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Abstract:

We propose a novel perspective on positioning by identifying goods and services first as market objects and then as marketing objects.  As part of their normal marketing activities marketers position market objects and thereby provide means for other market actors to evaluate differences and similarities across an array of goods and services.  Hence, marketers help disentangle goods and services in a market space, so formatting them as market objects.  At the same time, marketers tend to make references to cultural and material dimensions in the worlds of producing and consuming goods and services, thereby re-entangling these market objects in the worlds beyond the market and re-formatting them as marketing objects.  Drawing on an actor-network theoretical lens, we develop our argument to show that positioning refers to many ‘others’; producers and consumers as well as those objects which the market and its calculating frame ignore.  We extend our reference beyond market objects through the marketing object to those others, which necessarily are poorly-defined, and which suggest complex, contentious and rich alternatives to a market’s frames of calculation 
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1. Introduction
This paper reinterprets and develops the established marketing concept of positioning (Ries and Trout, 1981) from the perspective of actor-network theory (ANT) (e.g. Callon, 1986; Latour, 1987; 2005; McLean and Hassard, 2004).  We aim to highlight the role of marketing objects in market exchanges. By ‘marketing object’ we mean the object of exchange that combines traces of both buyers’ and sellers’ respective worlds, carrying the possibility of ‘others’ into the market space. 
We have two reasons for seeking to reclaim a central role for the marketing object.  First, we identify an unresolved tension in marketing management: whether marketers and end users are interacting with each other through the positioning of the marketing object or whether they engage with each other in a direct relationship that is only weakly mediated by the object. Since the late 1980s, marketers have developed a strong belief that the role of marketing is in persuading organisations to become market or customer facing (for instance, Kohli and Jaworski, 1990; Narver and Slater, 1990; Jaworski and Kohli, 1993; Day, 1994; Harris, 2001; Coviello, Brodie, Danaher and Johnston, 2002; Ellis, 2006; Grönroos, 2006).  This laudable ambition of establishing a close relationship with the customer is made more complicated given the recent perspective developed in market studies that relationships between producers and consumers, buyers and sellers emerge in markets, seen as social spaces, and are mediated by objects (Callon, 1998a, 1998b; Callon, Méadel and Rabehaisoa, 2002; Callon and Muniesa, 2005; Beunza, Hardie and MacKenzie, 2006; Cochoy, 2009).  The implication is that relationships between producers and consumers, buyers and sellers, are enacted or performed in market spaces and can only be indirect as they are mediated by a market’s objects (Kjellberg and Helgesson, 2006, 2007; Araujo and Spring, 2006; Araujo, 2007). 

Our second reason for revisiting positioning from an ANT perspective is because through its origins in science and technology studies, research in the tradition of ANT has been concerned with the interactions of human and non-human elements in the description of action (Callon, 1986).  In doing so, ANT can help marketing researchers examine market actors’ intricate networks and interactions, which are necessary for buying and selling to happen.  ANT draws our attention to producers, consumers or end users, market intermediaries, the networks of diffusion, and, crucially, the objects to be bought and sold, imagined, projected and positioned in markets (Callon, 1999). While work on exploring elements of networks of markets has just begun (see for instance the Marketing Theory Special Issue on Market Practices and Market Forms 2008), we take the marketing object as our focus of attention. 
Taking a lead, but in a critical manner, from the long-established research into boundary objects – Zeiss and Groenewegen (2009) review the concept’s ‘career’ in science and technology studies and organisational research – we argue that marketing objects mediate a market’s relationships and practices so that market actors acquire their powers to act of and through the object. Unlike the market object, the marketing object retains its connections with the worlds of production and consumption, despite efforts of market actors to turn it into a ‘disentangled’ market object (see Table 1 for a list of this and other key concepts). Further, marketers’ practices involve influencing markets through marketing objects, which we demonstrate with the example of marketers’ positioning practices.

Our argument develops as follows. In Section 2, we set the scene by presenting an example of a mundane marketing object caught up in marketers’ positioning and repositioning activities, and its movements through production, market and consumption.  Building on this example, we present our theoretical argument in three steps.  Section 3 investigates marketers’ positioning activities as weaving and un-weaving markets through their calculating/disentangling practices on the one hand and their entangling practices on the other. In Section 4, we argue that the concept of framing captures marketers’ positioning practices more effectively than does calculating, such that markets’ boundaries become active because they are envisaged as being likely to fail.  In Section 5, we address the impasse of calculation and non-calculation, of disentangling and entangling, inherent in marketing practices, shifting focus from the market and its boundaries to the identity of marketing objects and their roles in and around a market’s boundary.  Section 6 concludes.
-------------------------------------PLACE TABLE 1 HERE---------- ----------------------
2.  An Example of a Marketing Object:  Weekend Newspapers become Newspaper-DVD Hybrids in the UK and Ireland
2.1 Hybrids

Callon et al. (2002, pp. 206-207) discuss how a producer of orange juice repositioned the product by altering the juice’s recipe, including making it sweeter, describing it as an instance of ‘reconfiguration of socio-cognitive apparatus’.  The producer addressed the problem of communicating the juice’s new quality to consumers in an ‘exemplary’ manner by ‘reactivating the network in which customers were immersed’.  The producer bundled the redesigned orange juice with a PokémonTM toy and so positioned it in a market space and within two cultural references, of families consuming fruit juice and of a children’s television programme.  Instances of positioning practices are legion, but typically only discussed with reference to their managerial significance rather than their significance for market actors in shaping markets.  
 Since 2005, (especially weekend) newspapers in the UK and Ireland have often been sold with free DVDs of movies.  The case differs from the orange juice/Pokémon hybrid because of its disorderliness, of many newspapers adopting the same approach at the same time.  Our interest in tracing through the case’s implications is in identifying the boundaries of the market for weekend newspapers in the UK and Ireland and in studying how marketers’ positioning efforts define and simultaneously undermine these boundaries.   
National newspapers in the UK and Ireland are few, and fewer still when seen as organised into niches of three or four titles.  They have strong cultural identities associated with well-known and long-established editorial policies.  There seem to be two tendencies.  First, with each newspaper introducing the bundled DVD movie, marketers’ plans of changing position appear chaotic because each product is potentially seeking a new relative position against others in its niche.  Second, the newspapers already have strong cultural positions in the minds of consumers through their long-established editorial policies.  Attaching a DVD would seem both a weak addition if the aim is to change the position, but also a highly visible manifestation of an established position if the movie is in sympathy, culturally, with the newspaper’s editorial position. 

When in early 2005 newspapers began including DVDs of movies as a free extra, especially at weekends, it transformed the newspaper into a newspaper/DVD hybrid.  Brook (2005) reported that ‘In the first week of October [2005], national newspapers gave away 10 million free discs, while on the high street, consumers bought just 3 million’.  Brook peppers his discussion with ‘frenzy’ and ‘give-away madness’, depicting customers as tearing away the DVD part of their newspaper-DVD hybrid and throwing the newspaper part away, unread.  Movies seem to be a more effective way of emphasising editorial positions than previous promotional hybrids, such as travel offers or music compact disks.  The newspaper/DVD hybrid develops a position against its rival newspaper/DVDs.  When comparing each newspaper/DVD on a particular day along a limited number of dimensions in a market space, it is being considered primarily as a market object.  But it could also be considered as a marketing object, in which its position is with respect to production and consumption. 

2.2 Porous Boundaries

From a production perspective, there is little connection between a newspaper and a DVD except that both can be “culturally loaded”.  Movies as DVDs are acquired from another production process and added in (or cover mounted).  But the free DVD, or rather the weekend newspaper/DVD hybrid, has to be meaningful to its buyers as an object that can subsequently be consumed, reproduced or used in order to be valued and to provide a basis for purchase.  So the newspaper’s producer seeks to provide an insight into its buyers’ identities and cultural worlds, and the marketing manager has to anticipate how the weekend newspaper/DVD hybrid is perceived and subsequently used by consumers.  In terms of positioning, the object works as a market object (as a good in comparison with other newspaper/DVDs in a market space) only if it works as a marketing object (as a product with cultural attachments, including references and associations through which newspaper’s buyers develop meanings in their cultural worlds). 
A free DVD with the Observer newspaper on the 9th April 2006 was ‘Don’t Look Now’, initially released in cinemas in 1973 and re-released in March 2001.  The hybrid character of the newspaper/DVD was deepened as the newspaper included a film review (as if the film was being re-released in cinemas) and an article discussing the significance of the film in part through interviewing the film’s director (O’Hagan and French, 2006).  The DVD had significant consequences for the production of the newspaper, so was not simply cover mounted.  It also anticipated its readers’ consuming of the weekend newspaper/DVD, deepening the established cultural entanglements and identifications (its position in the minds of consumers) rather than unsettling the other newspapers that constituted the market.

The newspaper/DVD hybrid is less ‘exemplary’ than the example of the orange juice/Pokémon toy described by Callon et al. (2002).  This is because the newspaper itself is associated with an editorial position that is well established and difficult to change, and which contributes to it readers’ habits.  If the ‘bundled other’ – here the DVD – is to be treated as a practical and significant instance of repositioning, it would have to draw potential buyers of newspapers away from their established cultural attachments. If, as with the example of the Observer including reviews about ‘Don’t Look Now’, the DVD deepens and strengthens the newspaper’s established cultural positioning, it makes it still harder for new buyers to become attached.  A greater attachment of current buyers may though be of some value to a newspaper’s advertising customers.  
2.3 Cutting the Network?
By being less than exemplary, the case of newspaper/DVDs serves to illustrate our concepts of market and marketing objects most effectively, especially in relation to a market’s boundaries. Products become market objects by cutting their connections to the realms of production and consumption when they move into the market space. Cutting – or disentangling – requires that market boundaries be stabilised temporarily. However, the newspaper/DVD is one of many examples where positioning works because connections to ‘outside’ the market are being continuously made rather than cut. We adopt the phrase ‘marketing object’ to identify an object that is, simultaneously, a market good in the market space and a product in the worlds of production and consumption, so signalling the existence of dynamic, porous and contentious market boundaries. 
Boundaries are dynamic because, first, actors’ practices of positioning goods in markets can often secure only vulnerable positions because they concern sellers and buyers developing practical theories about one another, which are mediated by the marketing object.  The critical referents (‘each other’) are prone to change and be changed.  Second, by seeking or changing a position, actors relinquish their grasp of the object and show that it is for a period of time a market good, in which positions are negotiated in relation to other market goods.  Third, for positioning to work, buyers and sellers should retain an interest in the respective production and also reproducing or consuming activities of each other – their cultural attachments.  Positioning can involve proposing new dimensions of products, rather than adjusting dimensions to which buyers are accustomed (for instance, the sweetness of orange juice, or an extension of journalism in the form of additional newspaper supplements).  New dimensions are means of comparing goods across a market, but also new means of attaching the good to the realm of consumption. 

2.4 Marketers Positioning Marketing Objects

This example suggests that through positioning a marketing object, marketers at once provide means of calculating differences and similarities with other market goods, which helps to disentangle the objects, but do so with reference to the cultural worlds of consumption and often production, thereby re-entangling the object in these worlds.  Marketers are involved in reweaving ‘during the night’ those arrangements undone by the market ‘during the day’ (Callon, 1998a, p. 43).  Indeed, weaving and “un”-weaving – or entangling and disentangling – are likely to be contemporary marketing activities. Marketers’ positioning practices can simultaneously have supportive and also disruptive consequences for the calculative order of markets. 
3. The Market Object, Calculation and Market Boundaries 
McLean and Hassard (2004) argue that inclusion/exclusion is a distinguishing characteristic of ANT.  The same holds for an actor-network interpretation of markets.  Markets are spaces in which actors transform products into goods especially by taking advantage of markets’ calculating capacities. A product ‘is an economic good from the point of view of its production, circulation and consumption’ whereas ‘an economic good implies a degree of stabilisation of the characteristics that are associated with it, which explain why it is in demand’ (Callon et al., 2002, p. 197).  Thus, for Callon and colleagues, markets transform products into goods temporarily by making them comparable with one another along a number of dimensions because goods are susceptible to calculative efforts by buyers and sellers by means of dimensions or qualities.  In discussing Garcia’s (1986/2007) study of a strawberry market, Callon (1998a) argues that the market-maker invests means of grading that, together with material and procedural devices, create a market with distinct boundaries within which a comparison between goods – or calculation –becomes possible.  Relatively stable boundaries are necessary for market actors’ work in making some market objects commensurable with one another while also excluding and so making incommensurable some other market objects.  
Calculation acts only on some dimensions, aspects or characteristics of goods, with other (potential) dimensions overflowing (Callon, 1998b).  Further, the dimensions are not inherent qualities of goods but rather sorting and ranking relations, which are jointly properties of markets and goods.  The residuals, overflows, or exclusions from a particular market include objects that remain unconnected with those that are in the market. Also, other feasible techniques of relating and ranking, which could both produce other dimensions and so confer the status of market good on other objects, are excluded.  

If markets are calculating devices (Callon and Muniesa, 2005), their boundaries appear as passive residuals of those calculating activities that simply mark the condition of overflowing (or exclusion).  Market boundaries are temporarily stable; they are determined as a consequence of the calculations undertaken within, as objects in their versions as goods are continually qualified and re-qualified, related and re-related, ranked and re-ranked. As our newspaper/DVD hybrid example showed, marketers will regularly attempt to alter other sellers’ and buyers’ calculations by introducing new dimensions, which they anticipate ‘will count’. 

Strathern (1996) introduces the idea that boundaries are one means of ‘cutting the network’, as an intervention with temporary effects. Disentangling implies overflowing, such that objects including concepts and formulae are not rejected and so consigned to the realm of the meaningless.  Respectively, overflowing implies that cutting the network is incomplete and temporary.  Dis-entangling indicates that the excluded, the residuals, are dormant and can return and unsettle the calculative activities that produce markets, with techniques such as those discussed in Section 2 above, of sellers proposing new dimensions of goods to be taken into account.  


To illustrate this section’s discussion with the newspaper/DVD hybrid, by bundling a DVD with a newspaper, marketers introduce a new dimension to be taken into account in buyers’ market calculations. Where previously “what counted” was the editorial content of the paper and maybe its price, bundling could be seen as reshuffling the market – and hence redrawing the market’s boundaries – by including or excluding goods or dimensions of goods that were previously excluded or included. For instance, buyers who had not considered purchasing a particular newspaper could now include it in their market calculations if the movie represents a dimension that makes the hybrid in the buyer’s eyes “comparable” and “preferable” to the other newspaper the buyer would customarily purchase. As a calculating device, the positioning practice of bundling did not work very well.  The bundling was simply imitated by all newspapers concerned and soon taken for granted by buyers, especially in cases where the cultural attachments of the DVD were aligned with the cultural attachments of the newspaper. The more interesting cases were those where the attachments were mis-aligned or where buyers stepped out of the market, so to speak, to act as consumers and not as calculating agents. For instance, Brook (2005) alludes to situations where buyers did not perform the market calculations envisaged by the newspaper marketers, but simply discarded the newspaper part of the hybrid to the advantage of the DVD part.  Buyers acknowledged the new dimensions but unsettled the marketers’ calculations by anticipating their own cultural attachments in their consumption worlds. 

On the basis of conceptualising markets’ boundaries as passive markers of overflows, we develop Callon et al.’s (2002) distinction between goods and product, as, respectively, market and marketing object.  Market objects are a formatting of objects that are performed by the calculative capacities of buyers and sellers in markets, and are relative to other similarly formatted, and hence are relative too to the formulae and concepts used as common basis for calculation.  Marketing objects, by comparison, have lives “outside” the market and social lives at that.  From a calculative perspective, markets help disentangle market objects momentarily by allowing them to be compared with other market objects.  Marketing objects retain their entanglements with producers and also anticipate being entangled with consumers. Market boundaries mark disentanglements and help to distinguish goods from products, market from marketing objects, however fragile the separation. 
Following Callon et al. (2002) and Slater (2002), marketers appear sometimes to understand their objects to be of a market and so join in the jostling and recalculation to change that good’s ranking or positioning, and at others to be of marketing and try to unsettle, undermine or circumvent a market’s calculation game through introducing or highlighting (broadly cultural) attachments.  The likelihood is that marketers are establishing passive boundaries for markets through proposing means of comparison in their positioning efforts and so allowing for calculation, and unsettling these boundaries through bringing new or formerly excluded dimensions (such as a newspaper supplement) and objects into the market space.  To understand how marketers can at once help create market boundaries and undo them – weave and unweave markets, to go back to Callon’s analogy – we have to go further than the disentangling/overflowing argument.  The next Section will introduce framing to explain why market boundaries tend to be porous and active and thus allow marketers’ positioning and repositioning efforts to make sense in the worlds of the market and consumption.
4.  The Marketing Object, Frames and Boundary Reflexivity  
Rather than passively signalling the residual and the excluded, Callon (1998b) supports his discussion of overflowing with the more active sense of boundaries as objects of reflection and practice similar to Goffman’s (1971) notion of frames.  Callon’s addition of frames as a further boundary concept seems at first incongruous.  If markets are calculating devices, boundaries have passive residual properties and no other concept is required.  But Callon admits that because disentangling is never finite, overflows always threaten to re-enter the market. Likewise, we expect that a market’s boundaries will be contested through marketers’ positioning and repositioning its objects.  The means of calculation in the weekend newspaper market were contested by bundling a DVD with the newspaper. Contesting the means of calculation necessitates a reflective awareness of the market boundaries by the actors; actors engage with the question of marking the space as well as with acting in the space (Slater, 2002).  Frames imply that market participants anticipate markets and the movements of objects through markets by being reflexive of market boundaries (Kjellberg and Helgesson, 2006).
Framing shows the instability of markets as calculating devices and market boundaries as passive markers of overflows, and the impossibility of disentangling its versions of good and product. As Slater (2002, p. 242) put it:
[F]raming ‘extricates’ agents and entities from the networks of interaction in which they have achieved some kind of social existence, in order to ‘push them onto a clearly demarcated ‘stage’’. However, like a prop or an actor placed on a theatrical stage, these entities retain their links with the outside world (as do all the actors, or audiences); indeed… it is hard to see how any entity could continue to be meaningful on stage or in the market without continuing to draw on its ‘cultural’ meanings. 

In this sense, markets are collaborative performances, and the significant boundaries are those between being on-stage and in the green room, to use Slater’s dramaturgical metaphor. Marketing objects have a life in both areas.  Korcynzski and Ott (2004) hint at instances in services interactions where the buyer and/or the seller contest the market framing that underlies successful market exchanges. Where contests happen, inclusion and exclusion are thwarted and calculation is frustrated.  The market boundaries do not work because the dual identity of the marketing object as good and product becomes visible. The overflows do not flow “over” a boundary anymore.  Rather, the boundaries become porous and lose their function of keeping on-stage and back-stage distinct even temporarily. 
If porosity emerges, calculation as the comparison of goods in a market space becomes impossible. We argue that “non-calculation” due to overflows that cannot be contained by boundaries is often provoked in marketing management, especially where producers and consumers recognize and anticipate one another as participating in the market. 

In their attempts to at once ‘frame and individuate’ (Slater, 2002, p. 238) – or position and differentiate – marketing objects for consumers, marketing managers endeavour to create ‘an object that already contains us since we have been incorporated in it by a thousand techniques from the moment of its production’ (Hennion and Méadel, 1989, p. 208). Marketing managers work with a menagerie of research tools, such as instruments that seek market insight and future projections, or ‘centres of calculation’ (Callon and Muniesa, 2005).  But by continuously attempting to singularise objects for consumers, by referring to worlds of consumption as well as comparing goods across a particular market, marketing creates non-calculation where frames overlap, boundaries dissolve and networks are ‘uncut’. We showed in the previous section that if marketing objects are seen solely as goods, disentanglement is possible and overflows can be temporarily disregarded.  Buyers and sellers will act together in observing the rules of the spatiotemporal frame that is ‘the market’ and calculate the goods contained by it through the means of comparison suggested by this frame.  
Yet, referring to meanings outside the market frame and thus creating the conditions of non-calculation is a normal consequence of positioning goods in a market frame.  In our example, by attaching a DVD to a newspaper, marketing’s elaborate means of calculation can quite easily be directed strategically to the purpose of creating further cultural attachments in order to make others’ attempts at calculation that much more difficult. Simakova and Neyland (2008) argue that attachments can be by means of ‘compelling stories’, which is well-known to practicing marketers when positioning marketing objects.  So the network of events that starts with calculating, be it among buyers or sellers, or their agents, spills over not just into further calculations but into more durable and so productive worlds characterised, in part, by a large “residual” of non-calculation.  Following Slater (2002), the newspaper/DVD hybrid only makes sense ‘on stage’ in the goods world by continuing to draw on its cultural meanings ‘off stage’ or in the consumption world.  

To summarise, this section has moved our discussion from a situation of goods being positioned and made calculable in the market space to a consideration of how positioning draws at once on market and non-market frames.  Marketers contribute to formatting markets and marketing objects.  They qualify and dis-entangle objects to position them as goods in markets while at the same time retaining a product’s entanglement in its production and more importantly in anticipation of its subsequent use. The marketing practice of positioning aims at moving an object into markets, making it comparable, and moving it out of markets into consumption worlds, so to speak.  However, our discussion of frames and subsequent non-calculation has shown that positioning calls into question the very boundaries it is supposed to reinforce through highlighting, rather than hiding, residuals and overflows.  In the following section we propose an advance on Slater’s (2002) argument, such that the multiple frames can at least be stabilised if the marketing object has boundary qualities.  

5.  The Marketing Object’s Boundaries: Same and Other in One Object
It may be argued that the achievement of market objects (goods of exchange, of buying and selling) and marketing objects (products of making and using) are manifestations of boundaries that are sufficiently stable so as to warrant little further investigation.  We could consider marketing objects to be instances of boundary objects as both concepts shift the boundary from its residual role in the discussions of calculation, and from the reflexive role in discussions of framing, to centre stage (Sapsed and Salter, 2004).  But we face the same tension as identified in the approaches of calculations’ residuals and of frames.  Marketers want an object that is qualified and identified in relation to other objects, disentangled from production and pending re-entangling in its use.  Marketers also want marketing objects by emphasizing the continuing connections and entanglements with production and use. 

As discussed in Section 3, in the calculating sense, entanglements do not matter a great deal to the market as they spill-over from markets and market objects and become residuals.  Buyers and sellers should be content with a high degree of ignorance about how goods are translated from production and how goods are subsequently translated into consumption.  While Callon et al. (2002) envisage a career for objects, including transitions from objects of production to objects of buying and selling to objects of consumption, there is very little discussion of these transitions.  Yet, our discussion of frames has shown that marketers could not be effective if they allowed the “network to be cut” by market boundaries in the passive, residual sense.  The marketing object incorporates the market object and cannot therefore be ‘othered’ by market boundaries, even temporarily.
We see the marketing manager’s positioning activities as being essentially ‘about keeping things open’ (Callon and Law, 2004, p. 730) in relation to the marketing object. It has to be imagined by both producers and consumers, thus contain enough ‘functional blankness’ (Brown and Middleton, 2005 p. 705) to be accommodated into multiple frames, and to contain multiple potential ‘others’. Marketing managers can use attachments to format the marketing object as a virtual object for consumers to project into their individual cultural worlds. 
We are uneasy about applying the established concept of boundary object to our analysis, although it provides a helpful starting point.  Unlike the boundary object, the marketing object (qua marketer’s positioning efforts) simultaneously creates and undermines a market’s boundaries. Boundary objects have emerged from Latour’s notion of ‘the ‘immutable and combinable mobile’ (Latour, 1987, p. 227), of objects that are able to move around flitting from one set of meanings, relationships and networks into the next, but at the same time holding their shape, in the physical, geographical and relational senses.  Star and Griesemer’s (1989) point of departure was to question how objects originate and coexist in different social worlds at the same time, while retaining some sense of coherence: 
Boundary objects are objects which are both plastic enough to adapt to local needs and the constraints of the several parties employing them, yet robust enough to maintain a common identity across sites. They are weakly structured in common use, and become strongly structured in individual-site use. (p. 393)

A boundary object, in the sense of Star and Griesemer (1989), is probably somewhere in between our depictions of market and marketing objects.  As a market object, the boundary quality becomes stable and trivial.  As a marketing object, marketers undermine and de-stabilize the standards upon which boundaries and their objects depend.  A marketing object is more stable than a boundary object because it is over-determined as a good in the market by being positioned and differentiated from competitors’ goods.  It is simultaneously less stable than a boundary object and under-determined by being a “virtual” object upon which consumers/users can create their connections, interpretations, shapings and uses.  Fluid and not fluid at once, the marketing object’s identity can only be described as ‘slippery’.
We argue that the core marketing activity of positioning cannot be fully grasped without understanding the conjunctions of boundaries and marketing objects. Carrying the boundaries of the market in it, a marketing object does not provide closure but merely contains the potentially boundless expansion of the networks of which it is an element. 
Significantly, the ‘possibilities and transitions’ (Engeström and Blackler, 2005, p. 326) inherent in the object imply that the object is partially shared, fragmented and often disputed during its movements by those with interests in it.  In the case of a marketing object, the interested parties include producers, sellers, buyers, users and other market intermediaries. This also explains why marketers’ positioning efforts always happen in the face of ambiguity and uncertainty, for the marketing object may propose yet does not delineate the potential networks or interpretations consumers may enrol it into. Objects are vulnerable to dispute, negotiation and renegotiation between market actors and to be used in ways unintended when transferred from actor to actor. 
The art of positioning is to preserve the under-determination of the object while at the same time stabilising it through the marketing apparatus, thus placing the object in a network of relationships that includes other objects as well as consumers. In our newspaper/DVD example, while these networks of relationships were deliberately shaken up through marketers proposing different qualities and seeking to detach buyers from their established or intended purchases, marketers seemed to carefully avoid disjunctions. 
Thus, while not strictly speaking of a boundary object, the newspaper/DVD hybrid is a marketing object with boundary qualities.  It is over-determined because it is loaded with significance and difference in its positioning: “this is how we are not like other newspapers; we are classy and cultured because ours is an Arthouse movie”. Simultaneously, it draws the consumer into its production world by cutting across media to the film review section of the newspaper. It invites consumers to differentiate and qualify themselves in their use worlds along the same lines as the paper differentiates and qualifies itself in the goods world: “if you buy this paper you are classy and cultured, not like those other people who buy competitor newspapers with chick-flick DVDs”. These are all instances of calculation, carried out by producers and consumers and framed with reference to goods. 
At the same time, this marketing object is under-determined because despite – or because of – the marketer’s best positioning efforts, consumers do not have to accept the invitation the goods framing presents. They can acknowledge, (mis)interpret, ignore or indeed subvert the difference that is inbuilt in the goods world.  They can recognize, overlook or ridicule the self-reflexivity of the production world, and they can translate the marketing object into their own networks and attachments, making new dimensions “count”.  They can watch the DVD on a quiet Sunday afternoon, imagining conversations with friends or colleagues about the movie in question, leaving it in prominent view of visitors or indeed hiding it because of its (lack of) production value.  Or they can discard it together with the paper wrapping and conclude that this wastage shows a lack of concern for the environment by the publishing house, hence casting a glimpse into and commenting on the production world. 


Callon (1998b) acknowledges that situations such as the one in our example are more ambiguous than his notions of disentanglement, framing and overflowing can accommodate. In the process of exchange, one world in which the marketing object may exist (such as the world of consumption) becomes the object of calculation to another, thus potentially leading to an infinite regress. It is the merit of the dual market/marketing object’s boundary qualities to put a temporary halt to this process. It does so mainly in the market frame by displaying an exchange value alongside its use and production values, thus ultimately allowing for calculation to take place before the networks open up again. 
In summary, the marketing object is at once defined in calculating terms (as a market object) as well as in cultural terms.  It “makes sense” in the market frame as well as attached in the various production and use frames, and it erects the very (market) boundaries that it simultaneously undermines through its entangling “outside” the market. Slater (2002, p. 248) notes that ‘markets define themselves to the extent that they can stabilise objects, but every attempt to do so invokes meanings and processes that threaten to re-open the market structure’. To his perspective, we add that marketers define marketing objects and that the objects inter-define one another to the extent that they can stabilize a market frame, but their very attempts to do so necessarily re-open the market frame by reference to the object’s cultural entanglements. Most of the time, the market ‘works’ because as a good, the marketing object, has a great deal of its entanglements ‘othered’ temporarily as a consequence of joining the market’s array. Yet, these ‘others’ are still contained in the marketing object, even if only as a possibility. While Callon’s market good corresponds to a calculated state, our marketing object corresponds to a process; a recursive series of transitions, transformations, translations and reflections that includes at once calculation and non-calculation as its significant other.

6. Discussion and Conclusions
This paper’s purpose was to provide a means of reorienting how marketers consider their positioning activities by moving marketing objects centre-stage.  In marketing, markets as social organisations are under-developed.  An alternative approach has been developed among sociologists and anthropologists influenced by ANT, who take markets to be social spaces shaped by market and marketing practices.  Their prime focus has been in understanding how broadly economic disciplines, including marketing, and broadly economic concepts, including such marketing concepts as positioning, act to format objects as goods by means of calculation. We have gone beyond their argument by showing that marketers’ activities both aid in as well as undermine calculation, and that this becomes manifest in the “slippery” identity of the marketing object. 

The implication is clear, that market orientation cannot be developed through producers relating to consumers directly.  Whether cast as buyers or sellers, producers or consumers, actors’ relations are mediated through networks of objects, including the marketing object formatted in its goods version as a market object or, at the margins of calculating, its product version. As a consequence, positioning and re-positioning takes on a new and experimental significance for marketers.  Where marketers and others are working on the market object, they can weave and reweave markets by conforming with and/or altering means of calculation. Where marketers and others are working on marketing objects, techniques are used to entangle consumption (and production) in cultural configurations and amplify those entanglements. Crucially, in both activities the worlds of production and consumption are translated to each other both through the marketing object and via the market.  Thus, the marketing object carries with it its boundary qualities as it pursues its career both within and outside the market.

We can draw out three lessons for marketing practice.  (1) Where marketers and marketing research conflate organisations as being market-facing and being customer-facing, we have shown that these are distinct types of engaging, but that both are mediated through the marketing object, as good in a market and as product with cultural entanglements.  Markets are active social spaces characterised by sets of mainly calculating practices, including marketing techniques such as product positioning.  In entering a market, one does so by demonstrating that the good is proposed as connecting with incumbents by sharing particular dimensions.  At the same time, the object as a product is proposed to potential buyers as a focus of cultural entangling, including entangling with production and consumption.  But “knowing” these entanglements is mediated by the marketing object.


(2) Boundaries are vital to the marketing object.  Market objects connect through calculation, and marketers can perhaps challenge its basis, for instance by proposing new dimensions.  Boundaries are a means of cutting the network to exclude not only potential goods, but also potential dimensions of calculating, and thus are a property of the object as much as of the market. Rather than being immutable, marketers’ positioning practices require a reflective awareness of these boundaries and their basis as frames.  The effect of “framing a market” is to place the idea of tacit consensus as its boundaries, and move the inclusion/exclusion of calculation to centre stage. Rather than conforming fully to the agreed ‘script’, marketers will often subtly change what is in- and what is excluded.   
(3) The marketing object prevents production and consumption meeting intimately yet continuously allows both to reference each other. Positioning is likely to take place simultaneously in respect of the object’s versions as good and as product.  Positioning can bring these versions’ attachments, connections, relations and entanglements into close contact, with often unanticipated consequences.  The newspaper/DVD provides an interesting and messy instance of positioning.  The hybrid worked by strengthening rather than breaking established cultural connections. All weekend newspapers could quickly and easily acquire a DVD, making it just another, and perhaps secondary, dimension of market goods.  Thus, in the market frame, simply adding a DVD to a newspaper could produce a “zero-sum” game quickly. However, in the product frame, if less attention was paid to the match of product position and cultural entanglements in the brief period of time made available for such reflecting, chaos could ensue.  Simply, readers could keep getting the “wrong” movie.  

To conclude, it is worth revisiting Hennion and Méadel’s (1989, p. 191) question of ‘Where do objects get their power from?’ Their answer was that advertising agents aim to make their marketing objects desirable to consumers, or at least more desirable than rival objects, by containing the consumer as the “other” in the object. In marketing management, one of the chief techniques by which objects are made desirable to consumers is positioning.  In this paper, we have shown that beyond its immediate managerial use and when analysed from an ANT perspective, positioning is a rather complex balancing act that requires marketers to simultaneously make their objects comparable to other objects in a market frame, and singular to the consumer with reference to what lies outside the market frame. This balancing act becomes possible because of the marketing object that carries both possibilities – and hence the boundaries of the market – in it. 
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Table 1: Key Concepts
	Concept
	Definition 

	Marketing Object
	An object of exchange in the market space that simultaneously carries traces from worlds outside the market space.

	Market Object
	An object that can be assessed solely in the market space.

	Boundary Object
	An object that is shared by different social worlds, sufficiently flexible to accommodate different interpretations in these worlds, yet retains a relatively stable identity.

	Market
	A socio-technical organisation that connects many actors and objects and serves to allow for comparison between an array of market goods (including services).

	Frame
	In market interactions, frames determine which connections are being taken into account and which are not; however, even those not taken into account can remain visible.

	Calculation
	A process by which objects are ordered into a single space (such as the market) and then compared, applying certain rules. Disentangling and qualifying are part of this process.

	Disentangling
	To be made comparable, objects have to be (temporarily) detached from all other connections they may have outside the calculative space.

	Qualifying
	Defining and stabilizing a good. 


























