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Abdract
Macramarketing kas not received the pedagogical atten-
ton and support if deverves because it lacke 2 well ac-
cepied theory. This paper auempis a theory of mac-
romarketing based on the corcept that purpose of mac-
romarketing is, or ougiy to be, the development and
maintenance of a harmonions relationship between mar-
keting and society. A harmonious relationship reguires
bath goal convergence (the what aspect) ond process
convergence (the how aipect) in any relationship. The
paper suggests five determinants of poal convergence
berween marketing and society: shared vision, convergent
policy, cultural wnity, mumal education, and common
cause. It also suggests five determinants of process can-
vergeace betwesn marketing ond society: win-win value
cremion, neworked organization, muteal interdepend-
ence, mudally accepied praciices, and fromiline informa-
ton systems, The role of macromarketing as a bridge
betwesn marketing and society is toresearch and practice
poal and process convergence.

Reésumé

Le macromarketing n'apars regu l'attentionpédagogique et
12 soution qu'il mérite parce qu'il n'est pas défini dans une
thdorie bien acceprée. L'ariicle propese une théorie du
macromarketing fondée sur le concept voulant que le
macromarketing a ou doil avoir pour objet le développe-
ment et le maintien de relations harmonieuses entre le
marketing ef la société, Toute relation harmonicuse exige
& la fois une converpence de buts {Faspect "défnition”™) et
une comvergence de procédés (Taspect "midthode™). Enire
le marketing er in société, larticle dénombre cing focteurs
déterminaras de convergence de buts: vision partagde,
politigue de convergence, whitd culturelle, dducation mu-
tuelle et caure commune. I1 dafInit aussi cing délermingmis
de convergence de procédés: crémion dune valeur gag-
nang-gagRant, organisation en résem, imerdépendance,
protiqies réciproquement aooepiées et sysidmes dlinfor-
mation de premier plan. Le rdle du macromarketing en
iant que passerelle enire le markefing et la sociétd réside
dares larecherche et la pratique de laconvergence des buts
et de la comvergence des procédés,

Despite ite obvions relevance (Boulding, 1985; Chan-
dier, 1977, Fisk, $974) and increasing importance (Aindt,
1981, 1983; Kotler, 1987; Sheth, 1951), macromarketing
has Eailed to be in the center of the stage of marketing
thought (Sheth, Gardrer, & Garrett, 1988).

A number of explanations are possible and provided.
The first and probably the most malistic ¢xplanation is the
competing paradigm hypothesis. It states that competing
cenceptualizations, such as buyer behavior theory and
siralegic planning, grabbed the attention of marketing
scholars al the expense of macromarketing. Another ex-
planation, equally realistic, suggests that the inhereml
advocacy position of macremarketing school of thought
(the conscicnes of marketing practice) generates | essappeal
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for scientific enquiry and objectivity. A third explanation
is that it is too broad {resembling social ¢ xchange) and 100
institutionally-orented {(governments and businesses) for
a discipline which is basicaily narrowly focused (market
exchanges) and individually oriented (customers and sup-
pliers). A fourth explanation is that macromarketing suf-
fers from methodological (definition and measurement)
deficiencies, especially when examined fron: the tradi-
tional logical positivist perspective. While there is some
truth to thiscriticism, it is net asufficicntexplanation, since
other disciplines, notably maithematics, astronomy, and
theoretical physics, are all incapable of being subjecied 1o
empirical observation to verify their inferences.

The Bfth ¢xplanation (and the one that we strengly
endorse) i that macromarketing bas not gained its due
attention and following because it lacks a well-accepted
conceptuzl framework or theary. It is too episodic, dif-
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fused, and nonfocused, similar to a high quality jeurnalistic
endeaveur. Review of a recent bibliography commpiled by
Fisk {1990) reinforces this viswpoint. This is not a criti-
cism of macromarketing, but simply an cbservation - and
it is not unique to macromarketing. Similar experiences
hawve been obserwed in many other social sciences, includ-
ing seciology, political science, anthropology, and, more
recently, international business, and business strategy. In
fact, it is interesting to observe how business strategy is
being perecived a5 a discipline, now that it bas accspted,
practitioner-developed methodological procedures, such
as the PIMS, and conceptual framewoerks, such as the
Buginess Scresn and Business Portfolio Analysis (Day,
199, Kerin, Makzjen, & Varadarajan, 1990).

What mactomarketing needs, therefore, is either meth-
adological excellence {comparable to managerial market-
ing) which is acceptable to the traditional logical positivist
focus of the discipline (Venkatesh & Dholakla, 1986), or
concepiual elegance (comparable to buysr behavier} 1o
match ifs relevance and importance (Zinkham etal., 1090).
‘This paper is an effort to develop a conceptoal framework
of macromarksting which (hopefully and if accepted) will
¢pable macromarketing to be firmiy estabiished 2 a dis-
linct schoal of marketing thought.

Domain of Macromatketing

We will affer a distinct perspective on macromarkst-
ifg, in terms of its definition, purpose, and process, before
developing a conceptual framework of macromarketing.

Definirion. Mecromarketing refers 1o the understand-
ing, explanation and management of the refarionship be-
tween marketing and society. It is a bridge whene market-
ing and society meel, exchange, and interact with each
other.

Purpese. The purpase of macromarketing is o creatc
atd maintain a karmorious relationship between market-
ing aod seciety; therefore macromarketing is the study of
thase activitics and processes which create and maintain a
harmonious relationship betwesn marketing and society.

Process. The process of creating and maintaining a
harmaonious relationship between marketing and socisty is
bilaseral (horizomat) and requires balencing the scif inter-
«stof business with the public interest entrusted to socicty.
It requires understanding of the "what" aspect and the
"how" aspect of the relationship between marketing and
SOCiELy.

This domain of macromarketing suggested in this
paper differs significantly from earlier attempts at defining
macromarketing inseveral ways (Bariels & Jenkins, 1977;
Drizon, 197%; Fisk, 1581; Hunt, 1977; Nason, 1988; Shawver
& Nickels, 1979},
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First, in our definition, the unit of analysis is the
institution and not the aggregation of individuals repre-
senting the institution. Therefore, it represents institutional
goals, aspirations, and accountability. The distinction be-
Ween macromarketing and micromarketing made here is
in terms of organizational vers us individual units of analy-
sis. To that extent, macromarketing is primarily & study of
interorganizational behavior, and its methodology of re-
search cannot be based on assessment of individuais in
organizations typically utilized in marketing rescarch.

Secondly, the focus of macromarketing is, er should
be, the relationship betwesn marketing and society: its
quality, evolution, and inteasity. To that extent, macmo-
marketing is a bridge between marketing and society.
Furthermore, it is a bilateral (horizontal) relationship of
mutual interdependence, in contrast to the hierarchical
(verticai} relationship often suggested in systems perspec-
tive (Dixon, 1584).

Finally, macromarketing is notsimply a descriptive o
positive science, but also a prescriptive or 2 normative
science, similar to economics. It includes actionable nsti-
tutional commend, control, and communication processes
ke arganize and coondinate the relationship between mar-
keting and society. Te that extent, it is subject to the
potitical processes of resource dependence, conflicts, and
power inbherent in any bilateral relationship.

Why the Relstionship Between Marketing
and Socicty is Acrimonious

Historically, the relationship between marksting
{business in general) and socicly has been acrimonious
instead of harmonicus. There area numbcrof explanations.
Fitst, the self interest of marketing is presumed 1o be the
antithesis of public intersst, especialiy among Westem
European thinkers. This has led to establishing confiict of
interest guidelines and onganizing watchdog processes o
ensure that self interest will not jeopandize public interest;
and if it does, that business will pay punitive Jamages to
discourage future occurrences.

Secondly, there is mutual mistrust between marketing
and society. It is presumed that governments, as agents of
the society, and business managers, as marketing represen-
tatives, cannot e trusted, as they have atendency to exploit
organizations for their parsenal gain.

Thirdly, we really don't know what to regulate and
how to regulate marketing's institutions. This has often led
to the debate between Adam Smith's belief in the invisible
hand of market processes and Chandler's strong conviction
that we need a visible hend to guide market behsvior. For
example, advertising, product labeling, information dis-
closure, product sefety, pricing practices, and distribution
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channel artangements are primarily regulated based on
episodic and issue-based experiences, and not on a well-
defined natignal or societal policy. Furihermore, enforce-
ment of rules and regulations is highly contextual, and
therefors depends on business advocacy and public opin-
ion. Forexample, the recent debates on the safety of breast
implants, or earfier debates on the safety of the Corvair car
and the marketing of infant milk formula in fess developed
countries, reflected the appropriate seatiments of opinion
leaders of their times.

Finally, and probabiy the most common reason for Lhis
acrimonious relationship between marketing and society,
both engage in the telationship on an episodic reactive
basis, rather than on s proactive basis. For example, gov-
ernments have passed iegislation on child labor, minimum
wages, hiring and firfing practices, product safety, ¢on-
sumerpretechion, andenvironmental protection, afler major
problems have been brought to their attention. Similarly,
businesses have, in times of economic cTises, pressured the
govatiiments for prolectionism, tax incentives, and finan-
cial bailouts, after they could pot compete in the open
marke s, or after mismanaging instivational resources, This
has often led to finger peinting, accusations, and exploita-
five concessions from both parties. Recent examples in-
ciude the Bhopal disasierin India, the Alaskan cii spill, the
bailout of savings and loan and benking [nstitutions in the
United States, and now Japan bashing.

Developiog and Maintaining the Relationship
Between Marketing and Sociery

The purpese of macromarketing is, or should be, 10
develop and maintain a harmoniovs relationship between
marketing and society. In any relationship, thers are two
fundamental dimensions which delermine the type of rela-
tionship one is 1ikely to observe between twoentities. They
are goal convergence and process convergence. Goal
convergence focuses onthe ™what” aspect of a relationship
and process convergence focuses on the "hew" aspect. IT
the goals and processes of the two entitics are convergent,
itis likely to result in a harmonious refationship {minimal
conflict, good cooperation, and mutual trust). The follow-
ing table summarizes different types of relationships (see
Table 1).

If the relationship suffers from goal divergence but
enjoys process convergence, it is called a misunderstood
mlationship. On the other hand, if it suffers from process
divergence bt enoys goal convergence, it is called a
mismanaged relationship. Finally, when it suffers from
both goal and process divergence, it degencrates into an
acrimonious relationship.,

‘The acrimonious relationship between marketing and
society, therefore, i9 probably due 10 lack of convergence
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Table 1
Dsterminanis of Relationships in Macromarketing
Goals
Divergent Cotvergent
Convergent  Misunderstood Harmonious
Relationship Relakicnship
Process
Divergent Acrimonicus Mismanaged
Relationship Relationship

withrespdct to goal (self intérest versus public interst) and
process (regulation versug free market mechanism). The
rest of this paper will describe a ten-point mode] which is
suggested as o way (0 mprove goal convergence and
process convergence between marketing and society, ne-
sulting in 2 more hanmonious relationship.

The basic assompticn of the conceptual framework
presented in this paper is that you need berk goal and
process convergence. Hence,

HR = fGCxPC)
where, HR = Harmonious Relationship between
Tiarketing and society;
GC = Goal Conmvetgence between
marketing and socicty; and
PC = Process Convergence between
marketing and society.

Goal Convergencs Model

Guoal convergence between marketing and society can
be echieved by any one of the following five processes:

I. Shared Vision. This refers to acommon goal about
1he future whichmotivates the two entities to work together
in the preseat. For example, ina marmiage, the shared vision
is often investment in the futore generation, vamely the
chiidren. Both marketing and socicty need a shared vision
agreed upon through the politiczl process of give and take
in a democracy. In ovr opinion, quality of life, customer
satisfaction, and coatinuous quality improvement are good
cxamples of shared vision.

Proposition 1. The greater the shared vision between
marketing and society, the better the goal cofrverpence.

2. Convergent Policy. The siraicgy with which o
camry out ihe agreed upon shared vision is equally critical
towand goal convergence. This is reflected in the society's
economic, social, personal, and global policics. For ¢x-

RCSA 7 CAS, 9(2), 154-161



TOWARD A THEORY OF MACROMARKETING

channel artangements are primarily regulated based on
episodic and issue-based experiences, and not on a well-
defined natignal or societal policy. Furihermore, enforce-
ment of rules and regulations is highly contextual, and
therefors depends on business advocacy and public opin-
ion. Forexample, the recent debates on the safety of breast
implants, or earfier debates on the safety of the Corvair car
and the marketing of infant milk formula in fess developed
countries, reflected the appropriate seatiments of opinion
leaders of their times.

Finally, and probabiy the most common reason for Lhis
acrimonious relationship between marketing and society,
both engage in the telationship on an episodic reactive
basis, rather than on s proactive basis. For example, gov-
ernments have passed iegislation on child labor, minimum
wages, hiring and firfing practices, product safety, ¢on-
sumerpretechion, andenvironmental protection, afler major
problems have been brought to their attention. Similarly,
businesses have, in times of economic cTises, pressured the
govatiiments for prolectionism, tax incentives, and finan-
cial bailouts, after they could pot compete in the open
marke s, or after mismanaging instivational resources, This
has often led to finger peinting, accusations, and exploita-
five concessions from both parties. Recent examples in-
ciude the Bhopal disasierin India, the Alaskan cii spill, the
bailout of savings and loan and benking [nstitutions in the
United States, and now Japan bashing.

Developiog and Maintaining the Relationship
Between Marketing and Sociery

The purpese of macromarketing is, or should be, 10
develop and maintain a harmoniovs relationship between
marketing and society. In any relationship, thers are two
fundamental dimensions which delermine the type of rela-
tionship one is 1ikely to observe between twoentities. They
are goal convergence and process convergence. Goal
convergence focuses onthe ™what” aspect of a relationship
and process convergence focuses on the "hew" aspect. IT
the goals and processes of the two entitics are convergent,
itis likely to result in a harmonious refationship {minimal
conflict, good cooperation, and mutual trust). The follow-
ing table summarizes different types of relationships (see
Table 1).

If the relationship suffers from goal divergence but
enjoys process convergence, it is called a misunderstood
mlationship. On the other hand, if it suffers from process
divergence bt enoys goal convergence, it is called a
mismanaged relationship. Finally, when it suffers from
both goal and process divergence, it degencrates into an
acrimonious relationship.,

‘The acrimonious relationship between marketing and
society, therefore, i9 probably due 10 lack of convergence

156

SRETH

Table 1
Dsterminanis of Relationships in Macromarketing
Goals
Divergent Cotvergent
Convergent  Misunderstood Harmonious
Relationship Relakicnship
Process
Divergent Acrimonicus Mismanaged
Relationship Relationship

withrespdct to goal (self intérest versus public interst) and
process (regulation versug free market mechanism). The
rest of this paper will describe a ten-point mode] which is
suggested as o way (0 mprove goal convergence and
process convergence between marketing and society, ne-
sulting in 2 more hanmonious relationship.

The basic assompticn of the conceptual framework
presented in this paper is that you need berk goal and
process convergence. Hence,

HR = fGCxPC)
where, HR = Harmonious Relationship between
Tiarketing and society;
GC = Goal Conmvetgence between
marketing and socicty; and
PC = Process Convergence between
marketing and society.

Goal Convergencs Model

Guoal convergence between marketing and society can
be echieved by any one of the following five processes:

I. Shared Vision. This refers to acommon goal about
1he future whichmotivates the two entities to work together
in the preseat. For example, ina marmiage, the shared vision
is often investment in the futore generation, vamely the
chiidren. Both marketing and socicty need a shared vision
agreed upon through the politiczl process of give and take
in a democracy. In ovr opinion, quality of life, customer
satisfaction, and coatinuous quality improvement are good
cxamples of shared vision.

Proposition 1. The greater the shared vision between
marketing and society, the better the goal cofrverpence.

2. Convergent Policy. The siraicgy with which o
camry out ihe agreed upon shared vision is equally critical
towand goal convergence. This is reflected in the society's
economic, social, personal, and global policics. For ¢x-

RCSA 7 CAS, 9(2), 154-161



TOWARD A THEORY OF MACROMARKETING

ampte, does the socicty have an cconomic policy (growth,
employment, exports, eic.} to arry out its shared vision?
Similarly, what are the rights and obligations of the indi-
vidual gitizens, and bow do they relate to the shared vision?
In recent years, Western Europe seems 1o have developed
a convergent poiicy through its ecomomic iniegration
(EC92).

Propasition 2. The greater the convergence of policy
between marketing and socicty, as svidenced by the eco-
nomic, social, persenal, and giobal policies of the twa
enlities, the betier the goal convergence between market-
ing and socicty.

3. Muiuc! Education. Goal convergence can be also
enhanced if marketing and society learn about esch other's
functions, nles and responsibilities. Often it is the percep-
tion brigs, and not the reality, thatdistorts poal convergence.
o the international context, this hay been widespread
between communist and capitalist nations, between Mus-
lims and Fews, and between the North and the South, Ft is
cqually true: berween marketing and society, presumably
becanse of the inherent beliet (despite Adam Smith) that
self interestand public interest are incompatible. Educat-
ing each other about the inner workings of the institutions
inay, a1 least, reduos the perceptual bizs about the prevalent
reality. In other wonds, society must be educated in the
Fundamentals of marketing and marketing in the Funda-
mentals of public pelicy. And this should be as widespread
and a3 early in education as possible (Bartels & Jenkins,
197N,

Propasition 3. The greater the mutual education of
marketing and society, the better the goal convergence.

4. Cultural Unity. Homogeneity of culture enables
goal convergence at the grass roofs level, It provides the
context. Presumably 2 culturaify united society has more
shared beliefs with respect to roles and respensibilities of
i1 institutions. It is often cited as a competitive advantage
of Japan, Germany, and Scandinavian couniries, and, at
one time, the United Kiogdom. It i3 often cited 25 a
weakness of India, Canada, and the Soviet Union, Cultural
unity refers to identification with the natien rsing sbove
place of origin, religion, 2nd language. To that extent, a
society may be highly divergent in its ¢thnic mix, but sili
culturally united, This is often the case in the United States,
despile its label as a nation of immigrants. On the other
hand, Arab nations tend 1o be culturally less united, despite
more famogeneily wilh respect to race, religion, and
language.

" Proposition4, The greater the cultural unity, the bewer
the goal convergence berween marketing and socisty.

5. Common Cause. Does the society face a common
«awse or can it create one? This {s apother comexiual
process, 2od some of the common caises may be global in
scope, Examples include environmental protection, ¢ducs-
tion, infrastructure, space exploration, and veluniarisn:, A
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common causc is & long term jouricy where neither entity
knows how o neach the destination, and, therefore, se-
quires bilateral of multilateral (horizontal) problem sofv-
ing without prior prescriptions. History tells us that enlight-
entd emperors and rulers often resorted to focusing or, o7
evel crtating, commen threats and superordinate camses o
unite 3 nation. Examples include the crusades, the pyra.
mids, and the Taj Mahal. Until recently, the threat of
communism or capitalism was used (o bond people 1o-
gether in the free world, World Wear IT, and mere recently,
the Gulf War, are cited a3 additional cxamples for bonding
business and society. Global warming and rebuilding the
communist nations are emeiging common causes. Ken-
nedy (1987) believes economic and military interests have
been historically intertwined when a nation's weatth was
threatened either from within or from without.

In a secicty, therefore, goal convergence be. - 2n
marketing and socicty may occur after 8 major cris's Jor
example, loss of global competitiveness is currently gozer-
ating mare goal convergence between government policy
and business policy in the United States and in Exrope.

Proposition 5. Goal convergence between marketing
and socigty will increase when there is 2 common cause or
threat E2ced by bath entities,

In summary, goal convergence between marketing
and seciety is a function of five processes: shared vision,
comrvergent policy, cultural unity, muhml education, and
comumon cause. Some of these ane prescriptive and there-
fore manageriel in nature, while others arz more descrip-
tive andg {herefore contextual fn nature.

More formalty, it can be expressed as:

GC = ZhXj+e
where, GC = Goal Convergence;
B = Relative contribuiion of jth process
toward goal convergence;
Xj = Processj;and
€ = emortem.
Process Convergence Model

[ the goa| convergence modei is focused onthe “what"
aspect of the relztionship between marketing and socicty,
process convergence model focuses on the "how™ aspectof
the relationship. Therefore, anotherdomainof macromarket-
ing as a bridge betwesn marketing and society is process
convergence. We have discovered five methods whichcan
enhance process convergence between marketing and
saciety. They are discussed below.

6. Win-Win Yalue Creation. How can marketing and
socicty create valve for their stakebolders (cusiomers,
employces, ownems, and citizens) without making a rade-
off between self-interest and public interest? Valos ciea-
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information sysiems (F1S). For example, marketing crisis
created by the Tylenol poisoning was managed by both
catitics with speed and quality because of the deployment
of technology (barcodes, scanners, 300 oumbet, ¢tc. ). This
minimized flnger poiating, bad publicity, and spread of the
marketing disaster. On the other hand, the Bhopal crisis
generated a major disaster Because there was a lack of
information echnolegy infrastructure.

Proposition 10, The better the deployment and utiliza-
tion of fronttine information systems, the bener the process
oonvergence betweorn marketing and socicty.

Insummary, process coavergence can beacticved and
enhanced by win-win value creation, mutuat interdepend-
ence, networked structure, mutually accepicd practices,
and frontlific information systems.

Someof the determinants of procesy convergence may
be contextual, at lcast in the short mun. These include
netwarked structure and muhisl interdependence. There-
fore, short t2rm managerial action ¢an b achicved through
other processes {win-win valoe creation, mutually ac-
cepted practices, and Erontline information systems) within
the context of the givens, However, in the long run, al} five
determinants of the process convergence model are pre-
scriptive andd, therefore capableof managerial/ policy inter-
wention.

More formslly we can state this as follows:

PC = FBjAj+e
where, PC = Process Convergence;
Bj = Relative contribution of jth process
twand goal convergencs;
Aj = Determinant j; and
[} BITOT 16,

Comparative Aspects of Macromarketing

Cuitures and countries vary significantly in their rela-
tionship between marketing and society. In some coun-
iries, both institutions seem in a more hatrronious relation-
ship, whereas in othem, they seem to be cogaged in an
acrimnonious relationship. It is possible to utilize the ten-
peint model to audit how gook the relationship is betseen
marketing and socicty in one country, relative to others.

inihe Table 2, we have generated four hypotbetical but
plausible scores, for Jepan, the United States, France and
Indiz. Each score reflects an essessment on & fen-point
scale where one is the lowest and ten is the higheat attain-
able scare.

We have plotted the four countries based on whether
the sum score on goal and process convergence is above or
below the cut-off point of 25, as the median scor on cach
dimension.

The relationship between marketing and society in

159

SHETH

. A —
Table 2
illustrative Scores for Comparalive Macromarketing
Audit

Comtriey

Processes Japan  Framce Us, India
Shared Vision 9 7 2 1
Convergent

Policy 9 7 3 3
Cultura! Unity ] 8 1 1
Mutual

Education 6 6 4 3
Common Carse 8 6 4 2
Goal

Convergence 40 34 19 10
Win- Wit Value

Creation B 2 7 1
Mutusl

Independence 9 4 8 3
Networked

Structure 92 ] 2
Mutuaily

Accepted

Practices 9 4 [ 4
Frontline Informa-

tion Systerm 5 2 4 1
Process

convergence 40 14 1| 11
Total Seore &0 48 50 21

e

India is likely to be acrimonious becense its scores on both
goal convergence and procts cotivergence ars below the
median level. This suggests that macromarketing as 8
school of marketing thought will be of considerable rele-
vance in India. The telationship between niarketing and
society in the United States scores high on proceas conver-
genee, but low on goal convergence. This i likely to be
marifested in & lot of misunderstanding between the two
institutions, includitg mistrustand questioning cach other's
motives. In the United States, macromarketing can be very
useful in enhancing goal convergence. On the other hand,
France ia rated above the median on goal convergence, but
below the median on process convergence. It suggeats that
in France the key problems may be related o the “how™
aspects of macromarketing: the laiter can improve the
relationahip betwesn narketing and sacicty by fecusing on
Pprocess convergence. Finaily, Japanscores above the median
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on both gesl and process convergence. The rote of macro-
marketing in Japan will be b sustzin the harmonious
relationship between marketing and society.

Takla 3
Classifications of Countries on Comparative
Macromarketing

Goals

Divergent Comvergent

United Siales Japan
Convergent (M isunderstood fHarmonious
Relationship) Relationship)

Process
India France
Divergent {Acrimonious (Mismanaged
Relationship) Relationship)
Summary and Conclusion

Inthis paper, we have suggested why macromarketing
has not received the atiention and admiration it deserves
despite its relevance and growing importance. The main
explanation is lack of a theory of macromarketing. We
have attempted to develop a theory of macromarketing
based on the concept that the purpose of macromarketing
is to develop and maintsin 3 harmonious rlationship {(a
bridge) betwern marketing and sociely. A harmenjous
relationship between two entities requires that there should
be both goal convergence {"what" aspect) and process
convergence ("how" aspect)in any relationship. The domain
of macromarketing, therefore, relates to the "what" and the
"how" aspects of the relationship between marketing and
society. The paper suggests Gwr dewerminants of goal
convergence (shared vision, convergent policy, cultural
unily, mutual educalion, ani common cause) and five
determinants-of process convergence {win-win valus cria-
tion, networked structure, mutual interdependence, mutu-
ally accepted practices, and frontlive information sys-
tems). Finally, the paper suggests a comparative analysis of
macromarketing for different cultures and counizies, and
illustrates it with hypothetical bul plausibie ratings of four
countries (fapan, France, United States, and India).
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