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Abstract 

Customers have gradually started emphasising on emerging marketing practices 

that seem to harm individuals, societies and the environment. However, marketing 

scholars believe that marketing has positive impacts and creates values and 

satisfaction for all stakeholders. 

This Master Thesis presents findings with regard to the stated discrepancy by 

means of a literature analysis and qualitative research in the form of focus groups. 

The research objective is to investigate customers’ and marketing professionals’ 

attitudes towards the discipline and how knowledge and/or experiences contribute 

to a positive or negative perception of marketing. The results suggest that 

customers are aware of the tactics used by marketers to deliberately mislead their 

target groups. Consequently, customers develop negative attitudes towards 

persuasive marketing efforts. 

This thesis highlights the gap between laypersons’ negative perception and 

marketing academics’ added-value perception towards the discipline. In order to 

overcome this discrepancy, marketers need to consider customers’ scepticism as 

a compass and address positive impacts of marketing on customers and society.  

Keywords: Marketing criticism, customer attitudes, positive marketing, persuasion 

 knowledge 



I 

Table of Contents 

Table of Contents ..................................................................................................... I	

List of Figures......................................................................................................... IV	

List of Tables .......................................................................................................... IV	

List of Abbreviations ................................................................................................V	

1 Introduction........................................................................................................... 1	

1.1 Background Situation and Research Problem............................................... 1	

1.2 Research Objectives and Research Questions ............................................. 2	

1.3 Scope and Limitations ................................................................................... 4	

1.4 Research Methodology and Justification ....................................................... 4	

1.5 Structure of the Thesis................................................................................... 6	

2 Theoretical Exploration of current Perceptions of   Marketing.............................. 7	

2.1 Perception and Knowledge in Research........................................................ 7	

2.1.1 Perception and Knowledge ..................................................................... 7	

2.1.2 Persuasion Knowledge Model................................................................. 8	

2.2 Public Criticism about Marketing ................................................................. 14	

2.2.1 Scepticism towards Advertising ............................................................ 15	

2.2.2 Manipulative Marketing Practices ......................................................... 16	

2.2.3 Deceptive Pricing Policies..................................................................... 19	

2.2.4 Consumption-Oriented Lifestyles .......................................................... 20	

2.2.5 Scepticism towards Green Advertising ................................................. 24	

2.3 Marketers’ Responses to Public Scepticism................................................ 26	

2.3.1 Academic Understanding of Marketing ................................................. 27	

2.3.2 Demarketing and Mindful Consumption................................................ 29	

2.3.3 Reforming Pricing Strategies ................................................................ 31	

2.3.4 Sustainable Marketing Practices........................................................... 33	



 II 

3 Empirical Research ............................................................................................ 37	

3.1 Research Objectives.................................................................................... 37	

3.2 Research Methodology................................................................................ 37	

3.2.1 Focus Group Composition .................................................................... 39	

3.2.1.1 Sampling Technique....................................................................... 39	

3.2.1.2 Recruiting of Participants................................................................ 41	

3.2.2 Data Collection...................................................................................... 44	

3.2.2.1 Interview Guideline ......................................................................... 44	

3.2.2.2 Focus Group Execution .................................................................. 45	

4 Analysis and Interpretation of Collected Data .................................................... 48	

4.1 Data Analysis Method.................................................................................. 48	

4.2 Presentation and Interpretation of Findings................................................. 51	

4.2.1 General attitudes towards Marketing .................................................... 51	

4.2.1.1 Advantages and positive perceptions............................................. 51	

4.2.1.2 Resentments and negative perceptions ......................................... 52	

4.2.1.3 Functional versus social understanding of Marketing..................... 56	

4.2.2 Marketing as Manipulation .................................................................... 57	

4.2.2.1 Dimensions of Manipulation ........................................................... 57	

4.2.2.2 Objectives of Manipulation ............................................................. 59	

4.2.2.3 Receptive target groups ................................................................. 60	

4.2.3 Consumption-oriented life-styles........................................................... 61	

4.2.3.1 Meaning of Consumption................................................................ 61	

4.2.3.2 Marketing as driver of Consumption............................................... 63	

4.2.3.3 Consequences of over-consumption .............................................. 63	

4.2.4 Pricing Policies...................................................................................... 64	

4.2.4.1 Social versus personal (un)fairness ............................................... 64	

4.2.4.2 Pricing strategies and objectives .................................................... 65	

4.2.5 Sustainability and Greenwashing.......................................................... 67	

4.2.5.1 Purchasing motives ........................................................................ 67	

4.2.5.2 Marketing and Sustainability........................................................... 68	

4.2.5.3 Marketing and Greenwashing......................................................... 69	

 



 III 

5 Final Discussion ................................................................................................. 73	

5.1 Summary ..................................................................................................... 73	

5.2 Limitations.................................................................................................... 82	

5.3 Implications and Recommendations............................................................ 83	

5.4 Future Research .......................................................................................... 85	

References ............................................................................................................ 86	

Annex .................................................................................................................... 97	

 



 IV 

List of Figures  

Figure 1: The Persuasion Knowledge Model ........................................................ 10	

Figure 2: A process model of the PKM in a sales context..................................... 12	

Figure 3: Advertisement "Ruby" by The Body Shop.............................................. 36	

Figure 4: Qualitative Content Analysis Process .................................................... 49	

Figure 5: Categories of Focus Groups .................................................................. 50	

Figure 6: The added-value perception of marketing in literature........................... 76	

Figure 7: Conducted Perceptions of Marketing ..................................................... 80	

	

List of Tables 

Table 1: Overview of sampling criteria .................................................................. 39	

Table 2: Overview of the methodology and organization of the focus groups....... 40	

Table 3: Participants of Focus Group 1................................................................. 42	

Table 4: Participants of Focus Group 2................................................................. 43	

Table 5: Structure of Focus Groups ...................................................................... 47	

Table 6: The Participants' perceived Attitudes towards Marketing Practices........ 72	



 V 

List of Abbreviations 

 

AMA....................................................................... American Marketing Association 

PKM............................................................................Persuasion Knowledge Model 

USA....................................................................................United States of America 


