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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
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