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The Foundation of Marketing Thought 

by 

Fred Me Jones 

There have been concepts of marketing since the recognition of private 

property as a desirable institution, but modern marketing thought can be 

identifies as beginning about the opening of the twentieth century. In 

the first two decades the framework for the thought that was to come later 

was constructed. 

The Meaning of Marketing 

At the opening of the twentieth eentury the United States was emerg- 

ing as a modern industrial nation, but yet about three of every eight workers 

were employed in agrieulture. Many in other ocoupations were recently from 

the farms and were interested in or sympathetic to the problems of the 

farmer. There was considerable question about the Yustifioation of the 

middleman. The farmers were aware of the pricws they received in the loeal 

market as well as farther along the trade the trade channel and they were 

greatly concerned about the difference. Many consumers were also keenly 

aware of the difference between what they paid in a retail store and the 

price that was paid to the farmer. All this concern was sufficient to have 

the marketing of farm products included in the trust investigetion that was 

made at the opening of the century. 

The Report on the Distribution of Farm Produots appeared in 1901 as the 

sixth volume of the Industrial Commission's report and the back oat of the 

volume bears the title Distribution and Marketing of Farm Products. The 

1. Report of the Industrial Commission on the Distribution of Farm 
Products. Volume VI of the Commission's Reports. Washington, D. Ce: Gevérn- 
ment Printing Office, 1901. 508 pp. This volume was propared under the direction 
of John Franklin Crowell. His letter of submittal is dated January 11, 1901. 
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early university teachers of mrketing familiarized themselves with this 

volume and those who wrote on the marketing of agricultural products in- 

cluded it in their bibliographies. This report, however, was not the first 

publication to use the word “marketing” to indicate its contents. Frederick 

Bartlett Goddard, formerly editor of the New York Market Journel, published 

in 1887 a 64 page booklet that contained the word "marketing" in its title, 

but the word was not used in its modern eontext. The booklet was intended to 

aid the housekeeper in her purchase of meats and vegetables. This was the 

common connotation of the term "marketing" at that time, a connotation that 

the term retained for the layman far into the twentieth century. 

The object of the Report of the Industrial Commission was twofold: "first, 

to deseribe the distributive system by which these products are handled fron 

producers to consumers; and, secondly, to determine as far as practicable the 

share of the consumer's price which goes respeotively to producers and dis- 

tributers, at any given time and place, in marketing any particuler speoies cf 

farm ey With respeet to the first objeotive, the Report made an in- 

portant contribution since no eomprehensive volume had previously appeared 

that described the marketing of farm productse With respect to the second 

objective, the Report presented in » workmanlike way what wes subsequently 

done in similar reports dealing with the subject. 

The Report defines neither “marketing” nor “distribution,” but it does 

define “commerce” to mean “two main movements. First, the distribution of 

the raw materials of rural industry from producer to consumere The other 

division of commereial activity coneerns itself with carrying manufactured 

goods back te the producer of farm ie aay, ijn which case the farm h6use- 

hold becomes the consuming institution.” It was further stated that the word 

Qe Ibide, pe 5. 

Se Toid., pe 24. 
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ecommerce is being defined "for our purpose” and that "this inquiry is eon- 

cerned with that part of the prosess whieh is taken up with the disposal 

of the surplus produsts of the farm... o" 

The next volume to deal with the merketing of agrieultural products 

appeared in 1915. This book was Agricultural Commerce by Grover G. Huebner 

and it was especially prepared to serve as a textbook for courses in seolleges 

and universities. Huebner sould easily have given his book the title "The 

Marketing of Agrieultural Produets" or some similar title, but since he used 

the word “eammerce” as a prinsipal word in the title, he had a problem with 

terms. He was aware of the terms “distribution,® "“eommereial distribution," 

and “marketing,” but he settled on commeree and borrowed his definition fran 

a colleague, Emory R. Johnson. This borrowed definition was, "Commerce con- 

sists of the exchange of commodities between separated localities--it is the 

agency by which the consumer and the producer are brought together. The pro= 

cess involves the sale and purchase of gocds, their transportation from the 

seller to the buyer, and the settlement of business piel Johnson's 

definition of commerce had appeered in his American Railway Transportetion 

in 1908. 

While Huebner was working on his beok Le De He. Weld was preparing one 

that he gave the title of The Marketing of Farm Products. Although Weld 

was not hesitant in us ing the word "marketing" in the title, he was sir-= 

cumspeet in defining marketing, and does not formally define the term. He 

said that the purpose of his book was "to set forth the fundamental prin- 

Giples of market distribution as applied to the marketing of agricultural 

products.” At another point he said that " marketing implies both selling 

and buying,” but nowhere does he give a formal definition of marketinge He 

4. Grover Ge Huebner, Agricultural Commerce. New York: De Appleton and 
Company, 1915, pe 2. 
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said, “Because of the various meanings of the word 'distribution,' it might 

be better to avoid the use of the term altogether in referring to the subject 

with whieh this book atl The reason that Weld wished to avoid the term 

"distribution" was because economic theorists were using the term with re-~ 

ference to the division of income emong the factors of produstion and con=- 

fusion resulted when the term was used in marketing. 

In 1910, Ralph Starr Butler wes given the responsibility for developing 

courses in business in the Extension Division of the University of Wisconsin. 

In the first assignment of a course with the title of "Sales, Purchase and 

Shipping Methods,” Butler said, "It is the purpose of this and succeeding 

assignments to outline the selling field end suggest plans for the organ- 

isation and management of the interests devoted to Bro N enti The material 

in these lessons was expanded and appeared as Part II, "Selling and Buying," 

in Volume 9 of Modern Business, published by the Alexander Hamilton Institute 

jn 1911. ‘The editor of the series, Joseph French Johnson, said, "The three 

separate treatises in this volume diseuss three phases of one subjeot, the 

subject of marketing. »« . »« It is hoped that this volume will play its part 

in clarifying anc making more generally known the laws, or principles, which 

underlie suceessful leben Apparently, Johnson understood the word 

marketing to have a broad meaning and he was using it in a general sense 

without an agricultural connotation. Butler also used the word in his text, 

but he does not offer a defini tion of marketing and entitles his first 

ehapter “Factors in Distribution." 

In 1914, Butler‘s material appeared as Part I, "Markéting Methods,” in 

Volume 3 of Modern Business. In this volume he was presenting the campaign 

5. Le De He Weld, The Marketing of Farm Products. New York: The Maomillan 
Company, 1916, p. 4. ‘The peeties ie catea November, 1915. 

6. Ralph Starr Butler, Sales, Purchase end Shipping Methods. Instruction 
papers for home study. Commercial education series. Course 153. University 

Extension Division. University of Wiseonsin, Madison, 1911. Microfilm copy 
(negative) of typescript made by the University of Illinois library in 1962. 

Collation of the original. 208 pp. 
Te Op. cite, pPpe V, vie 
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eoncept and said: 

There is no name in general use to indicate those activities that are 
ineluded in the complete campaign. The word "selling" properly includes 
everything that is done by the man who has anything to dispose of in a 
eommeroial way. In general practice, however, this word is quite fre- 
quently restricted in its meaning so that it applies only to personal 

salesmanship. in its etead the word "marketing" is gradually coming into 
popular use to apply generally to the distributing campaigne It is the 
word that we shall usually employ. ee methods, in a sense, are 
inelusive of eveything that is done to wence salese 

Six years later, when Cherington published The Blements of Marketing, 

uneertainty as to what term to use still existed. Cherington said that there 

was no really good word for designating the process of distributing goodse He 

rejeeted the terms"selling, buying, ond merchandise distribution,"and he found 

the term "marketing" notwhelly satisfactory because of its unfortunate connotation 
9 

of provisioning a households 

The same year, 1920, that Cherington's book appeared a book by Carson 

Samel Duncan was published with the one word title of Marketing. Duncan 

divided his beok into two major parts the first of which dealt with the 

marketing of raw materials and the second with manufactured products. He 

attempted thus to meet the problem of handling the marketing of agricultural 

products and manufactured products in the same book. 

Duncan, like Cherington, was not entirely satisfied with the word "marketing." 

He said that business orgenization is the general term for the entire system of 

production and distribution and that industrial organization deals with the 

manufacturing process while eommercial organisation had to do with the buying 

and selling process. The terms “marketing” and "merchagdising” were most 

nearly synonymous with commercial organization, but the term “marketing” had 

a local and provincial meaning and merchandising, as he saw it, was synonymous 

With salesmanship. A study of commer cial organization, therefore, was a study 

8. Ope cite, Pe Ze ne 

9. Paul T. Cherington, The Elements of Marketing. New York:The Macmillan 
Company, 1920, pe le 
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10 
of marketing problems and methods. 

Business practice at the time was in aupport of Dunean‘s preferenee for 

the term "commercial organization" beceuse it was common to refer to the de- 

partment that wes responsible for the distribution of the product as the 

commercial department. In 1919 he had published «a book under the title 

Commercial Research which is easily recognized as a book on market researoh.. 

The Marketing Fimetions 

After consern with the meaning of marketing a major problem for the 

early writers was the marketing functions. As We Shaw in 1912 was the first 

to deal with the problem. Shaw believed that production had outstripped 

the existing system of distribution. He viewed methods of distribution in 

historical stages where the producer in the medieval period sells directly 

to the sonsumerse As the market widens, a division of labor is necessary, 

emd the handiorsftsman no longer coneerns himself with selling but becomes 

in many eases practically an employee of a merchanteretailer. This concept 

was the basis for analyzing the functions performed by middlemen whieh, as 

Shaw saw them, were: 

le Sharing the risk. 4. Selling (communication of ideas 
2. Transporting the goods. about the goods )« 12 
3. Financing the operations. 5. Assembling, assorting, and reshipping. 

Shaw does not offer his functions as marketing functions. He identifies 

activities that are performed by middlemen which producers in the earliest 

stages of economie development perform for themselves.. He understood that 

the activities which he labeled functions of middlemen were performed by 

10. Carson Samuel] Duncan, Marketing. New York: D. Appleton and Company, 

1920, pp. 1-2. 
lle Ase We Shaw, “Some Problems in Market Distribution.” Quarterly Journal 

of Eeonomies, Vol. XXVI (November, 1911--August, 1912), pe 7H. 
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both producers and middlemen, but being influenced by @ question of the 

day, namely, the elimination of the middleman, the activities are called 

Pens tiqns of middlemen rather than marketing functions. In 1915, Shaw 

classified business activities into production, distribution, and facil- 

itating activities. The facilitating activities aided and supplemented 

the production and distribution activities and inoluded financing, credits 

and collections, purchasing, smployment, scoounting and auditing, records 

and stetisties, and office eg | 

Weld knew of Shaw's article, since he ineluded it in his bibliography, 

and he made use of the-eoncept of functions in diseussing middlemen with 

particular reference to the wholesale produce ra Weld did not simply 

restate Shaw's functions but summarized fumetions on the basis of his ob- 

servation of activities in the produce trade. He saw eight funotions being 

performed by wholesale middlemen which were: 

1. Establishing business connections 5- Deliver. 
with country shippers, often 6. Finance. 

through personal solicitation. 7. Regulate flow of commodities 

2- Storinge among markets. 

3. Sorting and repacking. 8. Accounting. 
4. Study needs of retail trade and 

establish business comeections 
through personal solicitation. 

Weld did not speeifieally name risking as ons of the functions per- 

formed by wholesale middlemen, but he did say that risk of gain or loss 

through price fiuetuations or through other unforseen circumstanees is 

14 
always present in wvery business. Weld did agree with Shaw on financing, 

12. As We Shaw, Some Problems In Market Distribution. Cambridge, Masses 

Harvard University Presa, 1915, pp. ?’-ce. ‘this was a reprint of his 
1912 article with the addition of an intreduetory chapter on the 

"Nature and Relation of Business Aetivities." This publication was~ 

reprinted in 1951. z 
15. Weld, Marketing of Farm Produsts, ppe 61-62. 
14. Ibid., pe . pe 
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but Weld does not specifically names selling as a function as does Shawe 

Weld did names the three bases on which @ sale could be made and these had 

been disoussed by i These were om the basis of the goods themselves, 

by sample, and by description. 

Im 1917, Weld addressed himself specifically to the subject of marketing 

functions in an article in the American Economic Review, He had considered 

Shaw's discussion of functions and noted thet "the services that must be 

performed in getting commodities from producer to consumer are usually 

called the ‘function of middlemen'”"butthe would refer to them as marketing 

functions since these services were not performed exclusively by middlemen. 

They were also performed by producers and Sinn En Eo The services per=- 

formed in the marketing preoess were assembling, storing, assumption of risks, 

financing, rearrangement, selling, amd transportation. Every item in the de- 

tailed expense account of a merchant or the selling organization of & manu- 

PeAtarar could be classified under one of the seven functions except accounte 

ing and office management which Shaw had called facilitating functions. ‘These, 

however, were purely incidental to the seven primery functions and were assigne 

able to or inmourred in connection with the seven primary funotions. 

Ascording re Shaw, assembling, assorting, and re-shipping of goods was 

done by middlemen to make the goods physically available to consumers 30 

that an aroused demand could be gratified » He did not say that these were 

physiesl acts. He did say that "these functions render the goode physically 
cg 

aveilable to consumers." Shaw might heve meant both the making of decisions 

15. Ibid., Pe 42; Shaw, Q. J. E., Vol. XXXVI, ppe 721=722. 

16. Le De He Weld, “Marketing Fumetions and Meroantile Organisation." 
Ameriean Eeonomio Review, Vol. VII (June, 1917), p. 306. 
“—~T7. shaw (1915), p. 63. v 
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and the performance of physical acts. Weld was specific and said, "The 

term ‘assemblingj' as used here, does not mean the actual physical trans- 

portation of commodities from one place toranother, but rather the seeking 

out of sourees, the making of business connections whereby commodities may 

be bought, and the study of market conditions so that they may be bought at 

the lowest price possible. Assembling therefore involves all the services 

connected with te Rearrangement of commodities involved sorting, 

grading, breaking up large quantities into small lots, packing, and the likes 

Thus, essentially what Weld added to his concept of functions, as per= 

formed by wholesalers in the produce trade, was kis concept of assembling. 

He also pointed out that the "services" were marketing functions and that 

their performance was not confined to middlemen. His fumotions were what 

he had observed in agricultural Es Se he was now attempting to 

generalize them and apply them to manufactured goods as welle 

Duncan, as did Shaw, took a historioal view in setting forth hie concept 

of fumctions. As the market widened, there was a tendency to specialize. | 

In simpler times, & business man combined the capacities cf manufacturer, 

financier, carrier, warehousemin, Wholesaler, retailer, and risk taker, 

but with the growth of the market there had developed functionalized 

middlemen such as railroad men, insurance men, wholesalers, retailers, 

and bankers who specialized in a phase of business. There were economio 

activities for certain well-defined economic ends called functions and one 

could speak of the functions of a wholesaler, of a retailer, and of a eredit 

19 : 
MANSECr The funetions of a wholesaler were: 

1d. Weld, Ke Ee Re, Vol. VII, Pe S07. 

19. Co Se Duncan, Marketing, pp. 6=7. ~ 
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10 

le Concentration of goods. 4. Combining goods into lots 
2. Sorting. 5. Financing. 

S$. Grading. 

At alater point he turns to the discussion of functions by Westerfield 

and deduces from that diseussion the functions of transportation, warehous- 

ing, speculation, communication, buying, and Bede. He then takes up 

Weld's 1917 diseussion and objects to Weld's concepts of assembling and re- 

arrangement. Assembling “does not at once convey to the mind the fact that 

it "involves all the services eonneeted with buying.! Nor does the signif- 

deance of ‘rearrangement’ make itself immediately intelligible. As a matter 

of fact it ‘involves sorting, grading, breaking up large quantities into 

small units, packing, eae ry He proposes to define the most important 

types of middlemen and to deseribe their fumctions. Immediately he begins 

a discussion of the transportation function, organized exchanges, the ware=- 

housing industry, commercial grading and inspeetion of commodities, market 

news, market price, and financing. He specifically states that market news 

and market price are functions and he leaves mo doubt that he considers the 

the other topics to be "funetions.” 

‘Although Dunean does not accept Weld's conmeept of assembling and does 

not direotly disouss a concept of assembling, he does point out that it is 

a fumotion of the wholesaler “to eolleot goods in relatively small quantities 

from a great variety of sources." This, however, he calls the process of 

concentration and farther slong said, “The primary market is a concentration 

point, where commodities are assembled oma lots, for carload or boatload 
22 

shipment." The use of the word "assembled" in this statement called for 
~ 

20. Ibide, po 63; Ray Bert Westerfield, Middlemen in English Business. 

New Haven; Yale University Press, 1915, p. 3495, 
21. Dunean, Marketing, p. 64. 
226 Ibid., Ppe s e 
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suk 

an explanation of how concentretion differed from assembling, but no such 

explanation was given. 

Duncan was familiar with the writings of P. T. Cherington, especially 

his book om the wool industry, but apparently Cheringtom's The Elements of 

Marketing came out too late in 1920 for Duncan to take mote of Cherington's 

concept of functions. Cherington's The Wool Industry had appeared in 1916, 

but much of his material om the wool merchant had appeared in 1911 in an 

article im the Quarterly Jourmal of Economies. In this article Cherington 

mames purchasing, assembling, grading, storing, and financing as functions 

of the eastern wool eevenmaton When Cherington's The Elements of Marketing 

appeared he had published two volumes of readings on advertising and he 

showed his appreciation of the selling fumction in his new booke The essential 

activity of the whole marketing process was to bring buyers and sellers together 

4m a trading mood. The establishment of this conteet was the indispensable 

activity of the marketing process. Ali the other activities, whatever they 

might be, were supplementary to heart Functions could be elassified into 

merchandise, auxiliary, and sales functions. The merehandise funetions were 

assembling, grading, storing, and moving while the auxiliary functions were 

financing and the assumption of risk. E 

Assembling ania to Cherington the converse of disbursement and its 

purpose was "to adjust the lack of balance which oceurs in regard to the 

quantity of merchandise offered for sale and sought for purehase." It was 

important beeause the unit of economieal production and convenient consumption 

23. Paul T. Cherington, "Some Aspects of the Wool Trade of the United States." 
are Jourmal of Eeonomios, Vol. XXV (November, 1910--August, 1911), 

PPpe ° 
24. Cherington, Elements of Marketing, pe 9 
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were seldom the same and neither of these were necessarily suitable as units 

for transportation. It was also important because it brought together diverse 

kinds of merchandise for easy and profitable purchase and sale. Assembling was 

closely allied with the functions of grading, storing, and moving. As Cherington 

saw it, assembling was a fumction of physical supply. It was not a synonym 

for buying. 

Cherington saw differences im marketing different kinds of commodities and 

he elassified them into three major classes on the basis of the sharaeter of 

the final sale. These classes were raw material, productive equipment, and 

goods for household consumption. He them presented an outline of the field 

of marketing im whieh he incorporated his commodity classification, functions, 

and different kinds of contact, mamely, direct, imdireet, and artificial 

contact. He had reservations, however, about his presemtation amd said — 

"this schedule is defective” and many of its features "must remain bia tteage 

Cherington could have advanced his concept if he had givem more consideration 

to the thought he expressed whem he said, "The imcreased complexity of modern 

marketing methods is mot due to amy change in the imherent nature of the 

elemental task of marketing, namely, effeeting a shange in the ownership of ‘ 

betoeds 00 ia? If it was essentisl to marketing that a change in ownership 

be effected, then eertain elemental actions that would bring about this change 

must be performede Cherington did not say whet these elemental actions were 

that must be performed. This eould have led him to eonsider that some of the 

“supplementary tasks not meeessary until recently" were new techniques for 

-performing ancient and universal sets. 

25. Ibide, pp. 27, 28. 
266 Tbide, ppe 5, 6. 
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The Selling Process 

Either by direct statement or by implication the early writers included 

selling in their concept of marketing. There is, of course, no buying with- 

out selling and there is no marketing without buying and selling. In the 

1880's, when more products were appearing that required greater efficiency 

in selling, study of the selling process was stimulated. An early attempt 

at improving the efficiency of salesmen was made in 1878 by We C. pe 

In the training of salesmen King planned the sales presentation "on the three 

cardinal principles: Approach, Interest, Decisions" In 1889, Frederick Bartlett 

Goddard believed "that the purpose of any selling agency was to attract attention, 

interest customers, convince them, and so awaken their desire for cee In 

1898, E. St. Elmo Lewis was teaching a course in advertising in Philadelphia 

and he believed that an advertisement should “attract attention, maintain 

interest, and create desire." Later he added "get action" as the final stage. 

He credited the psychology of William James for being the source of his pen 

At the turn of the century psychologists were giving increased attention 

to the selling process. In 1900, Harlow Gale began conducting experiments for 

the purpose of determining the power of advertisements to attract attention and 

persuade to aR ie He reported what content and physical characteristics, of 

advertisements attracted attention most and whet least as well as what features 

seemed to be the strongest and weakest in inducing people to buy, taking into 

consideration differences in sex. Walter Dill Seott, Director of the Psychologica) 

27. James Samuel Knox, The Science and Art of Selling. Cleveland: Knox 
Business Book Company, 1921, p.» 

28. Stanley Le Fevre Krebs, Retail abl Second Course of the 
Institute of Mercantile Art. Copyright by the author, 1911. No place given. 
Vole III. The Five Mental States, p. 29. 

29. Es Ke Strong, dre, The Psychology of Selling and Advertising. New York: 
The Maomillan Company, a reac can Se 

30. Harlow Gale, Psyohological Studies. Published by the author. Minneapolis, 

Minnesota, 1900, pe 59. 
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laboratory of Northwestern University, was conducting experiments on the 

power of advertisements to attract attention at about the same time as was 

Gale. Soott's The Theory of Advertising was published in Ootober, 1903, but 

most of the chapters had appeared between April, 1902 and March, 1903 in 

Mahin's Magazine under the title of “The Psychology of aac mae « Neither 

Soott nor Gale, however, set forth the selling proeess by steps although both 

were concerned with how advertisements could bring about aetion. 

Others continued to develop the step concept of the selling processe Ae Fe 

Sheldon in the period 1902 to 1907 was dividing the selling process into the 

five steps of favorable attention, interest, desire, action, and permanent 

Bee. Krebs (1911) had the five steps of attention, interest, 

confidence, desire, and decision. These constituted his universal law of ee 

Samuel Roland Hall (1909) saw the steps in the selling process as the funotions 

of an advertisement. These functions were attract favorable attention and 

awaken interest, create desirs, carry conviction, inspire confidence, and 

influence the reader to Te The oreation of desire could be accomplished 

by appealing to the five senses‘asiyoll as. toi\ the emotions of the reader. 

He and other writers on the selling process were familiar with the contemporary 

literature of psychology and were using the various theories of that area as 

the basis for their sonceptse of the selling process. One of these other writers 

was Harold Whitehead who in his Prinoiples of Salesmanship discussed the motives 
55 

behind buying before he discussed attention, interest, desire, and action. 

Sl. Walter Dill Scott, The Theory Advertising. Boston: Small, Maynard 

& Company, 1905, p. vii. 
52. Krebs, ope cite, p» 50; Strong, op. cit., pe» 93 Arthur Frederick Sheldon, 

The Art of Sellinge Libertyville, Tl. 1 the Sheldon University Press, 1911, pe 28. 
se 3E> rete oe Oite, pp. 21-25. 

34. Teeatidiet Latees of Technologye Seranton, Pas: International 
Textbook Company, 1909. Vol. neliea poe 

55. Harold Whitehead, Principles of Salesmanship. New York: The Ronald 
Press Company, 1917, Chs. + 
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Summary and Evaluation 

The early madern writers on marketing were uncertain as to what term 

to apply to their area. The word “distribution” was sometimes used, but 

those writers who had studied economis theory preferred to avoid the word 

because economic theorists used it in discussing the division of income 

among the factors of production. The word “commerce” was used by only one 

writer, but another seems to have been tempted. ‘he terms "selling" and 

"buying" were used by still another writer, but later abandoned. The term 

"marketing" was objected to because of its agricultural and provincial con- 

notation, but it wan used. 

A problem that concerned Weld and Butler was the place of marketing in 

contemporary economic theory. Weld saw production as the creation of form, 

time, place, and possession utilities, and marketing oreated all but form 

Sane!” Possession utility was created when goods were exchanged, but 

Weld offered no explanation of just how possession utility came into being. 

In 1917, when Butler's Merketing Methods first appeared as a separate volume, 

he identified elementary, form, time, and place itty i oreated 

place end time utility when they brought things from the place where they were 

produded to the place where they were needed and put them at the disposal of 

consumers at the time when they were needede He does not name possession utility 

The passing of title to and the making of payment are fundamental to the 

marketing process and to the institution of private property. These legal 

concepts are established by society as a whole, and they must be complied 

with or no market ever exists. The marketing process would not occur without 

S66 Weld, Marketing of Farm Products, ppe 5-6. 
37. Ralph Starr Butler, Marketing Wethodse New York: Alexander Hemilton 

Institute, 1917, ppe 19-20. 
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these acts being performed in some manner, but of themselves they do not 

create utility. hey are necessary for the transfer of utilities so that 

more utilities oan be created, or so that consumption ean occur with the 

approval of society. 

A useful concept in explaining marketing was the concept of functions. 

This concept apparently came to Shaw, Cherington, and Duncan as a result 

of their study of the history of marketing and there wes some agreement 

among them as to what were these functions. The approach of these men was 

empirical rather than by the route of penetrating analysis subjected to 

rigorous logic. Shaw was first a businessmamuas was Cherington and conse= 

quently their concepts reflected their experience. Duncan apparently con- 

sidered the fimction concept of some importance but not fundamental to his 

discussion. Shaw, 1, and Duncan were conserned with the functions performed 

by middlemen. Thus, they were reflecting an ancient question, the question 

of the justifieation of the middleman, Cherington, &s did Wetd iin: 1917, 

understood functions to have a wider applisetion and the titles of several 

chapters in his Elements of Marketing contain the name of a funotions or 

the word function. 

None of the early writers, however, applied the concept of funotions 

to the marketing of services. None even discussed the marketing of services. 

Marketing to them meant the marketing of manufactured or farm commodities. 

They saw different functions being performed by different functionaries, 

but apparently it did not oecur to them thet some of the functionaries 

Buch as banks, insurance companies, and advertising agencies were marketing 

services. Their analyses did not carry them to the point where they raised 

the question of the universality of the functionse It does not seem to have 
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occurred to them that what they were identifying as a different function 

as performed by different kinds of functionaries in the marketing of different 

kinds of commodities could have been a different way of performing sone elemental 

or basic function. 

During the period 1900 to 1920 much writing was done by those actively en= 

gaged in advertising or in personal selling, or by those who had been so engaged 

and had taken a position on the faculties of newly formed colleges of commeroe, 

or in departments reeently formed to offer a business curriculum. Those en- 

gaged in business were interested in deseribing how it was done which was what 

their students wanted to know. Prospective employers were interested in what 

the sollege graduate could do immediately or what they could do with a minimum 

of training on the part of the employer. Consequently, the writings of the 

faculty members were descriptive and highly flavored with how-to-do-it. 

There were those who were interested in developing a theory of the sell- 

ing process and since the process ig equating that occurs partially in the 

mind of the buyer, it was logieal to look to contemporary psychological theary 

for aide The psyeshologists, with the exception of Gale and Scott, however, 

gave the writers no direst help. It was up te the business writers to apply 

the psyehologieal theories to selling. This they did by developing a concept 

of the selling process that in its complete statement had the five steps of 

attention, interest, desire, confidence, and action. To explain how to 

activate the process, the business writers drew on the psychologists! 

theories of instincts and motivece 
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