Public and Nonprofit
Marketing: A Review
and Directions for
Future Research

Noel Capon and Elizabeth Cooper-Martin

Important differences between public /nonpraofit and for-profit organizations
are highlighted. Research on public and nonprofit marketing is organized
by marketing topic, critically reviewed and integrated. Future research di-
rections to advance the public and nonprofit marketing field, organized by
the key differences, are identified.

INTRODUCTION

During the past 20 years, public and nonprofit (PNP) marketing has emerged
as an important subfield within the marketing discipline. PNP marketing
focuses on the use of marketing concepts and strategies by charitable, sci-
entific, educational, recreational, social, cultural, political, civic, govern-
ment, trade or professional and religious organizations (Rados 1981).

The birth of PNP marketing was marked by controversy: should marketing
concepts and principles be applied to PNP organizations? and what is mar-
keting? Kotler and Levy’s (1969a) classic paper, “Broadening the Concept
of Marketing,” expanded marketing’s domain beyond for-profit (FP) busi-
ness activity and interpreted marketing concepts and principles for non-
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business organizations. Luck (1969) argued that marketing should be limited
to market transactions and not applied to PNP’s. Kotler and Levy (1969b)
contended that expansion of marketing’s domain would assist both business
and nonbusiness marketing; that marketing functions did occur in PNPs; and
that marketing embraced exchanges in general, not solely market exchanges.

Ten years ago, Lovelock and Weinberg (1978) declared that PNP mar-
keting had come of age in terms of pedagogy, applications and publications.
Kotler’s (1975) textbook, Marketing for Nonprofit Organizations, and Love-
lock and Weinberg’s (1977) case book were important spurs to course de-
velopment. Growing interest in PNP marketing led Capon and Mauser (1982)
to review five PNP texts or casebooks and note seven.more specialized books.

The current state of PNP marketing deserves attention for several reasons.
First, PNPs differ from FPs in ways that have important marketing impli-
cations. Second, PNPs are a significant economic force; the public sector
employs over -14% of the U.S. labor force (1975) and accounts for 18% of
GNP (1980) (Rudney 1981) and the private, nonprofit sector employs over
7% of the labor force (1985) (Johnston and Rudney 1986) and accounts for
6% of GNP (1980) (Rudney 1981). Third, PNP marketing, dated from Ko-
tler and Levy’s (1969a) paper, is now 20 years old. Finally, Lovelock and
Weinberg’s (1978) previous review was published over 10 years ago.

Our goal is to summarize research in PNP marketing and suggest direc-
tions for future work. The review covers all marketing topics, including
strategy and planning. We deal with both public and government organi-
zations (P) and private, not-for-profit organizations (NP). Since there are
important differences between Ps and NPs, our work embraces much di-
versity.

First, we. isolate important differences between FPs and PNPs. Second,
we present a typology of research for evaluating the field’s progress. Third,
we review extant research in PNP marketing. Finally, we suggest future
research directions for PNP marketing. o o

DIFFERENCES BETWEEN. PNP AND FP ORGANIZATIONS

The underlying rationale for a PNP marketing review is that PNP and FP
marketing differ. In this section we summarize-frequently mentioned PNP
versus FP differences:-and-add: insights:on:corporate strategy. Our:goal is to
introduce concepts and ideas common to study of PNPs and prepare for
discussing directions for future research, presented later in the paper.

, 'Altflbﬁghr~PNPs and FPs gcnérélly differ.on fihefdhhéns'ibns; wc“identify,
in ‘some cases- they may be quite:similar. Nonetheless, the following seven
differences are sufficiently robust to define the field: Exchange, Organiza-
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tion Goals and Objectives, Corporate Strategy, Multiple Publics, Offerings,
Public Scrutiny, Market Exposure and Competition.

Exchange

A basic tenet of FP marketing is voluntary exchange of goods and services
for a monetary price. In PNP marketing, exchanges are more complex and
not always clear. Money flows to PNPs are often not for goods and services,
but for good feelings, social status, peer approval and legal compliance.
Offerings are frequently provided for zero price. Besides goods and services,
PNPs offer ideas, causes and requests for behavior change.

PNPs receive much less funds from sales of products and services, zero
in many cases. NPs receive funds from donors; Ps from taxpayers. Funders
may not be customers; for example, donors to colleges may not attend and
taxpayers may not use fire, park or public school services.

Organization Goals and Objectives

Goals and objectives differ between PNPs and FPs in three general ways.
First, FPs emphasize financial goals and objectives (Rainey, Backoff and
Levine 1976) since organization benefits accrue to stockholders (Selby 1978).
Goals for PNPs tend to be more subjective and less tangible and measurable.
Since PNPs benefit service recipients and cannot pass monetary profits or
surplus to individuals, financial gain is less relevant (Rados 1981). Fur-
thermore, PNPs provide outlets for satisfying human nature and have aes-
thetic, spiritual, intellectual or social goals.

Second, multiple constituencies lead PNPs to have many, diverse goals
and objectives; FPs typically focus on a small set: stock price, profits, sales,
growth (Lovelock and Weinberg 1978). Although FPs have other objectives
(e.g., social responsibility), these do not typically dominate.

Third, conflict and trade-offs among goals and objectives are more likely
in PNPs since satisfying many objectives simultaneously is difficult. Con-
sider, for example, goals faced by New York City in considering the pro-
- posed Westway highway project. Among the demands were: commuters—
- the route; trade unions—the Jjobs; real estate interests—the development;

- local residents—no traffic; city dwellers—trade-in option for mass transit.’

: 2 jIh some cases, however, PNPs act like FPs. For example, volume and
.- revenue goals may be extremely important (e.g., student enrollment for ed-

. “!Note that this controversy has been solved; the trade-in option was chosen.
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ucational institutions; numbers of patients for hospitals). Furthermore, for-
profit ventures of PNPs may have bottom-line profit goals.

Corporate Strategy

Corporate Strategy constrains marketing strategy; below, we dlscuss se-
lected dimensions.

Dzversgﬁcatron strategy. Many major FPs have diversified from single
businesses to multi-product, multi-market organizations (Rumelt 1974). By
contrast, because of restricted missions, PNPs generally focus in a single
product/market domain. Diversifications are typically closely related to the
core activity; for example, colleges may run conference centers or operate
hotels on ‘campus. However, some orgamzatlons (e. g YMCA) are more
drversrﬁed than others.

Internatzonal strategy Srgmficant revenues and rnanufacturmg ‘of many
large FPs are overseas (Capon, Farley and Hulbert 1988). PNPs typically
operate in smgle nation-states; exceptions are Amnesty Intematronal ‘inter-
natlonal rehef agencxes and t0 'st boards ; ,

New product and serwce strategzes FPs pursue growth obJectwes by add-
mg new products and services from R&D efforts and/or mergers and ac-
quisitions. PNPs do not typically fund R&D. Mergers and acqursmons typ-
ically occur among similar entities and NPs, in general, are more reluctant
than, FPs to mergc(Sterne 1989).. .

Dzvestzture strategzes To focus resources, FPs frequently d1vest busmess
units. PNP divestiture occurs infrequently because of low levels of diver-
sification, because PNP managers believe strongly in their- causes (Drucker
1989) and because of pressure from various publics: i

Mulnple Publzcs e

PNPs have more sxgmficant pubhcs than FPs and thus more groups from
which to seek resources (Rainey, Backoff and Levine 1976). FPs receive
capital from stockholders. and ‘creditors, and return dividends and interest;
profits result from selling goods ‘and ‘services. FP marketmg rdirected ‘mainly
at prospective customers, although FPs must increasingly r

groups (e.g., envrronmentahsts——Exxon after thy ,’,,1989 Alaska 011 spill).
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NPs receive funds from donors; Ps from taxpayers. Other key PNP publics
are voters and volunteers. Voters are important for some Ps as they (not
users) determine elected officials’ survival and thus, organizational mis-
sions. Volunteers provide key resources and voluntarism distinguishes NPs;
cost pressures have also led to volunteers in Ps (e.g., teacher’s aides).

Offerings

FPs offer customers physical goods and services. PNPs rarely offer phys-
ical goods but typically provide services or other intangibles such as ideas,
causes and values (Rados 1981). PNPs also attempt to change knowledge,
behavior or values (Bloom and Novellj 1981).2

Some PNPs, especially Ps, offer public goods, (e.g., national defense,
parks). These goods have two key traits: one person’s use does not prevent
others’ use and no one can be denied access whether or not they pay (Netz-
ger 1978). Hence, selection standards and pricing cannot restrict use and
consumption is mandatory for some (e. g., sewage systems) (Hinrichs and
Taylor 1972). :

Public Scrutiny

Because they receive subsidies, tax-exempt status, tax funding and pro-
vide public goods and services, the public and the press frequently scrutinize
PNPs (Lovelock and Weinberg 1978). Scrutiny is especially strong for Ps
where formal (legal) and informal (political) influences provide oversight
and ensure public accountability (Rainey, Backoff and Levine 1976). Com-
pared to FPs, there are higher expectations for behavior of officials and
administrators (Caiden 1971).

4 . Market Exposure

: PNPs and FPs differ in exposure to economic marketplace pressures. Al-
“ though there is variation across PNPs, many have little market exposure
since they sell few products or services. Indeed, in the U.S., NPs’ actions

ZKotler and Zaltman (1971) label the marketing of ideas and causes, “social marketing.”
Note,. for example, the 1989 publicity on ethics violations in the U.S. House of Repre-

“sentatives, and the resignation of Speaker Wright.

'NPs engaged in FP activities face market exposure, as do PNPs like colleges and hospitals
are highly dependent on revenues from students/patients.
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Competition

PNPs are frequently reluctant to openly compete with organizations :of-
fering-similar services, preferring collaborative relationships. However, in
some areas there is fierce competition; among colleges. for students and ‘be-
tween pro-life and pro-choice groups on abortion. Also, recent U.S. tax law
changes have increased competition for funding. Nonetheless, frequently co-
operation-is the rule, “at ]east in part ‘because PNPs believe they and-other
organizations are attempting to achieve similar missions (Kotler and An-
dreasen 1987).:Employees may be more committed to:the profession than
the PNP; the organization is thus less important than the service. it-provides.

a brief typology of research; exemplified by PNP liter
s to 1 ; ining extant research
effort: -

B d S P'
ply to the importance
of ghek' S e

~-aided by m

1971) and a case study on m




ommendations on sample design, data collection and measurement tech-
niques for urban transportation research.’

Testing relationships is “systematic, controlled, empirical and critical in-
vestigation of hypothetical propositions about presumed relations among na-
tural phenomenon” (Kerlinger 1973: p. 11). For example, Miller and Zik-
mund (1979) test a model of health care choice.

PROCEDURE

Because of space limitations, reviewers must be careful in setting bound-
aries for what to include and what to exclude. If a review is complete within
a defined scope, readers have confidence regarding what is included and
guidance on where to seek for additional sources,

Our mission is to set the stage for further PNP marketing research. QOur
search included major academic marketing and strategy journals, and pub-
lished national conference proceedings. We identified 293 articles but doubt-
less excluded some relevant work. We reviewed one research volume but
not books, book chapters, nor journals focused on specific PNP “industries”
(e.g., Studies in Family Planning, Journal of Higher Education, Transpor-
tation Research).

We collected all relevant articles published from 1969 to 1987 in six mar-
keting journals: European Journal of Marketing, Journal of Consumer Re-
search, Journal of Marketing, Journal of Marketing Research, Journal of
the Academy of Marketing Science and Marketing Science. We searched
proceedings of the Association for Consumer Research’s annual conference
and the American Marketing Association’s summer marketing educators and
services marketing conferences. We collected articles from six journals in
the strategy area: Academy of Management Journal, Administrative Science
Quarterly, Journal of Business Strategy, Management Science, Sloan Man-
agement Review, and Strategic Management Journal. We searched three
PNP-related marketing journals: Journal of Health Care Marketing, Journal
of Macromarketing, and Journal of Public Policy and Marketing. We also
reviewed Advances in NonProfit Marketing.®

Each article concerns marketing or strategy and a PNP or its offering(s).
Papers on operations, tactical or short-term strategies and management in
general are excluded; also those not specifically pertaining to PNPs (e.g.,
marketing prescription drugs or solely services marketing).

*Application of existing methodologies to PNPs are not considered methodological research
but are classified as either normative or descriptive.
: “Space limitations forced us to exclude some articles from this review. A complete reference
:2 list, including several books, is available from the authors,
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We organize the articles into six topics: corporate strategy; marketing
management; product management -and price; communications and distri-
bution; voter, donor and consumer behavior; and market segmentation. We
divide some topics into sub-topics and add one specific PNP topic: whether
and how marketing principles and concepts help PNPs. We also categorize
each article by research type using the research typology developed above
(Table 1).

LEVEL OF RESEARCH EFFORT

-The state: of PNP marketing research gives some cause for concern. Al-
though 293 articles is'substantial, the annual average is only 15. Publications
increase after 1976 (Table 2), confirming Lovelock and Weinberg’es (1978)
assertion that “PNP marketing has come of age:” But growth in PNP. re-
search has ceased pubhcatlons in 1976-—1981 and 1982—1987 are roughly
equwalent T

The source of pubhcanons is: also dlsturbmg as: PNPmarketmg gains: le-
gmmacy from articles in major journals. Journal of Marketing Research and
Marketing Science publish-little: PNP research;: publication: in' Journal: of

- Marketing i is declining. Journal of Consumer Research (1.5 articles.per year)
; outlet for PNP research as is Journal of the Academy of Mar-
keting Sczence (2 articles per year), but publications in AMA and ACR pro-
ceedmgs are falling. Positively, Journal of Health Care Marketzng, launched
in the-early 1980s. contnbutes 11% of arucles

Most research effort i 1s on voter, donor and consumer behavxor, how mar-
ketmg helps PNPs; and: communications and. dlsmbutlon Few amcles ‘con-
cern marketmg management (Table 3) X

i Table 1
' GUIDELINES FOR CLASSIFYING ARTICLES NP

- Research ype

1. Phllosophy ) ) 'Dnscusses why / why not apply marketmg to. PNPs or what is-
 marketing?
2. ‘Theory building " Presents models or testable constructs, wlthout testmg
3. Normative Discusses how to apply marketing to PNPs.
4. Descriptive : c "Descnbes existing organization(s)-¢.g., a case, or ‘describes

* ovocaivapplication of market:mg stmtegy 2

5. Rewew i Summanzes ) >sea 5
6. Methodologlcal - Investigates data collection

y . - statistics focused-on PNPs.
7

Tests: hypotheucal pmposmons

i Testmg relatlonshxés”

70f-¢ourse, all these ~coniﬁxentS'iefer to the ‘set of journals searched.”
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Table 2
DISTRIBUTION OF ARTICLES BY OUTLET OVER TIME

Time period
Outlet 19691975 19761981 1982-1987  Total
Academy of Management Journal 1 1
Administrative Science Quarterly 1 1
Advances in Consumer Research® 7 29 10 46
Advances in Nonprofit Marketing 15 15
AMA Educators Proceedings® 18 53 19 90
European Journal of Marketing 3 12 15
Journal of Academy of Marketing 3 12 8 23
Science

Journal of Business Strategy 0
Journal of Consumer Research 1 10 7 18
Journal of Health Care Marketing 33 33
Journal of Macromarketing 6 6
Journal of Marketing 9 7 4 20
Journal of Marketing Research 2 3 1 6
Journal of Public Policy and 4 4
Marketing .
Management Science 4 3 7
Marketing Science ) 4 4
Sloan Management Review 1 1
Strategic Management Journal — —_ 3 3
Total 45 120 128 93

“Proceedings of the annual conference of the Association for Consumer Research
"Pmceedings of the summer marketing educators conference and of the marketing services
conference ( 1981, 1985) of the American Marketing Association.

REVIEW OF RESEARCH

In this section, we critically review PNP marketing research, The review
is organized by research topic, rather than by PNP/Fp marketing differ-
“nces, to improve integration of findings. However, integration was quite
lifficult since the topic is so large and studies Scattered. We evaluate re-
iearch in four areas: robust findings, sound methodology, concern for issues
lifferentiating PNP and Fp marketing, and range of research types across

esearch topic. Following this review, we return to PNP/FP differences to
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Corporate Strategy (31)

Papers include models of Strategic planning, analytic tools for planning,
and descriptions of how PNPs plan and the Strategies they use.

novation; he combines these dimensions to form archetypes and specifies
planning methods for each.

Planning tools. Several papers apply FP strategic planning experience to
health care. Wood and Singh (1986) adapt the Boston Consulting Group
portfolio by using profitability (actual expense versus allowed Medicare ex.
pense) and efficiency (actual length of stay compared to Medicare standard)
as key matrix dimensions. Zallocco, Joseph and Doremus (1984) illustrate
use of the GE/McKinsey Business Screen; they argue for jts appropriateness
for PNP hospitals since these can customize criteria for market attractiveness
and organization strength. In competitively-oriented papers, Busch and Far-
rell (1981) show how hospitals can estimate market share and Salvatore ( 1984)

below). Finally, Hawes and Rao (1985) discuss ‘generating marketing strat-
egies using importance-performance analysis.

Tools for specific strategic planning steps include forecasting a univer-
_ sity’s market potential by determining the match with individual market seg-
~Ients, then assessing segment measurability, substantiality, accessibility and
- durability (Fox and Ihlanfeldt 1980). Anderson and Klippel (1976) propose



in several areas) and use systems approaches. Hardy (1981) describes busi-
ness analysis and reevaluation and restatement of objectives for U.K. the-

Planmng and strategy in use. Descnpnve studtes of planmng include Ps
(e g, Murphy (1984) on the FI‘C) In colleges the premdent s office or a
planmng support unit. write most strategic plans (Allen and Peters 1983).
There, is mmal support. that a umversny unit’s centrality (closeness of pur-
iversity) and msutunonal powe relative mﬂuence) du-ectly

brmg in crmcal outside resources) and resource ne
; ity to affect recelvedkresources i

Taken as a group;,
of long range



Marketing Management (12)

These articles concern PNP’s marketing orientation; a subset examines the
degree to which PNP managers have adopted marketing principles.

In the U.S., managers in dance companies (Legum and George 1981),
museums (Allen, Schewe and Weber 1981), public recreation areas and parks
(Lamb and Crompton 1981) and hospitals (e.g., McDevitt and Shields 1985)
show positive response to the marketing concept, but do not use it fully.
For example, dance companies are reluctant to allow audience tastes to over-
rule artistic judgments and to use audience input for deciding ticket prices
(Legum and George 1981). Both the dance and museum studies use national
samples, suggesting generalizable results; but other studies are restricted to
one region (Lamb and Crompton 1981; McDevitt and Shields 1985).

Yorke (1984) suggests that U.K. PNPs trail the U.S. in adopting mar-
keting; he believes there is no coordinated approach and no coherent body
of literature. Western Europe is similar (Yorke and Jones 1984). Although
some surveys by U.K. museums have helped the sponsors, museum man-
agers have neither accepted the marketing philosophy nor professional mar-
ket research standards (Yorke and Jones 1984). Standards of user surveys
are also low for U.K. libraries, but there is some acceptance of a marketing
orientation (Cronin 1984).

The remaining work includes two normative papers using general ap-
proaches. One diagnoses a hospital’s culture to measure acceptance of the
marketing concept (Arnold, Capella and Sumrall 1987a); a second develops

orientation for health service personnel (George and Crompton 1985). Al-
though these three papers focus on health care, the approaches may be useful

 for other PNPs.




Product Management and Price (36)

This section concerns product strategy and price; price typically appears
as a product characteristic. The majority of papers focus on attributes or
features; fewer concern new products. ) ' -

" Atributes features. This section (summarized in Table 4) reviews both
subje‘ctive,‘per,céptu;il attributes that. consumers: use tochoose or evaluate
alternatives and objectively-defined features, typically: controllable by ‘man-
agers (Neslin 1983). Quality is a common attribute; pric /value is important

Health care:
cific feature or attribute(s) studied




Table 4 (Continued)
RESEARCH ON IMPORTANT ATTRIBUTES FOR PNP OFFERINGS

Performing arts:

Effect on
Attribute’ Specific feature or autribute(s) studied attendance
Quality: Famous performers (Belk & Andreasen 1980) Positive
Renown of performers (Currim, Weinberg & Wittink 1981)* Positive
Popular operas (Havlena & Holak 1988) Positive
Premieres (Havlena & Holak 1988) Positive
Price: Price discounts (Belk & Andreasen 1980 None
Subscriber price discounts (Ryans & Weinberg 1978) Less
(Currim, Weinberg & Wittink 1981)? important
Convenience: ~ Shorter driving times (Currim, Weinberg, & Wittink 1981)* Positive
Day of the week (Weinberg 1986; Havlena & Holak 1988)  Varied
Convenient location (Belk & Andreasen 1980)) None
Other: Subtitles (Havlena & Holak 1988) Positive
Season (Weinberg & Shachmut 1978)  Varied
Type of performance (Weinberg & Shachmut 1978, Weinberg 1986)  Varied
Subscriber seating priority (Ryans & Weinberg 19782 More

(Currim, Weinberg & Wittink 1981)? important
Number events in subscription (Currim, Weinberg & Wittink 1981 Less important

Variety in subscription (Havlena & Holak 1988) None
Mass transit:
Specific feature or attribute(s) studied
Total travel time® (Golden, Betak & Alpert 1979)
Excess ride time,* waiting time,* walking time to transit stop* (Umesh 1987)
Cost/mile* (Golden, Betak & Alpert 1979)
Price’ (Umesh 1987)
Days per week available,* hours per day available® (Golden, Betak & Alpert 1979)
Possibility of encc ing a d sus person® (Golden, Betak & Alpert 1979)

Encrgy use per passenger,” pollution per passenger’  (Golden. Betak & Alpert 1979)

This list represents the authors’ interpretation.
1 studies survey intentions; it is best to interpret the features in terms of relative (not absolute)
/unimportance. . ] L
s feature was among the most important features in this study.
is fi was g the d most important features in this study.

all areas except performing arts, perhaps because arts consumers have
median incomes. For PNPs with a short time for service delivery
hospitals, arts, mass transit), convenience is important. It is less im-
nt where service delivery time is long, so preferred locations for uni-
ties include out-of-state or over 1000 miles from home (Punj and Staelin
1978). Personalness is key for high customer contact PNPs (e.g., univer-
» health care) but not for those with low customer contact (e.g., per-
ng arts, mass transit).

neralizability of results on colleges and performing arts is good due to

tely sized samples and consistent results across studies. Many college
simply collect importance ratings of attributes and do not test for
ance. Exceptions are Traynor’s (1981) discriminant analysis and Punj
lin’s (1978) regression analysis; all performing arts studies test for
cance. Only Belk and Andreasen '(1980) consider the problem of
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broadening arts audiences, ‘but use a strict goal: attract more non-attenders
than: attenders  and do not dissuade attenders. Health care studies are less
robust; samples are small (Maholtra 1983), non-probabilistic (Neslin 1983)
or both  (Newman 1984). Only Clarke (1979) uses a large sample. Mass
transit papers are sounder, using a large sample (Umesh 1987) or a small
but random one (Golden, Betak and Alpert 1979).

:New products anted data suggest that PNPs do not follow the classic
FP new. product development process. Bowers (1987) concludes that the
market does not-drive new service development in hospitals and that pro-
totype and market testing are uncommon. His findings support Stutts and
Low’s (1981) suggestlons regarding health care product failure.

Kovach (1978) focuses on 1dent1fy1ng new product ideas, usmg the unique
aspects of ‘a oo ‘to make general conclusions-about-new:- product develop-
ment. Parameswaran Goldstucker and Greenberg (1978) describe a Delphl

/d'p ;e

and’ dlffusron strategies for mmatron/lmplementauon Suff and’ Kaufman

(1975) note th : product ‘adoption’ may solely affect: adopters or have
cts ross 1 generatiorts A jacross {'pau'sof ‘pe‘ople, facross';m-

logical effects. They argue. that compliance strategies (i-€., rewards and pun-
ishments*to: ach:eve ‘adoption) -may-'be appropriate:: for ‘high-contiguous
innovations (e.g., chlldren may attend school only after vaccmauons whlch
affect other mdxv1duals) i . | Ny

- Summary. .pa 4
testmg relationships. The empmcal ernphasxs is encouragm
tention to statistical inference would be desirable. Papers-on attrib:
generally sound methodo]oglcally, except those in health care which are: best
treated as pilot studies. - .

Fmdmgs on attribuf
concern other attnbu




All articles concern PNP services, mostly focusing on specific attributes;
a few papers, mostly in performing arts, focus on other PNP/FP differences
(e.g., non-financial goals). None examine other offerings (e.g., ideas, causes,
values, persons, places); more work is needed here.

Communications and Distribution (54)

This research focuses on communications and distribution for PNP offer-
ings.

Communications. Two studies demonstrate the important role of personal
selling in securing long-run behavioral commitment of young adults for col-
lege enrollment and Navy enlistment. College representative visits to high
schools (Chapman and Franklin 1981) and number of Navy recruiters (Car-
roll, Rao, Lee, Shapiro and Bayus 1985) are positively related to enroll-
ment/enlistment. The Navy study is a well-executed controlled experiment
that tests multiple levels of recruiters and advertising, and includes com-
petitive activity; the college results are less robust since a simplistic and
incomplete econometric model is used.

Not surprisingly, advertising is less consistent in securing required long-
run behavior for PNPs than personal selling. National advertising is not ef-
fective for U.S. Navy recruitment and local advertising is effective only for
high school graduates; however, joint advertising with other armed forces’
branches is effective (Carroll et al. 1985). Political advertisements aimed at
voters recruit few new volunteers, but seem to have positive effects on cur-
rent campaign workers (Sheinkopf, Atkin and Bowen 1972). This latter re-
lationship is not well established because it relies on self reports, but the
study is noteworthy for addressing multiple publics.

Robertson (1976) and Robertson and Wortzel (1978) focus on difficulties
in changing health care behavior. They present strong evidence, based on
several campaigns and a controlled field experiment, that mass media ad-
vertising is ineffective in changing health care behavior (e.g., seat belt use).
Results are similar for energy conservation (Ritchie and McDougall 1985)
and mass transit (Golden and Alpert 1978). Robinson (1979) shows that
point-of-use information may be effective for mass transit. These results
have implications for several PNP domains.

However, mass communication can create awareness, affect attitudes and
beliefs, and reinforce existing behaviors; Bratic, Greenberg and Petersen
(1981) and Freimuth (1985) identify execution elements for effective public
service announcements (PSAs). In Bratic, Greenberg and Petersen’s (1981)
study, PSAs are cleverly embedded in a TV program but conclusions on
executional excellence are based on small samples. Freimuth (1985) bases
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suggestions for effectiveness on study of 58 PSAs, supplemented by a re-
wew of the marketmg llteramre

Mcssage wordmg can be crucml In advocating driving behavior that saves
fuel, Dunbar and Stefflre (1980) find that messages about range per tank
per year are more appealing than those about cents or miles per gallon, or
cents per mile.

-Additional evidence onthe positive effects of certain personal selling ap-
proaches concerns donations. Financial donations can be stimulated by per-
sonal appeals such as legitimization (“even-a-dollar will help”) (e.g., Brock-
ner et al.; 1984), labeling (classifying-donors by purported behavxor) e.g.,
Moore,. Bearden and Tecl 1985), and foot-m-th, d d ,»or-m-thc-face




reduce votes (Chapman and Palda 1980). Incumbency does not affect the
impact of promotional expenditures in Canadian elections (Chapman and
Palda 1980), but incumbents’ expenditures are effective in the U.S., espe-
cially for Democrats (Siomkos and Ghosh 1986). To make the best use of
radio and TV advertising, Shosteck (1976) recommends candidates use the
media preferences of target voters, rather than ratings. In other studies,
Chapman and Palda (1980) find face-to-face communication generally at-
tracts more votes than mass media. Swinyard and Coney (1978), supporting
Rothschild (1978), show that both direct-mail advertising and personal can-
vassing have positive effects in low-involvement but not high-involvement
elections. Laczniak and Caywood (1987) review the advantages and dis-
advantages of TV political advertising and argue that its effect on voter par-
ticipation is unclear.

The effects of communications on voting behavior seem generally well
supported. Most studies use voting behavior as the dependent variable;
Swinyard and Coney (1978) do not, but rather conduct a field experiment.

Distribution. Two normative papers focus on Ps’ distribution decisions
(Lamb and Crompton 1985) and how logistics can help PNPs (Jones and
Cooper 1981). Both studies demonstrate understanding of PNP objectives
and offerings. Crompton and Lamb (1983) discuss concepts of equity in Ps’
distribution decisions; they urge administrators carefully to select and spec-
ify the concept used. Revelle, Marks and Liebman ( 1970) review location-
allocation models for Ps; they recognize that Ps have multiple publics and

S0 incorporate both supplier and user costs.

Three papers focus on vertical relationships. As wholesalers or retailers
for privately-produced goods, PNPs resemble FPs but have more diffuse
_.goals and more constrained retailing methods (Hollander 1981). Fox (1981)
__focuses on the intermediary role of public schools in distributing goods and
.. .services for both Ps and FPs. To achieve their goals, she argues that schools
should use their power of access to children to set limits and negotiate.
" Andreasen (1981) develops three strategies open to PNPs to secure assis-
. tance from intermediaries in achieving goals (e. g., the National Cancer In-
" stitute asks doctors to encourage patients to stop smoking).

‘Summary. The methodologies used in these papers are encouraging; 24
- .papers (44%) test relationships. There are 11 normative (20%) and 12 de-

scriptive (22%) papers. However, there are no methodological papers and
few that present untested theory. As regards topics, communications re-
.-ceives far more attention than distribution.

Most studies are methodologically sound. Although distribution studies
eplicitly consider PNPs’ unique characteristics, many on communications

499



do not. For cxample, Carroll et als’ (1985) Navy study is well done but does




attitudes than to issues or to liberal /conservative learning; his results are
robust as he uses a national probability sample.

The voting behavior studies have good dependent variables; all use actual
voting behavior rather than attitudes or intentions. However, results have
limited generalizability as studies are mostly based on single elections and
in some cases sample sizes are small (i.e., Rothschild and Houston 1980;
Yalch 1975). The exception is Chapman and Palda (1983) who base con-
clusions on results from elections in 10 different provinces.

Donors. Research on donating includes models of giving that apply to
any type of resource. Smith (1980) bases his framework on three progressive
motivational processes assumed to underlie donating. Ryans and Weinberg
(1978) test three similar steps (no involvement, some involvement, fully
involved) in a study of financial gifts to a repertory theater, but these results
do not support Smith’s model. They find that subscribers with no previous
relationship to the theater are a sizeable segment and that new subscribers
are as likely to contribute (i.e., be fully involved) as existing subscribers.
Sojka (1986) develops a more successful alternative model based on altruis-
tic versus hedonic motivations to classify donors; her model is better grounded
in the literature and develops, but does not test, several hypotheses.” Kelly
(1987) concentrates on museum donors and proposes motivations similar to
Sojka (1986).

Rosenblatt, Cusson and McGown’s (1986) model of donating to health
causes uses severity (seriousness of the cause), involvement (risk of being
infected), predominance (visibility), and alleviation (possibility of alleviat-
ing the condition). These four characteristics are good predictors of impor-
tance (perceived necessity to contribute) which, in turn, is a good predictor
of financial donations. Unfortunately, the test is not rigorous; the sample is
small and convenience, and the dependent variable is a forced hypothetical
donation. Nonetheless, the model could also apply to time donations (i.e.,
volunteering).

In a study of financial donations to United Way, Adams and Lonial (1984)
find that last year’s contribution, general opinion of United Way and re-
spondent’s management status are the most useful variables to classify do-
nors.

The relationship between blood donations and sex is unclear. Murphy (1985)
asserts the mix of women and men is now roughly equal. However, studies
.- of blood donors (Burnett 1981; Burnett and Leigh 1986; Smead and Burnett

1980) show they are more likely to be men. Studies on willingness to donate

' This paper also provides a good review of the gift-giving literature.
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find.no difference between: the sexes (Pessemier, . Bemmaor and Hanssens
1977; Wﬂms et al. 1986). Blood donors and more frequent donors are. more
likely to have rare blood types and lower self-esteem, but do not reveal a
consistent pattem for. marital stamg and. .nsk takmg (Bumett 1981, _Burnett
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use their talents, and new volunteers who help because they believe people
like themselves do so. Both types seek social status from the museum.

Consumers and users: Choice. Much research focuses on consumer choice
and satisfaction. Fewer papers concern attitudes, information sources or de-
cision processes. Transportation mode choice has attracted a good deal of
interest. Barff, Mackay and Olshavsky (1982) review 34 travel-mode choice
models and focus on model formation, data sources and included variables.
They note that automobile availability, income and geographic location are
major determinants of mode choice, but that other demographic variables
are most useful for segmentation. These models, published mainly in the
transportation literature, concentrate on system attributes and demographics.
In contrast, marketing researchers emphasize behavioral factors (Feldman
1973) and psychographics (Lovelock 1975). Similarly, Tybout, Hauser and
Koppleman (1978) focus on user perceptions; they find that perceptions of
transportation alternatives determine preference which, together with feel-
ings towards each mode, predicts choice. Neslin (1983) confirms the per-
ception-preference link, but for health care.

Lovelock (1976) makes a strong and unusual contribution by suggesting
methodological improvements in sample design, data collection and mea-
surement techniques to test transportation choice models. Brown and Schary
(1977) argue that transportation planning is often biased by sample design;
basing results on a sample of 2400, they find citizens willing to provide
input include too many seeking alternatives to automobiles and too few el-
derly.

In the cultural arena, Woods (1987) identifies a large set of motivations
for arts consumption including four aesthetic motivations—stimulation, re-
laxation, escape and spiritual uplift. Holbrook and Zirlin (1985) define aes-
thetic appreciation as an experience enjoyed solely for its own sake, without
utilitarian purpose; they suggest such experiences range between hedonic
(pleasure or enjoyment) and profound (a strongly emotional self-transcen-
dent response). Semenik (1987) cautions that further research on arts con-
_sumption requires breakthroughs in methodology to measure the hedonic and
‘symbolic aspects of these offerings. '

. Early socialization seems critical to develop interest in the arts. Kelly

(1987) emphasizes socialization in a theory of arts consumers and proposes
two consumer types: Trads and Technos. Trads have inherent interest in the
arts, acquired through socialization and education. Technos are also highly
educated, though not in the arts or humanities; they seek status through the

and want to acquire cultural objects as evidence of having an experience.
dreasen and Belk (1980).provide support for Kelly; they show that cul-
1l patrons and socially actives, resembling Trads and Technos respec-
ly, are the leisure lifestyles with highest attendance potential for theater
_symphony. They also find that likelihood of attendance is positively
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correlated with interest in the theater and symphony when growing up, as
well as attendance last year. Bamossy’s (1985) study of adolescents iden-
tifies two social structural variables, social class and gender, that influence
arts-related experience; experience, in turn, affects judgments, intentions and
arts patronage. Day (1985) confirms the effect of socialization and gender
on live music preferences.

Socialization is also important for preventative health care. Hudson and
Brown (1983) propose that social structural variables (e.g., religion, culture,
family), life cycle position and previous socialization affect learning; learn-
ing in turn affects attitudes and behavior. Oliver and Burger (1979) confirm
the importance of social influence; they show that normative influence, cou-
pled with attribute evaluations, predicts flu shot behavior. Smith and Scam-
mon (1987) find a similar result for the decision to exercise, although beliefs

_about advantages and disadvantages of exercising are more important than
normative influence.

As in the arts, previous use is also a good predictor of health care be-
havior. Ortinau (1986) finds that a recent physical (within the past five years)
and perceived importance of annual examinations are the best discriminators
of annual physical exam users. Likewise, users of emergency medical ser-
vices (EMS) are moreﬂ}ikqu to contact EMS (i.e., call an ambulance) in
response to hypothetical medical emergencies (Sackmary 1985). In an Aus-
tralian study, Barby and Wilkinson (1987) show that people emphasizing
self-care versus visiting a doctor view the same symptoms as less serious.

Social influence is also important in college decisions. Spekman, Harvey
and Bloom (1980) show that recommendations from parents and other au-
thority figures significantly affect attitudes to attending college. Frisbie and

. Petroshious (1985) report professors and counselors are more important in-
fluences on choice of a marketing major than courses or skills. Other factors
also influence college decisions. Career potential and opportunity for per-
sonal growth and achievement receive most emphasis in decisions to pursue
MBAEs; financial, emotional and time costs are less important (Krone et al.
1981). Unfortunately, the latter two papers rely on self-reported influences
and neither reports significance; however, Krone et al. (1981) focuses on
non-monetary costs.

Consumers and users: Satisfaction. ‘This research focuses on PNPs whose
users-pay a fee for service. Ross et al.’s (1987) review concludes that ex-
pectations and subsequent experience interact to determine patient satisfac-
tion, but the impact of disconfirmed expectations' is not clear. A further
health ‘care study (Swan-et al. 1985) and research on"student satisfaction
with test performance (Barry, Gilly and Schucany 1982) support these con-
clusions. ' ' ' ‘
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Satisfaction predicts repurchase. Dubinsky and Hensel (1982), based on
a small but representative sample in a single city, find that nonrenewers to

wards the school, suggesting greater satisfaction, Unfortunately, nonres-
ponse from nonmembers and a sample restricted to recent alumni in the
university’s metropolitan area limits generalizability, Finally, Ortinau and
Anderson ( 1986) develop a dynamic model for college students in which
they treat satisfaction as a special type of attitude; however, they seem to
overemphasize systematic and logical processes.

Summary. Of 71 behavioral papers, nearly three quarters are empirical;
29 (41%) test relationships, 22 (31%) are descriptive. The six reviews, like
the single methodological piece, are particularly useful. Methodologies in
voter studies are uniformly strong, but mixed otherwise, Papers on voters,

donors and volunteers address PNP differences, most on consumers do not,

Results generally differ across publics. As Rothschild (1978) argues, in-
volvement is useful for understanding voters s support for the rational mode]

(Kelly 1987; Sojka 1985) offer most help. These conclusions are tentative
for voters and donors; a more robust finding is the importance of normative
influence on PNP consumers. Finally, satisfaction processes of PNP and FpP
consumers are similar,

Market Segmentation (23)

Segmentation research adds descriptive knowledge on consumers and do-
nors and shows PNPs can usefully segment publics. We identified no voter
or volunteer segmentation studies.

Arts organizations. Some studies on arts consumers use factor analysis
of attendance data to identify groups of similar art forms (e.g., opera, sym-
phony, other types of classical music, ballet in Nielsen, McQueen and Niel-
sen 1974). Others segment consumers of a single art form.

Several studies employ usage (i.e., attendance) as the segmentation basis
ind find differences on demographics. As noted elsewhere (Day 1985; Se-
nenik 1987), arts consumers have higher incomes, education and Jjob status;
nore frequent attenders are even more upscale. These relationships hold for
nuseums (Robbins and Robbins 1981), opera (Semenik and Young 1979),
heater (e.g., Nielsen, McQueen and Nielsen 1974), a group focused on
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classical music and ballet (e.g., Nevin and Cavusgil 1981) and a group fo-
cused around modern music and dance (Nielsen, McQueen and Nielsen 1974).
For classical performing arts, more frequent attendees are older as shown
for theater and recitals (Nevin and Cavusgil 1981), opera (Semenik and Young
1979), a group of several performing arts (Sexton and Britney 1980), and
a group focused on classical music and ballet (Nielsen, McQueen and Niel-
sen 1974). Not surprisingly, frequent country /folk music attendees are younger
(Nevin and Cavusgil 1981). However, for museums, attendance segments
do not differ by age (Robbins and Robbins 1981). The only gender differ-
ences .appear for segments based on attendance at several art forms; opera
specialists (attend opera most frequently) are more likely to be men; ballet
specialists are more likely to be women (Sexton and Britney 1980). Finally,
frequent arts consumers patronize more than one art form, (Robbins and Rob-
bins 1981; Semenik and Young 1979; Sexton and Britney 1980).

Social and aesthetic benefits are most important for arts consumers. Ba-
mossy and Semenik (1981) and Steinberg, Miaoulis and Lloyd (1982) use
benefit segmentation and identify three segments: one attends mainly for
social reasons; a second, resembling Kelly’s (1987) Trads, has inherent in-
terest in the arts. Per Kelley’s theory, the inherent interest segment had more
exposure to the performing aits as children; they are also more frequent
attenders. of other performing arts (Bamossy and Semenik 1981). Steinberg,
Miaoulis. and Lloyd’s (1982) third segment attends. to, gain status, similar to
Kelly’s (1987) Technos; Bamossy and Semenik’s (1981) third segment at-
tends to: see a.particular dancer or; star and is:the antithesis of the inherent
interest segment.. - '

~ Robbins and Robbins (1979) segment attendees at a King Tut exhibit on
the basis of a user characteristic, social class. Segments do not differ on
exposure to information about King Tut, but for lower social classes, radio
and TV are more influential in the decision to attend; the higher classes
attend the arts more frequently.

_Smith and Beik (1982) argue that segments. should have descriptors for
identification, be sufficiently large to be . viable targets,.contain effective
demand, respond to different marketing efforts and be accessible for com-
munications. All articles meet the first criterion but not the other four. Most
papers report percent of sample in each segment, but only Robbins and Rob-
bins (1981) discuss whether segments are large enough. Robbins and Rob-
bins (1981), Semenik and. Young (1979), Sexton and Britney .(1980) and
Steinberg, Miaoulis and Lloyd (1982) each discuss.the other three criteria;
segments are accessible;-but . not necessarily via different media.. The other
articles either give information relevant to the criteria but fail to discuss them
(Bamossy and Semenik 1981) or give no information (Nielsen;:McQueen
and Nielsen 1974; Nevin and Cavusgil 1981).- In:sum, articles that segment
on attendance-havethe best support.- Although all -studies sample from a
single city or region, similarity of findings across studies supports gener-
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Health care. Articles on health care use several segmentation bases. Based
on data from recent hospital patients, Finn and Lamb (1986) identify four
benefit segments: physical comfort, psychological comfort, privacy plus quiet,
and cognitive attributes (e.g., good administrative and medical procedures,
amount of explanation received). These segments meet Smith and Beik’s
(1982) criteria but accessibility may be difficult. ‘

Two studies segment health care consumers on user characteristics. Har-
rell and Fors (1985) use attitudes to identify segments of female health care
consumers: family centered, sports oriented, wellness/wholeness, tradi-
tional and avoiders. The first three segments are self explanatory; traditional
women do what they think should be done, avoiders minimize contact with
health-care professionals. All segments except avoiders have viable demand;
authors recognize the importance of segment size, responsiveness and ac-
cessibility but fail to discuss them. Bloch (1984) describes a single segment
of wellness-seeking health consumers leading positive health lifestyles; it
appears to meet Smith and Beik’s (1982) criteria, except possibly accessi-
bility.

Donors. Craig, Deutscher and McCann (1977) segment donors by do-
nation type: religious, community and political giving. Beik and Smith (1979
form three segments of medical donors based on usage (i.e., donation size).
Both studies show donors are older and somewhat upscale (but less so than
arts consumers). Community and political givers are more involved in the
community but these groups, along with religious donors, do not differ on
psychographic variables (Craig, Deutscher and McCann 1977). Beik and
Smith (1979) discuss all Smith and Beik’s (1982) criteria, but Craig, Deutscher
and McCann (1977) do not fully address any. Both studies employ large
national samples, suggesting the findings are generalizable.

Summary. The majority of segmentation studies are descriptive (17 pa-
pers, 74%); only two test relationships and none develop theory. Most stud-
ies are methodologically sound, but few authors address criteria specifically
or use them to direct efforts.

These studies employ several segmentation bases: usage (i.e., arts atten-
dance, donation size) in six studies, benefits in four and consumer charac-
teristics in three. Usage seems to be -the most useful for PNP publics. Al-
though many other bases are available (e.g., response elasticity), any that
meet Smith and Beik’s (1982) (or similar) criteria would be useful.

Most studies focus on consumers; few concern donors, none concern vol-
unteers nor voters, and none focus on behavior change (e.g., wear seat belts).
In addition to remedying these omissions, segmentation research should move
beyond simply surveying consumers and donors. Rather, it should formulate
and test theories of PNP segmentation; theory development should pay at-
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Unrealistic expectations that marketing can save endangered PNPs may lead
to disappointment and problems with further application—in hospitals (Clarke
1981), universities (Berry and Kehoe 1980) and PNPs in general (Murphy
1980).

In social marketing, implementation problems occur for market analysis,
market segmentation, marketing mix strategies and evaluation (Bloom and
Novelli 1981); this comprehensive discussion is applicable beyond social
marketing. Berkowitz (1981) identifies several similar implementation prob-
lems in health-care marketing.

How marketing helps PNPs. These papers mostly embrace a more pos-
itive perspective. They include discussions of how marketing can help re-
cruit blood donors (Murphy 1985); increase use of community mental health
centers (Flaschner et al. 1977); and increase use of U K. libraries (Coleman
1984). Schurr, Brown and Collins (1985) argue that governments should
adopt marketing to better manage exchanges. Williams (1985) describes how
cable television can solve some NP marketing problems; others recommend
marketing research for Ps (e.g., Katona 1982) and higher education (Murphy
1979). . '

Kotler and Zaltman (1971) show how marketing analysis, planning and
control can advance social causes. Positive examples of social marketing are
found in Fox and Kotler’s (1980) excellent review that covers all the issues
noted here. Several case studies describe how marketing has helped PNPs:
family planning (Farley and Leavitt 1971), a Welsh youth organization (Ford
1976) and the U.S. government’s program to speed diffusion of solar energy
(Krapfel 1980).

Summary. These papers are roughly equally split between three research
types: normative (21)—focusing on how marketing can help PNPs and on
problems in adopting marketing, philosophical (15)—on whether marketing
should embrace PNPs, and descriptive (21)—including the many case stud-
ies. These papers clearly address PNP/FP differences and, for the time peri-
od reviewed, provide an appropriate methodological balance.

However, the question of whether marketing should apply to PNPs has
ceased to be a controversy in the U.S. There have been sufficient case-like
descriptions of marketing’s successful application to PNPs. Future research
should focus on problems of applying marketing in PNPs and on coping
with and adjusting to these difficulties. ‘

PUBLIC AND NONPROFIT MARKETING REVIEWS

As discussed in the Introduction, PNP marketing has been accepted as a
legitimate field of study for several years. Ten years after Lovelock and
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Wemberg (1978) pronounced PNP marketing had‘come of age, it seemed
reasonable to review the PNP marketing literature. Tt also seemed ‘reasonable
to focus our search on the ‘leading marketing _]oumals -and corniférence - pro—
ceedings for, we thought, if a marketing subfield is to have legitimacy, it
should pass t the test of scrutiny b the field’s rev1ew process




in general, all PNP marketing research should pay explicit attention to PNP/
FP differences and focus effort in these areas. We thus develop future re-
search topics for PNP marketing by returning to the set of PNP/FP differ-
ences outlined in the first section of this review.

DIRECTIONS FOR FUTURE RESEARCH

In this section we explore future research directions for PNP marketing.
We focus on two issues: type of research and topic of research.

Research Type

Fields of scientific endeavor progress most fruitfully when independent
groups of researchers focus on specific research topics and empirically test
theoretically-derived relationships. Unfortunately, we find no evidence of
competitive research group efforts in PNP marketing (indeed there is little
in marketing in general) as, for example today, in superconductivity or cold
fusion research. Although empirical testing of theoretically-derived rela-
tionships is the second most numerous research type in our review, 71 ar-
ticles in 20 years scarcely represents significant effort. Researchers like
Chapman and Palda (voting behavior) and Wein rg and colleagues (product
strategy) show the sustained effort that truly advances a field; many articles
we identified are the authors’ only PNP research! Clearly, there should be
more effort in theory testing, but more particularly, programmatic effort on
specific research topics is sorely needed.

In addition, there is little interaction between theory development and re-
lationship testing research streams, despite presence of many testable but
untested hypotheses and propositions in the literature (classified as theory).
Effort in testing these theories, for example, Rothschild’s (1979) hypotheses
on communication effectiveness or Capon’s (1981) propositions on differ-
ences between state- and privately-owned corporations, would be welcome.

As suggested above, we believe detailed literature reviews on subtopics
are important in generating the sustained research effort needed to advance
a field. First, a review brings together in one place the relevant literature;
second, the author should set future research directions that assist other in-
vestigators in setting their own research agendas. We found relatively few
reviews; two recent well-rounded examples are Semenik (1987) on arts mar-
keting and Ross, Frommelt, Hazelwood and Chang (1987) on satisfaction,
. with a health care focus. In the next section we identify specific topics for
.+ research; a comprehensive review is appropriate for many of these.

© We'identified only four methodological: papers (i.e., studies investigating
" ‘Ieasurement, statistics, or ‘ways to obtain and analyze data). Most studies
~_employ methodology developed elsewhere; this is not surprising, given de-
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velopment of PNP from FP marketing. However, we believe some PNP /FP
marketing differences require new methodologies.. For example, to study -
PNP goals and objectives, new methodology. is needed to measure multiple,
subjective and nonfinancial goals. To study the marketing of ideas, causes
and values, methodological work is needed to measure stages in achieving
change and so provide marketing effectiveness data.

By contrast with suggestions for more effort, we believe two popular re-
search types should receive less: emphasis. First, fewer general normative
articles are needed. It is<clear that. marketing-is important for:PNPs; nor-
mative: work should focus on key PNP/FP.differences. Second, we rec-
ommend less descriptive research. As noted above, many testable proposi-
tions and hypotheses are available, or authors can develop their own
hypotheses. :

‘govern "'mf‘cnts are e

512



Cross-border issues are another fruitful research area. Although relatively
few PNPs are active internationally, there are nonetheless some important
multinationals (e.g., United Nations, Oxfam, Amnesty International). We
know little about the marketing issues that confront them nor the issues faced
by countries involved in nationstate marketing for tourism and political pur-

poses.

In addition, some types of PNP are little studied; research is particularly
needed on ideologists, groups trying to change behavior, municipal services
and government organizations.

Exchange. PNP exchanges are more complex than for FPs; they are not
always voluntary and it is often difficult to discern the nature of the ex-
change. An alternative model for PNP marketing is persuasion; in this for-
mulation, voluntary exchange is one of several methods for an organization
to secure the behavior it requires (Fennell 1985). Capon and Mauser (1981)
argue that marketing is a technology for changing behavior; satisfying cus-
tomer needs, the heart of the marketing concept, is one of several persuasive
means available to the organization. .

Research dealing with these conflicting perspectives is needed; theory de-
velopment would be especially valuable, notably to integrate work on com-
pliance gaining with notions of exchange. In addition, there is insufficient 3
research on the interaction between different compliance gaining techniques;
for example, communication and laws.

Organization goals and objectives. Since PNP goals are typically non-
financial, and stated with less clarity than FP financial goals (Hatten 1982),
PNP missions are important for determining strategy. However, mission de-
velopment is complicated because PNPs face multiple interest groups with
different needs; have communication difficulties among board members due
to diversity in backgrounds; and difficulty, due to externalities, in precisely
identifying who the organization affects (Hatten 1982). Mission definition
is particularly important for PNP managers who believe their cause or of-
fering is so good it will sell itself; such managers may fail to develop a
statement of the offering, much less a marketing plan (Selby 1978). Mission
development and modification is an important research area; unfortunately
we know little about these processes, nor about the roles played by profes-
sional staff, trustees and other publics in decisions regarding mission. Only
Hamelman (1970), who recommends that universities set priorities among
goals, addresses mission development. Normative work would be invaluable
to many PNP managers.

PNPs have multiple goals (requiring trade-offs) that are typically neither

objective nor financial. Research is needed to understand how PNP man-
agers make critical tradeoffs between conflicting goals and to extend work

513




on goal-strategy nelatlonshlps beyond a single orgamzauon type (e.g. 'Wal-

1ncorporate the trade-offs and conﬂlcts mhere ;Settmg multlple goals and
objectives:(Lovelock and Weinberg 1978), would be valuable. Finally, many
PNPs (especxally Ps) have eqmty goals (Murray 1975) Crompton and Lamb

shows that segments can be identified (e.g., Bamo:




kopf, Atkin and Bowen 1972 on volunteers and voters). This area provides
a host of research opportunities: how do PNPs make trade-offs among dif-
ferent publics; how do PNPs integrate marketing strategy across publics;
what are the methods for, and implications of, adding/deleting publics; what
processes are available for involving representatives of publics in resolving
conflict and decision-making; what new methodologies can measure the im-
pact of marketing actions on diverse publics and so guide strategy devel-
opment. '

Research on specific PNP publics needs more theory derivation, like Kelly
(1987) on types of museum visitors, patrons and volunteers; also empirical
work should be more theory driven, like Oliver and Burger’s (1979) test of
models for health behavior. Furthermore, most research concerns con-
sumers, donors or voters; future work should include other publics including
taxpayers, recipients of government programs and volunteers.

Offerings. We reviewed offerings research under headings of consumer
behavior, segmentation, communications and distribution, and product strat-
egy and price. Important research questions concern the relevance of con-
cepts and theories from FP research to PNPs. Examples are perceived risk,
cognitive dissonance, opinion leadership and innovators-followers (Murphy
1979). Normative influence on PNP consumers is studied, but there is little
research on social influence effects on other publics—donors, volunteers
and voters. Also, research on consumers could extend to leisure-time prod-
ucts (e.g., parks) and joint decisions (e.g., college choice).

Most offerings research focuses on a single PNP type; it is important to
generalize findings to more types. Similarly, many papers concern one mar-
keting mix element (e.g. communications); research is needed on combi-
nations. (Weinberg (1980) and Cooper-Martin (1990) study all four ele-
ments). In addition, work on distribution and public relations is sparse and
needed.

PNPs that offer services, ideas, causes and values, and public goods face
a host of issues that do not arise for those FPs whose major offerings are
physical goods.

Services. Since services are distinguished from physical goods by intan-
gibility, inseparability, variability, perishability and labor intensity, several
aspects of consumer behavior are apt to differ from goods (Zeithaml 1981).
Since consumers cannot hear, see, taste or touch services (intangibility), it
is difficult to evaluate them. We reviewed many studies of consumer eval-
uation of services (e.g., mass transit—Tybout, Hauser and Koppelman 1978;
health care-—Neslin 1983) but found less work on information search, evoked
sets, adoption and loyalty. Research is also needed on ways to reduce risk;
for example, increasing users’ confidence before purchase (Lovelock and

515



Weinberg 1978), focusing on tangible aspects of service and delivery, and
maintaining a quality-price relationship (Berry 1980).

Since production and consumption occur simultaneously (inseparability),
services cannot be separated from their sources and often have high vari-
ability (Berry 1980). Research is needed on ways to reduce variability. Ser-
vices cannot be inventoried (perishability), so unused capacity and excess
demand are problems (Lovelock 1984). Drumwright and Vernon (1984) de-
velop “synchromarketing” that helps balance supply and demand, but more
research is needed (Berry 1980; Kotler and Andreasen 1987). Many services
require people to provide them (labor intensity) and limitations on replace-
ment of labor with capital hinders productivity increases; research that deals
with increasing cost pressures is needed. Managing service providers is crit-
ical to marketing services and it may be useful to treat employees as internal
customers (Berry 1980); research is needed on transferring marketing con-
cepts and principles from an external to an internal focus.

Finally, service is increasingly important in FP marketing, either as pure
services or as service components of physical products; thus service research
can benefit both ' FPs-and PNPs/ - ' o

" Ideas, causes and values. We found little research on ideologically-oriented
PNPs for whom implementing the marketing orientation is very difficult or
impossible given the mission (Bloom and Novelli 1981). Rather than pro-
vide products and services to meet customers’ latent or expressed desires
and needs as closely as possible (Kotler 1972), PNPs offering ideas, causes
and values can adapt the environment (Pfeffer and Salancik 1978) or modify
people’s behavior (Capon and Mauser 1982) to meet their goals. Research
is needed on how such PNPs can benefit from marketing and how to adapt
organizations to use this knowledge. :

Consumer behavior research is needed on ideas, causes and values. Topics
included are: summarizing product concepts (Bloom and Novelli 1981);
changing established behavior patterns where marketing efforts are unlikely
to be successful (Rothschild 1979); and determining what influences the
thoughts, values or behaviors the organization is trying to change (e.g., Smith
and Scammon (1987) on the decision to exercise). Other researchable areas
are identifying segments based on behavior patterns (e.g., Semenik and Young
(1979) for the arts), and strategies to maintain new behavior over time; Bratic,
Greenberg and Petersen (1981) and Freimuth (1985) argue that mass com-
munication is one approach. Finally, research on laws that are realistic about
expected behavior (Lovelock and Weinberg 1978) would be valuable.

 Because ideas, causes and values. require specific behaviors, consumer
costs are not only monetary but include time, effort, inconvenience and psychic
costs such as fear, pride or love (Rothschild 1979). Nonfinancial costs are
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more difficult to measure but, as noted earlier, have received little research
attention. (Fox (1980) is an exception).

Art objects and ideologies. Aesthetic or ideological products have ab-
stract qualities, nonutilitarian purposes and a holistic nature (Hirschman 1983).
Researchers (e.g., Bamossy 1985; Day 1985) examined consumers for aes-
thetic products, but none considers ideologies. Multiattribute or conjoint models
frequently used for FP products do not recognize these characteristics and
so may be inappropriate (Hirschman 1983). Research is needed to develop
constructs and measurement instruments that take into account the special
characteristics of these products, especially their hedonic and symbolic as-
pects; such research would allow greater use of preference and choice models
(Semenik 1987).

Public goods. Demand determination is difficult for public goods (Os-
trom and Ostrom 1971). First, consumers may distort feedback; to avoid
payment, they may deny they want a service (e.g., better public schools),
but still derive benefit if provided. Second, preferences may be distorted
when government constituencies (e.g., voting districts) do not reflect public
preferences. Third, the value of public goods depends on the extent and
manner of use (e.g., a park’s value is reduced by high usage and loud ra-
dios). Finally, the absence of voluntary exchange for government-mandated
services hinders meaningful feedback on user preferences. Strategies for Ps
may be limited by legal restrictions on introducing and eliminating offerings
(Rainey, Backoff, and Levine 1976). There is little marketing research on
public goods. Preference measures for public goods and choice models that
capture demand distortions are especially needed.

Pablic scrutiny. Public opinion may constrain advertising, promotion and
other activities considered “wasteful” or “inappropriate” (Bloom and Novel-
1i.1981). Press coverage can affect managers’ goals, time horizons and their
ability to recruit people and money. Close press coverage may also com-
plicate competitive responses that require secrecy (Bower 1977). Valuable
research would investigate criteria for wastefulness and inappropriateness
and identify how PNPs can avoid the negative consequences of public scru-
tiny. Also, research might examine the effectiveness of “inappropriate” ac-
tivities and measure the “value” of public scrutiny.

Market exposure. PNPs suffer three general effects as a result of little
market exposure (Rainey, Backoff and Levine 1976). They have fewer in-
centives to reduce costs, operate efficiently and perform effectively; allo-
cations are inefficient because consumer preferences have little influence and
supply does not meet demand; PNPs cannot use market indicators of demand
and market-based measures of performance.
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Consumer behavior, and communications and distribution, were the most
studied research topics. Many studies focused on individual industry sub-
segments (e.g., education, health care, performing arts). Despite marketing-
related differences between segments, the PNP field is likely to advance
more swiftly if focused on differences between PNP and FP marketing and
on similarities within PNP marketing, than from studies with specific PNP
foci.

To this end we organized directions for future research by PNP/FP dif-
ferences. We urge PNP marketing researchers explicitly to articulate simi-
larities and differences from FP marketing for their topics. Most authors did
not, yet such articulation would have two benefits. First, articles would not
simply replicate FP marketing in a PNP context, with little value for ad-
vancing the field, but would concern a unique aspect of PNP marketing.
Second, articulation would assist the generalization of results across PNPs
and distinguish the field more clearly from FP marketing.
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