siecle effect. Journal of Advertising 21: 11–22.

Stowe, Noel J. 1983. Periodization of the history of marketing thought. In
Proceedings of the first North America Workshop on Historical Research
in Marketing, edited by Stanley C. Hollander and Ronald Savitt, 1–12.
East Lansing: Michigan State University Press.

Tedlow, Richard S. 1990. New and improved: The story of mass marketing in
America. New York: Basic Books.

Twede, Diana. 2002. Commercial amphoras: The earliest consumer pack-
ages? Journal of Macromarketing 22 (1): 98–108.

Usui, Kazuo. 2000. The interpretation of Arch Wilkinson Shaw’s thought by
Japanese scholars. Journal of Macromarketing 20: 128–36.

White, Hayden. 1973. Metahistory: The historical imagination in nine-
teenth-century Europe. Baltimore: Johns Hopkins University Press.

Witkowski, Terrence H. 2002. Review of Imagining Consumers: Design and
Innovation from Wedgwood to Corning by Regina Lee Blaszczak. Jour-
nal of the Academy of Marketing Science 30:92–93.

Stanley C. Hollander was a professor emeritus of marketing at
Michigan State University until his death in March 2004. Prior to
coming to Michigan State in 1958, he taught at the Universities of
Buffalo, Pennsylvania, and Minnesota. He was also a visiting pro-
fessor at the University of Colorado, the University of California at
Los Angeles, and the University of California at Berkeley. He re-
ceived a bachelor’s degree from New York University in 1941, a mas-
ter’s from American University in 1946, and a Ph.D. from the
University of Pennsylvania in 1954. His main interests were in retail-
ing and marketing history and theory. He was a past president of the
American Collegiate Retailing Association, was chair or cochair of
the first nine Conferences on Historical Research in Marketing, and
received the New York University Merchants’Council Award and the
Academy of Marketing Science Educator of the Year Award.

Kathleen M. Rassuli was an associate professor of marketing at
Indiana–Purdue University at Fort Wayne, Indiana, at the time of
her death in an automobile accident in 1999. She received her bach-
elor’s (1979) and master’s degrees from the University of Nebraska
and her Ph.D. (1988) from Michigan State University. She taught at
both institutions before moving to Fort Wayne. Her major publica-
tions were in the areas of consumer behavior, marketing history and
history of marketing thought, and marketing theory. She was active
in the marketing history group and had been made an associate edi-
tor of the Journal of Macromarketing.

D. G. Brian Jones is a professor of marketing at Quinnipiac Uni-
versity. He received his bachelor’s degree (1979) from the University
of Manitoba and his Ph.D. (1987) from Queen’s University. His re-
search interests are in the history of marketing thought and he is the
History Section editor for the Journal of Macromarketing.

Laura Farlow Dix was a graduate assistant to Kathleen Rassuli
at Indiana–Purdue University at Fort Wayne, Indiana, and was re-
cently appointed assistant professor at Ferris State University.

JOURNAL OF MACROMARKETING 41


