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ABSTRACT

Almost 50 years ago, Professor Converse called for
the re-integration of distribution activities into the
domain of marketing. Despite repeated urgings of the
past five decades, the chasm between the physical
and behavioral aspects of marketing continues to
widen. This manuscript provides a review of the
literature in the years following Professor Converse’s
landmark speech, explores the past and present
treatment of physical distribution and logistics
activities in the publications, conferences, and
classrooms of marketing, and once again calls for re-
integration.

In 1954 Paul D. Converse delivered a speech entitled
“The Other Half of Marketing” to an audience primarily
interested in the distribution of products (Converse
1954). In his speech, Converse pointed out that at its
most elementary level, marketing involved only two
groups of activities. The first group involved those
that were promotional in nature and included such
things as buying, selling, creating desires and the
demand for goods, and the transfer of the title to
goods when they were sold. The second group was
those that were distributive in nature and included
such things as the physical handling of goods, the
storage of the goods as necessary, and the
transporting of goods. Professor Converse reported
that marketing academics and practitioners had paid
a great deal more attention to promotion activities
than they had to distribution activities during the first
50 years of marketing’s existence.

The Converse speech was important for at least two
reasons. First, it pointed out that 50 years after the
domain of marketing had been defined, the
development of knowledge had not advanced evenly
across the discipline. In the area of distribution
functions, the contributions made by marketers had
been extremely limited. Second, the speech might be
identified as the specific point in time during which a
group of activities devoted to demand satisfaction
began to emerge as a new, independent discipline
(Drucker 1962; Bartels 1962; Bowersox 1969; Jones
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1977; Lambert and Cook 1983). Now, almost 50
years since Professor Converse’s speech, the schism
between the demand creation and the demand
satisfaction activities of marketing appears to be even
more pronounced.

Despite their best efforts, these authors have
apparently failed to rekindle the interest of
mainstream marketing scholars in “The Other Half of
Marketing.” One need only scour the marketing
discipline’s primary journals, conferences, and
textbooks to realize how neglected the topic continues
to be.
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