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ABSTRACT 

 

The attempt of this article is to identify the role of marketing practice in all kinds of 

organization and individual level of the world in building a peaceful world. This 

research shows that all individuals and organizations in society are offering 

numerous tangible and intangible products in solving problems of human in the 

world. Thus marketing as a social process is continuously trying to eliminate 

problems from the society to keep the world in peace. But some shot of unethical 

marketing practice in economical or commercial organizations are creating conflict 

in society as well as the world. In fact, a large number of non-profit social and 

political organizations are also marketing services to control unethical marketing 

practice of these organizations. However, the evolving of brand image of 

marketing is calling for ethical practice of marketing. This research has identified 

that people those who are involved in economic and social activities, all they are 

marketing something for others to solve their problems under a social process in 

the world knowingly or unknowingly using marketing tools. It is observed that the 

cross functional marketing activities of all individuals and organizations are 

involved to rectify the problems of the world.  Therefore, problem free world 

would be a peaceful world. As the conclusion of this study, all individuals, 

commercial, political and social organizations of the world should practice formal 

marketing philosophy in building a peaceful world.  

Key words: Problem, Solution, Product, Conflict, Marketing, World Socio-economic 

Organizations, World peace 

 

INTRODUCTION 

 

World peace is an idea of freedom, peace, and happiness among and within all nations 

and/or people. World peace is an idea of planetary non-violence by which nations 

willingly cooperate, either voluntarily or by virtue of a system of governance that 

prevents warfare. The term is sometimes used to refer to a termination of all hostility 

amongst all humanity. Peace, like many theoretical terms are difficult to define, like 

happiness, harmony, justice and freedom, peace is something we often recognize by its 

absence. In this connection, the cross-functional marketing activities of the world is 
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playing and significant role silently to terminate the problems in society for human 

happiness, justice and freedom. “Marketing is a societal process by which individuals 

and groups obtain what they want and need through creating, offerings and freely 

exchanging of products and services of value with others” ( Kotler 2002). In this view, 

people those who are involved in economic activities are marketing something for 

earning money either individually or in groups of the world. In the broader perspective 

of marketing, offering solutions of problems are the main objective of marketing. 

“Problem free people” means happy people. The anatomy of peace is 

conflict/unhappiness and there is a correlation between problem and conflict. In this 

connection, where problem is solved, peace is keeping. On the other hand, Marketing is 

the planning and executing of the conception, pricing, promotion and distribution of 

ideas, goods and services that create exchanges to satisfy the individual and 

organizational goals. -American Marketing Association (AMA). In this view, all products 

and services are basically ideas which are being served on numerous platforms. Hence, 

marketing means generating new ideas, making and implementing plans to satisfy the 

individual and organizational goals. The other meaning of marketing is building and 

maintaining relationship between two parties or even countries by offering products or 

services, donations, foreign loans technological supports, political supports etc. For an 

example, there was a problem between Israel and Palestine. Syria offers a proposal on 

the basis of an idea to solve the problem to the conflicting countries by highlighting the 

benefits of the offering. When these two countries are convinced on the benefits of the 

offering through communication, they accept the offering as a solution of the problem 

caused conflict. As a result, there is a peace. In this context, the bundle of benefits of 

the proposal is a product, Syria is a marketer, Israel and Palestine are the market, and 

the efforts of convincing the conflicting countries are the marketing communication and 

accepting the proposal is delivering the product. Another major cause of conflict is 

poverty. Marketing system in a society of a country as well as the world is identifying 

needs and wants and inventing solution by setting up cottage, medium and larger 

industries or agricultural farms where employment is generating and poverty is 

eliminating. Thus poverty related conflicts are being solved in the world.  

World-peace is problematic. Because, solving some problems for ensuring problems and 

conflicts free society, new problems and conflicts take place in the societies, countries 

as well as the world. Generally, problems and conflicts free country is a peaceful 

country, similarly, problems and conflicts free world is a peaceful world. In the new 

economy, marketing concept is disseminating at all types of organizations through 

offering different types of offerings to solve the social and economic problems in a 

country. All marketing efforts in the society of any country are product centered. 
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Product means anything that can be offered to a market for solving a problem or a 

bundle of benefits to solve a problem. Sometimes it is said that every product is a 

problem solving packet. Products may be tangible or intangible. Individuals or groups in 

the society offer either tangible goods or services to solve numerous problems 

domestically or internationally. There are conflicts everywhere in the world. In fact, 

problems are responsible for conflicts. The main functions of marketing are to identify a 

problem through conducting marketing research, creating something to solve the 

problem, communication with the group of people those are suffering from the problem 

and finally, serving the solution in the target group of people to solve the problem. 

Conflicts are generating from problems. Suppose poverty sometimes may be the cause 

of conflict which is a major problem in Bangladesh. If the country undertakes such 

programs which will create job opportunities for this group of people, the workless 

people will not make conflicts specially to satisfy their material needs. (Spicker 2007) 

classifies various definitions of poverty into three broad categories according to Material 

need, Economic position and Social relations. These are the major causes of anti-

peaceful world. The marketing system across the world is trying to meet the material 

needs by offering numerous goods, semi durable goods and durable goods by ensuring 

efficient use of limited resources under the public and private industries and 

encouraging individual entrepreneurship. On the other hand, firm products under 

agricultural sector, agro-based industry of a country are marketing by individual farmers 

to solve the feeding problems as well as the world. UN Food and Agriculture 

Organization are undertaking and designing different programs to solve the world food 

crisis related problems. Additionally, low income and little education have shown to be 

strong predictors of a range of physical and mental health problems, Education in higher 

socio-economic families is typically stressed as a more important in topic in the 

household and local community. In poorer areas, where food and safety are priority, 

education can take a backseat. Youth audiences are particularly at risk for many health 

and social issues in any country, such as unwanted pregnancies drug abuse and obesity. 

A large number of government organizations and NGOs are trying to solve these socio-

economic problems designing various projects and programs for creating and delivering 

related services and goods to the nation as a whole.  In abstract, peaceful world is 

dependent on the public and private economic and social organizations which are 

properly marketing their offerings throughout all countries of the world. On the other 

hand, different categories of NGOs are playing an important role to solve the socio-

economic problems related conflicts in the society throughout the world by offering and 

successfully implementing their marketing programs in the respective group of people 

under non-profit marketing. Hence, Marketing is the analysis, planning, implementation 
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and control of carefully formulated programs designed to bring about voluntary 

exchanges of values with target markets for the purpose of achieving organizational 

objectives. (Andresen 1982) On the other hand, social marketing concept is playing 

another important role in the societies by changing the behavior in favor of peaceful 

society. Hence, Social marketing seeks to influence social behaviors not to benefit the 

marketer but to benefit the target audience and the general society. Effective 

campaign of marketing communication can change the human behavior even culture. 

Suppose, communal politics in the world is the most influencing factor of bloody 

warfare. If the benefits of non-communal nation is highlighted avoiding the demerits of 

communal nation in the global perspective, the behavior of a nation would be changed. 

Therefore, this behavioral change might be helpful for peaceful world. Thus social 

marketing campaign is an important tool to bring about positive behavioral change from 

all the social violence and conflicts creating causes related behavior. Political cause 

related violence and conflicts are another major factor of anti-peaceful world. Political 

marketing and political services marketing by complying the terms and conditions 

imposed by UN (non-profit organization for peace) can keep the world peace-oriented. 

Consumer rights concept of marketing are ensuring the consumer autonomy and 

freedom to make the decisions in considering the solutions of the problems offered by 

numerous commercial, political, economical, and other social cause related 

organizations in a country as well as the world. This marketing effort ensures the social 

justice for peace building.  

The role of Media in marketing like satellite television, FM radio, Social Media like face 

book, twitter, Skype, Google, etc. and mobile are playing an important role in 

peacekeeping by changing behavior of the people of the world.  For retaining consumer 

or customer, branding concept of marketing is ensuring the ethical practice and stander 

of living through delivering the right products at the right places and right price. From 

the view point of marketing, around us, everything is marketing and marketing is 

everything (McKenna 1991).  How much the social system of marketing is playing an 

important role in peace building of the world. To get this answer, stop the all marketing 

activities of the world at individual and organizational levels where there is no food, no 

security, no education, no medical treatment, and no relationship among the countries 

of the world and no income generating activities of people. This experiment might be 

the best measuring technique to prove the marketing role in peace building of a country 

as well as the world. At present, using communal feeling in politics, poverty, economic 

position of the countries, human rights, social justice, natural disasters etc. all these 

problems are the major causes of the world conflicts which can be solved by using 

marketing concept. Because all commercial and social organizations are directly or 
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indirectly trying to change the behavior of the people or society as a whole and offering 

problem solutions in favor of a peaceful world. Only problem free society throughout 

the world can be a peaceful world. 

 

LETURATURE REVIEW 

 

Marketing is the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for customers, 

clients, partners, and society at large. (Approved July 2013). In analyzing the given 

definition that all types of organization in the world have specific offerings in numerous 

target groups of people (customers, clients, partners and society). These organizations 

may be commercial, social or political in the world.  They are identifying problems of the 

society and creating, communicating, delivering, and exchanging offering values for 

specific group of people or market. The societal happiness, standard of living and 

problem free society are depending on the cross-functional marketing activities of these 

institutions of the world (Galtung 1964) a founder of peace studies and peace research, 

has proposed the important distinction between “Positive” and “Negative” peace. 

“Positive” peace denotes the simultaneous presence of many desirable states of mind 

and society, such as harmony, justice, equity, and so on. “Negative” peace has 

historically denoted the “absence of war” and other forms of large-scale violent human 

conflict.  In this connection, all economical, social and political organizations directly or 

indirectly identifying the social problems and offering values to solve and satisfy the 

desirable states of mind and society. People became unhappy when they failed to fulfill 

their desire. The cross-functional marketing activities of the world are continuously 

involved in identifying the people’s desire or problems and creating, communication, 

delivering and exchanging solutions by offerings of values to satisfy their state of mind 

for happiness and inner peace. There are some unethical practices in marketing system 

in society but a large number of social institutes like Human Rights, Consumer 

Association, NGOs, government agencies and agencies of United Nations (UN) are 

continuously undertaking marketing programs for various services to prevent these 

practices for desirable society. In fact, branding concept in marketing has evolved to 

discourage the unethical marketing practice for ensuring best satisfaction and making 

desirable society for happiness. In political services marketing, a political organization or 

alliance is winning power by exchanging political product (basic principle + past 

performance + election manifesto) to serve the nation by setting large number of 

government’s institutions. (Datta 2014) These institutions are creating, delivering, 

communicating and exchanging voluntary and compulsory services targeting specific 
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present and potential voter-markets. The executive body of any form of government 

directly or indirectly controlling the marketing activities of all public, private level 

economical, social and political organizations of a country.  On the other hand each 

legislator body or parliament of a state as an institution is creating and offering laws 

targeting certain groups of people to ensure justice, equity and keeping the society in 

peace to solve the problems of society. In this context, every law is an intangible 

product because it has specific benefit in a target group of people (market) and certain 

group of people is exchanging the benefit of laws against an amount of costs like energy 

cost, psychic cost and opportunity cost etc. Each law is introducing for behavioral 

changes in society. (Datta 2014) But this type of exchange is different because of 

compulsory in nature. In broader sense, here is an offer and require two parties for 

making exchange, therefore, this distinctive nature of exchange may be recognized as 

compulsory exchange. all the religious organizations of different communities of the 

world are playing an important role in behavioral changes in building peace. This effort 

is the part of social marketing. In this context, social marketing efforts can play an 

important role in making a peaceful society and keeping world peace because social 

marketing always seeks behavioral changes for keeping the society in peace “Negative” 

peace means absence of war in a country as well as the world.  The major reasons 

behind any war either boarder problems or competition in developing economic and 

military power between two or more countries or inside a country. Different proposal, 

treaty or negotiation can solve the possible war-causing conflicts of the world. A 

bargaining system of marketing process worked in any negotiation especially in 

international marketing and other issues. Here is an exchange mechanism because there 

are two parties, offering benefits of proposal and marketing communicating 

(salesmanship or personal communication) skills for persuading and voluntary 

exchange of mutual benefits. On the other hand social marketing approach and 

marketing communication (personal or impersonal marketing communication) of 

United Nation (UN) can change the unwholesome demand caused conflicting behavior 

for peaceful society highlighting the demerits and threatening results of the conflicting 

demands.   

The World Marketing Summit (WMS) aims at “Creating a better world through 

Marketing” by leveraging marketing knowledge to trigger behavioral change in human 

society. Professor Kotler proposed the application of marketing principles backed by a 

business model to ensure poverty alleviation while meeting MGDs. He states that since 

marketing has already been successful in the case of social products, its role in creating 

a better world will be of no small measure by engendering sustained behavioral change 

in critical areas. (Kotler 2012) Social causes can be advanced more successfully through 
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applying principles of marketing analysis, planning and control to problems of social 

changes like brotherhood, safe driving and family planning. (Kotler & Zalthman1971) 

The social marketing approach applies generic marketing and marketing research 

strategies to the promotion of social programs or products (e.g programs or products 

that benefit society). (Maibach 1993) The academic discipline of marketing faces 

concerns of relevance, which scholars ignore at their peril. These concerns evolve from 

three sources; (1) theoretical disregard of the majority of people in favor of a narrow, 

affluent socio-economic subset; (2) languages of research and practice that dehumanize 

people with whom marketers engage and exchange; and (3) paradigmatic constructs 

that eliminate systemic realities and challenges from consideration. (Hill & Kelly 2014) 

Business polices in developing countries should aim to empower subsistence 

entrepreneurs and consumers, embrace emergent solutions, help build bridges between 

informal and formal economics, and adapt a bottom-up orientation to policy 

development. ( Viswanathan S.S 2012) Stakeholder marketing is slowly coalescing with 

the broader thinking that has occurred in the stakeholder management and ethics 

literature streams during the past quarter century. ( Gene  et al., 2012) 

Non-profit and social marketing represent the most complex and difficult contests in 

which marketing activities are carried out and that the appropriate classification of 

commercial applications is only one simplified variety of this complexity, principally the 

sales of products and services. (Andresen 2012) Marketers, policy makers, and social 

entrepreneurs can harness evolved human tendencies to lessen or even eradicate 

environmental and social problems. From an evolutionary perspective, optimally 

effective influence strategies must work with humans’ evolved tendencies, rather than 

ignoring them or working against them. ( Vicius 2012) Social entrepreneurship covers a 

broad domain, including social enterprise, defined as the use of for-profit strategies by 

nonprofit organizations. Driven by multiple factors, nonprofit organizations have 

increasingly turned to social enterprise in the hopes of funding their social missions. 

(Brett et al. 2012) In the wake of major disaster, it is not only appropriate but also 

beneficial for governments to spend public funds to support official gratitude campaigns 

in response to outside assistance. These assertions are based on results of multiple 

studies on gratitude from both psychology and marketing that show that expressions of 

gratitude can offer both economic and social marketing benefits (Raggio & False 2011). 

Urgent social problems increasingly arise at the intersection of the interests of business 

leader’s policy makers, and consumers. The deliberative democracy offers a fruitful 

approach for understanding marketing’s impact on society by revealing the complex and 

often conflicting network of interests among stakeholders. (Juile et al. 2009) The 

benefits marketing delivers to consumer are similar to the conditions required for 
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representative democracy. This perspective encompasses a broader range of benefits 

them is usually considered in the marketing literature and could provide a possible 

template for evaluating marketing actions (Katherine & Queleh 2008). People have a 

variety of reasons for not aggressing. Some people oppose aggression because it invites 

retaliation, punishment and social disapproval, whereas others do so on moral, ethical 

and ideological grounds. ( Kool & Keyes 1990) The nonviolent predispositions are 

positively related to the value types of universalism, benevolence, and conformity. 

(Mayton, Diessner & Granby 1996) Active nonviolence serves as both a means to 

achieve cultures of peace and represents the end goal of global cultures of peace ( 

Mayton & Daniel 2001). The evolution of Ashoka’s big idea, its role as a driver of social 

change, and the various collaborations and institutions it has helped build and is still in 

the process of building to promote social entrepreneurship. ( Sen 2007) China’s rapidly 

proliferating global interests and evolving political environment have begun to change 

the international and domestic context for its foreign policy making. (Deutsch & Morton 

1993) Outlines a program of what schools can do to encourage the values, attitudes, 

and knowledge that foster constructive rather than destructive relations, which prepare 

children to live in a peaceful world (Christic, Daniel & Barbara 2008). Twenty five years 

ago, the allied nations gathered at San Francisco in the warning glow of victory and 

signed a solemn treaty giving effect to their determination “to save succeeding 

generations from the scourge of war” and to ensure by the acceptance of principles and 

the institution of methods, that armed force shall not be used, save in the common 

interest. (Frank 1970) The process of attitude change underlying man communication 

impact are of two kinds: with low involvement to persuasive stimuli one might look for 

gradual shifts in perceptual structure, aided by repetition activated by behavioral choice 

situations, and followed at some time by attitude change, while with high involvement 

one could look instead for the classic and familiar conflict of ideas at the level of 

conscious opinion and attitude that precedes changes in behavior. (Krugman 1966) The 

media can be an instrument of conflict resolution, when the information it presents is 

reliable, respects human rights, and represents diverse views. It’s the kind of media that 

enables a society to make well-informed choices, which is the precursor of democratic 

governance, it is a media that reduces conflict and fosters human security. It is intended 

for donors, agencies and non-governmental organizations media practitioners, 

governments and others, and conflict managers of peacekeepers. (Howard 2002) To 

face with the task of post conflict peace building, the world’s leading international 

organizations seemed almost predisposed to adopt strategies promoting liberal market 

democracy as a remedy for conflict. Many of these organizations had, in fact, become 

active and vocal proponents of liberal democracy market-oriented economics, or both, 
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at the end of the cold war. (Pairs 2004) Political services marketing is the political and 

societal process of planning and executing of carefully formulated programs designed to 

satisfy the voter market and facilitating the social, commercial organizations and 

individuals through crating, delivering, pricing (monitory cost + time cost + psychic cost 

+ energy cost). and communicating superior services which directly or indirectly benefits  

the  nation  of  a  country  for  the  next election.”  Political Services marketing always 

benefits the voter market not to benefit the political marketers. Therefore, in marketing 

literature, every product or service is a problem solving package.  Hence, problem free 

society depends on marketing activities. (Datta 2014)  

Evolutions in communication technologies have significantly altered the conduct of 

conflict, warfare and conflict resolution. Evolutions in communication technologies have 

changed the meaning of power in international political process and the strategies. 

(Gilboa 2009) Most practitioners assume that media must have the power to influence 

the development of peace in conflict. Environment practitioners and authors assume 

that if media can motivate people to engage in conflict, they must also have the power 

to exert influence in the opposite direction. In the field of peace studies, poverty is 

considered a form of structural violence relating to ideas of systematic inequity, 

discrimination and social justice. Poverty is related to the concept of peace as a form of 

systematic discrimination exercised through power imbalances in society (Bratic 2006). 

Various definitions of poverty are classified into three broad categories according to 

material need, economic position, and social relationship. (Spicker 2007) A campaign 

that mimics commercial public relations, arriving at his conclusion through the example 

of the British government’s War Propaganda Bureau’s successful use of mass media, 

alongside lecture tours and rallies to support armed conflict during World War 1 (Bratic 

2008). In particular, given the present state of the world today, mired in economic 

stagnation, joblessness, government debt burdens, income disparities, health burdens, 

environmental degradation and a plethora of attendant woes, new ideas must emerge 

to address the travails of the times. Marketing is well-positioned to make these 

contributions. In fact, marketing has been evolving since its early days, changing with 

and changing the world around it: from the functionalist paradigm to the marketing 

management paradigm, thereafter setting into the exchange paradigm and the network 

paradigm. Marketing has even embraced the idea of social marketing. (Andaleeb 2012)  

“The theme of World Marketing Summit is clearly stated as creating a better world 

through marketing. Its objective is to bring together global leaders of marketing and 

branding to discuss how marketing philosophies, ethos and insight can work to find 

innovative solutions to some of the challenges of the world”. (Kotler 2012) 
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RESEARCH GAP 

 

It is found in the above sections of literature review that many marketing researches 

have been conducted in identifying different social field of marketing practice in touch 

of problem solving products marketing in society. For example, marketing practice in 

public service, marketing ‘s changing social responsibilities, The growing responsibilities 

of marketing, political marketing, political services marketing, media marketing, cause 

marketing, social marketing for environment, service marketing, relationship marketing, 

education marketing, marketing impacts on society, the measurement of environment, 

media and conflict resolution etc. but no research has not yet been conducted in 

building peaceful world through marketing practice. In the literature review it is also 

observed that marketing concept has been used mostly in commercial or economical 

organizations in creating and delivering tangible and intangible products in society. Due 

to the business flavor of marketing concept, no social organizations are practicing 

formal marketing though they are performing all marketing activities. But in the last 

decade, some social and political organizations of the developed countries are using 

marketing philosophy in achieving their strategic goals. The research fields on growing 

interest in marketing are broadening from commercial organizations into social 

organizations as a new social science. In this context, it is very urgent to study, how 

formal practice of marketing can identify the social problems through offering problem 

solving tangible and intangible products in building a peaceful world. 

 

There are many definitions and branches of marketing such as marketing for commercial 

organizations, marketing for non-profit organizations, social marketing, political 

marketing, political services marketing, E-marketing, M-marketing, Relationship 

marketing etc. but no holistic definition at the broader perspective considering 

individuals economical, social organizations of the world. In this context, a new wider 

definition is demanded to ensure the best use of marketing concept at individual and all 

type of organizations in the world. On the basis of literature review and analyzing the 

different definitions, a new wider definition can be made. Therefore, the conceptual 

wider definition,  

 

Conceptual Wider Definition of Marketing; “Marketing means identifying problems of 

the target groups of people and creating problems solving tangible and intangible 

products to rectify those problems individually and setting public and private level of 

economical, social organizations for the happiness and standard of livings of society in 

the world in order for ensuring the desire states in people’s mind and society.” 
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OBJECTIVE OF THE STUDY 

 

The main objective of this article is to identify the cross functional role of marketing 

activities in  society for building peace and encourage marketing practice at all type of 

social, commercial organizations and individuals who are involved in economic activities 

or any other social activities for building a peaceful world through identifying problems 

and developing marketing programs to solve the problems for ensuring simultaneously 

presence of desire states in minds and society of the world.   

The other objectives are; 

1. To identify the fundamental problems of the world and find solutions through 

marketing practice at all level of organizations. 

2. Encouraging marketing practice in politics as the government of a country is 

responsible to identify the fundamental problems and undertaking services 

generating projects to solve these problems by using a number of government 

organizations. 

3. Disseminating the benefits of marketing practice at all social institutions 

including NGOs of the world who are involved to change the behavior of the 

people for peacekeeping directly or indirectly. 

4. To encourage marketing practice in the life of every individual as s/he is 

developing himself like a product to sell at a higher price in the job 

market/workplace and becoming a good man in the society by changing 

behavior in favor of peace. 

5. To encourage the United Nations for applying marketing polices and strategies 

by identifying the major problems of the world and undertaking programs to 

solve those problems to build a peaceful world. 

 

METHODOLOGY  

 

The identified problem of this study is to find out the cross functional role of the all 

individual marketing and organizational marketing of the world in identifying and solving 

problems from the society for building a peaceful world. Both secondary and primary 

data have been collected in the wake of escalating role of marketing in world peace.  

Qualitative data has been collected from primary sources on a sample of five high 

officials by using justified method under non-random sampling technique from the 

peace-oriented social marketing organizations in Bangladesh as the representative of 

non-profit marketing practitioners through face to face personal interview. The author 
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of this article has personally conducted the interviews and collected qualitative data by 

using mobile device. They are requested to give their consensus on how social and 

commercial organization and individuals’ marketing can play vital role in building a 

peaceful world.  A focus group discussion has been conducted on ten marketing 

executives on a non-randomly selected sample of ten commercial marketing 

organizations of Bangladesh at Bangladesh Institute of Management (BIM) as they are 

the representatives of marketing practitioners. This study is an exploratory research 

design in nature. Theoretical explanation has been used to analyze the qualitative data.  

 

FINDINGS 

 

DISCUSSION WITH FIVE SOCIAL AND ECONOMICAL EXPERTS 

 

Rahman, M. (2015) said that marketing is a commercial term with business flavor. This 

term only indicates the economical organizations and their activities. Human needs and 

wants are the main causes of conflicts because these needs and wants are unlimited but 

the resource is limited in a country for meeting unlimited needs and wants. Marketing is 

a social process where individuals and groups are working in an economic system to 

meet their needs and wants. Thus individuals and groups in the society identify the 

human needs and offer solutions for conflict free happy life. In fact, human beings of 

capitalist economic revolution create inner contradiction and conflicts, but then 

‘market’ creates demands and consumers at times use unfair means to obtain what they 

need and want which causes conflicts in the society. Sometimes people use force to 

meet-up their needs. In this context, political and social organizations have emerged in a 

country as well as the world for ensuring human rights in meeting their fundamental 

needs and equal justice to bring about the behavioral changes in building peace in 

society. Marketing communications in electronic and print media can play an important 

role to bring the behavioral changes for conflict free society. Therefore, the non-profit 

oriented social and political organizations are offering services or products in building a 

better peaceful society like National Human Rights Commission, Bangladesh, all 

Government Agencies, NGOs etc. In this connection, development and peace of the 

society is a synthesis of all individual and organizational activities and performances. 

Your new concept is appreciable in peace-keeping but unlimited needs create problems 

and conflicts always. So marketing is a continuous process of identifying problems and 

creating solutions for ever. After all we can build a better peaceful world through 

marketing practice. In the conclusion, I think marketing is a very wide term, a new 
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definition is urgent to disseminate the concept at all kind of organizations in building a 

peaceful world. 
 

Barman, D.C. (2015) said, According to the father of peace studies Professor Johan 

Gultung, peace is a social goal. The marketing is a social process where individuals and 

groups are involved in this process for ensuring happiness for each other in the society. 

Therefore, here is a relationship between peace and marketing as a social process. 

Keeping the society in peace is a complicated process but it is obtainable by the socio-

economic actors of a country. In fact, problems are the causes of conflict in the society. 

Marketing system is always identifying and solving problems by offering huge number of 

tangible and intangible products because, every product is a problem solving packet. On 

the other hand marketing means building and maintaining relationship between two 

parties. Exchange is the core concept of marketing system. Relationship depends on give 

and take system or exchanges something in the society. All political, economical and 

social organizations like educational, cultural, government agencies, NGOs, citizen 

action groups are involved in peace-keeping through offerings under the holistic 

approach of marketing as the social and continuous process. The social marketing 

always influences the behavioral change by using effective marketing communicating 

system. In this context, behavioral changes are the significantly important for 

peacekeeping. Overall marketing system in the country is continuously trying to ensure 

happy life of the people. There are some conflicts in the society for unethical marketing 

practice but there is no chance for unethical practice in the social concept of marketing. 

Thus the marketing process is everywhere as the global network. I think, if the 

individuals, all kinds of organizations of the world follow the marketing and social 

concept for identifying and solving problems, it would be easier to build a peaceful 

world. In fact, it is a continuous social process. 
 

Rahman, G. (2015) said, marketing involves exchanging of ideas, goods, services or any 

benefits. All these are products. Marketing system in the society can solve any problem 

through creating exchange. So exchange is the core area of marketing. All profit making 

and non-profit making organizations in the society are creating numerous exchanges for 

solving numerous problems for the happiness of the people. Without exchange, no 

problem will be resolved. Interaction between providers and receivers, we can solve any 

problem in society. Every product is basically an idea and idea can solve problems. New 

ideas can meet unsatisfied demands in society. But there could be bad marketing on the 

basis of bad idea in society. In this context social organizations should undertake 

adequate measures so that fundamentalism and destructive ideas cannot be introduced 

in the process of marketing. It should be checked and balanced. He also said, all type of 

organizations together can build a peaceful world.   
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Ahmed, K.A.U (2015) Human behavioral changes are very important for peaceful 

society. Marketing involves bringing about the behavioral changes. Market is a target 

group who are facing specific problem. There are many types of need in society as well 

as a country. Needs and requirements create problems in society. Marketers try to 

identify the actual needs and requirements of markets and to know their behavior for 

identifying how the problems can be solved in better ways to best satisfy them. 

Sometimes marketers try to bring about the behavioral changes for adapting their 

offerings. Marketing is a very important technique and marketing people is very 

important. They should know the behavior of the target groups to best fit their 

marketing tools. For building a peaceful society, it needs peaceful people. When people 

will be satisfied through marketing, then it will be easier to build peaceful society. 

Marketing is everywhere; even we are marketing in our family. In the conclusion, he 

said, marketing practice of the society can be the significantly important technique in 

building a peaceful country as well as the world. 

 

Alam, S (2015) said, market means a group of people who share a similar problem or 

need or want. On the other hand, marketing means continuous serving of products or 

services in solving or mitigating a problem of a group of people or market. Product 

means any utility satisfying goods or services. In this context, all ministries and their 

agencies are undertaking goods and services generating projects targeting to solve the 

specific problems for specific group of people as the non-profit social and political 

organizations in civil society. In this connection, every ministry is working in a multi-

segment market by offering a series of services to solve the national problems towards 

satisfying social/individual utilities. There are many international organizations and the 

departments of United Nations are also offering a large number of social, economical 

and political services to solve global problems in the world. But sometimes unethical 

marketing practice by profit making economic organizations creates social problems. 

This effort should be controlled strictly. In fact, government agencies, NGOs and other 

social and cultural organizations are offering social services to rectify the unethical 

practice of marketing. The Planning Commission of Bangladesh approves different 

projects to solve the problems of specific group of people. In the view point of 

marketing, all these projects for delivering services are to solve the national problems. 

Problem free society tends to a peaceful society. I think the cross functional marketing 

efforts of all organizations in a country, as well as, the world are trying to solve the 

numerous problems to build a better peaceful world. 
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DISCUSSION WITH TEN MARKETING EXECUTIVES OF BANGLADESH 

 

A focus group discussion has been conducted for collecting opinions of some marketing 

executives of Bangladesh in terms of the role of profit making marketing in building 

peaceful world at Bangladesh Institute of Management (BIM) as they work in some 

reputed profit making economic organizations. The author has been played the role of a 

moderator over the FGD. Mobile device has been used to collect qualitative data. The 

Marketing and Sales Manager, C.P. Bangladesh Ltd. said that marketing is a societal 

process. From the beginning of the civilization, many important ideas have been 

marketed by some scholars in the world and behind the present material culture of the 

world, there are marketing of numerous ideas. Basically, every product or service is an 

idea which is being transforming into a tangible or intangible product.  

The Senior Executive, Navana Toyta Ltd. said that whatever is created in the world, it is 

the idea. Democracy for peaceful country is also an idea which has been marketed to 

solve the political problem. He added that democracy is basically market-oriented for 

creating peace in civil society. Socratic was the first idea marketer in ancient world. An 

executive of R.A.K. Paint said that every marketer should offer any product as the 

people need and want in building peace. Suppose what the people need of a country, 

government should do that for peace as the government is controlling all type of profit 

making and non-profit marketing organization directly or indirectly. He also said that all 

organizations should be market-oriented in building peaceful society. It requires 

developing a unified marketing process in the society by all social, political and 

commercial organizations. The executive of Partext Group said that arms business is 

creating conflict in the world. On the other hand, United Nations is using arms for peace 

keeping in middle-east countries and some African countries. He also added that the 

campaigning of discouraging more production of arms is also marketing for peace. He 

said that the merits of marketing are greater than the demerits of marketing in building 

a peaceful world. He also said that conflicts are occurring in marketing due to using 

selling concept, in spite of this, marketing concept always run after peaceful society. The 

marketing executive of Burger Paint said that marketing people know good manner in 

convincing buyers or consumers in society. They can change the buyers or consumer’s 

attitudes, believes and perceptions in touch of peace. In this connection, behavioral 

changes are essential in building a conflicts free peaceful world. He added that the main 

objective of marketing is to best satisfy the target people and the satisfied people can 

build peaceful society as well as the world.  
 

The executive of Pedrello Pump  said that the all individuals and organizations have to 

give more emphasis in identifying the human actual needs and wants and they should 



Management Development: Vol 29 No 3&4, July-December 2015 

A Quarterly Publication of Bangladesh Institute of Management (BIM)       Page | 39  

offer their products in ethical manner for peaceful society. He also said that economics 

seeks the limitations of the resources and marketing makes balance between demand 

and supply of products in society. He added that problems are generating in society and 

marketing is identifying these problems to create solutions as offering products. Thus 

marketing is a social process of peacekeeping in society. The executive of Amin 

Muhammad Group said that all organizations should follow marketing and social 

marketing concept in building peaceful world. He also said that all literate and illiterate 

people are marketing. In this context, all should know the formal marketing concept in 

building peaceful society as well as the world.  

The Deputy Manager of Akij Group said that every country in the world has a different 

culture which affects their demand pattern. He added that the common issue for 

building world peace is disseminating proper educational services marketing. Only 

education marketing can bring about behavioral changes in favor of peaceful country as 

well as the world. Marketing communication is playing an important role in educating 

the society informing how to solve problems in society. At the eleventh hour of the 

focus group discussion, the participants are requested to draw their conclusion 

regarding to build a peaceful world through marketing practice. All they agreed that all 

individuals and the organizations can build a better peaceful world through marketing 

practice. The author of this article as the moderator gave thanks requesting to practice 

marketing at every stage of their daily life in building a peaceful world.   

 

POLICY IMPLICATIONS 

 

1. All political organizations should apply marketing tools and techniques for 

winning power to avoid any political violence for ensuring a peaceful political 

competitive environment where all socio-economic actors like commercial and 

social organizations, individuals’ marketing would be involved in identifying the 

problems of the society to create solutions or products to satisfy the 

simultaneously presence of desire states in mind and society facilitated by the 

ruling political organization in any State. This initiative ensure negative peace 

according to Johan Glutton (founder of peace) 

2. All commercial organizations should avoid any unethical practice to build brand 

equity by offering marketing programs to solve the problems in a society in 

creating and delivering in their overall marketing operations for ensuring 

happiness and standard of livings throughout the world. 

3. All social organizations should indentify social problems by conducting 

marketing research to offer carefully formulated programs to bring about the 
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behavioral changes to prevent conflicts in society.  This effort will ensure 

positive peace. 

4. All individual marketers involving in social and commercial marketing should 

also identify of others’ problems to offer problem solutions for others of the 

society. 

5. United Nations should apply marketing philosophy in designing and 

implementing the problem solving packages to keep the nations in peace in all 

States of the world. 

 

CONCLUSION 

 

This research has observed that marketing is a social process for identifying problems 

from the society to offer problem solving tangible and intangible products in a country 

as well as the world by setting numerous economical, social and political institutions. 

Once upon a time, marketing is being considered as a means of profit earning in 

exchanging physical products. But after publishing the article named “Broadening the 

Marketing Concept” (Kotler, 1969 ) marketing practice is gradually shifting in social and 

political organizations in the world. New fields are creating for practicing marketing in 

society. In the world, there are three levels of organizations engaging to benefit the 

society. They are commercial, political and societal organizations. According to these 

research findings, it is found that individuals and groups are obtaining what they need 

and want through creating, offering and exchanging solutions of the problems for others 

in society. Thus marketing always involves in identifying problems of the people and 

solving these problems by creating benefits generating products. This research is also 

observed that every product is a problem solving packet. Product means any benefit 

offering in society for growing attention, acquisition, using or disposing to solve a 

problem in society. In this connection, people who are involved in socio-economic 

activities individually or in organizations are marketing benefits in satisfying their 

problem generated needs in a country. Thus problems are always solving in this social 

process of marketing continuously in a country as well as the world. But in the capitalist 

country, some profit-making organizations are trying to earn profit by using unfair 

means which causes conflict in society. In fact, all government agencies, social 

organizations (political organizations) are also marketing their services to control their 

bad efforts in keeping the society in peace. On the other hand, for sustainable 

economical, political and social organizations of the world, they are trying to establish 

their brand image by using fair marketing practice. Therefore, unethical marketing 

practice is discouraging and ethical marketing techniques are encouraging gradually in 
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society of the world. The conflict and problem free world is a peaceful world. On the 

other hand, United Nations (UN) are also identifying world problems and undertaking 

numerous programs to solve those problems to keep the world peace through social 

marketing process. As the marketing system is eliminating problems from the world by 

the cross functional marketing activities of all individuals and organizations of a country 

as well as the world, it would be concluded that marketing practice at all levels in 

society can build a peaceful society.  
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