Introducing Modern Marketing

What is Marketing?

At its simplest, marketing means exchanges.  It can be explained as a process of achieving voluntary exchanges between two individual parties; customers who buy or use products and producer organizations which supply and sell the products

Basically, marketing involves a “management decision process” for producers focused on a “customer decision process” in order to influence prospective customers to choose their products rather than a competitor’s.

Definition of Marketing
Literally, there are dozens of acceptable definitions of marketing.  The common point in all definitions is that they are based on the following five marketing fundamentals:

1. Satisfaction of Customer Needs and Wants:  The primary focus of marketing is on satisfying customers’ needs (gaps between what customers have and what they would like to have) and customer’s wants (needs of which customers are aware).

2. Continuous Nature of Marketing:  Marketing is a continuous management activity, not a one-time set of decisions.  As environmental chances occur, organizations should adapt themselves in order to survive.  That is why, organizations make both long-term strategic and short-term tactical plans.

3. Sequential Steps in Marketing:  Good marketing is a process of following a number of sequential steps.  The specification of, first, precise objectives, and then action programs, which can be closely monitored and evaluated in the planning process, brings survival and long-run customer satisfaction.

4. Key Role of Marketing Research:  Using marketing research to anticipate and identify customer needs and wants is essential for effective marketing.

5. Organization-Wide and Multidepartmental Effort: All departments within the organization play a role in customer satisfaction, not just the marketing department which has the prime responsibility for marketing-related activities though.  In order to work best, marketing takes the effort of all departments or divisions.

Having these fundamentals in mind,  marketing can be defined as follows;

Marketing is a continuous, sequential process of planning, researching, implementing, controlling, and evaluating activities designed to satisfy both customers’ needs and wants and organizations’ objectives.  To be most effective, marketing requires the efforts of everyone in an organization and can be made more or less effective by the actions of complementary organizations.
Evolutionary Eras of Marketing

Among manufacturing and packaged-goods companies, marketing has developed during four distinct eras:  (1) production, (2) sales, (3) marketing, and (4) societal marketing.  The changes in management thinking about marketing occurred during these eras because of technological advances, productivity improvements, intensified competition, expanding market demand, increased management sophistication, changing societal values, and other factors.

Production-Orientation Era 

This is the first evolutionary stage in the development of marketing.  It began with the Industrial Revolution and lasted in the 1920s.  During this era, there was not enough production to fulfill the demand.  In other words, demand exceeded supply.  Management emphasis was on producing as many goods as possible, since every item that was manufactured could be sold.  The focus of production orientation was “inward looking” toward operational needs.  Customer’s needs and wants were of secondary importance.  

Sales-Orientation Era

Because of the technological advances in production and increased competition, in the beginning of the 1930s, there was enough capacity to meet demand.  The management emphasis switched from production to selling which lasted until the 1950s.  Customer’s needs and wants were still of secondary importance.  The first priority was to sell as many products as possible to beat the competitors.  It should be noted that the focus of sales orientation was still “inward looking” toward the needs of operations and their surplus capacity.

Marketing-Orientation (Consumer-Orientation) Era

This era resulted from even more intense competition and technological advances.  At this era, supply exceeded the demand.  Organizations began to realize that selling alone did not guarantee satisfied customers and consequently more sales.  Since customers had more choices than ever before, they could select the products and services that best matched their needs.  That is why, during this time organizations began adopting the marketing concept which is acting on the assumption that satisfying customer’s needs and wants is first priority. 

Societal-Marketing-Orientation Era

This is the final evolutionary era which began in the 1970s.  At this era, organizations started to recognize their social responsibility in addition to their profit and customer-satisfaction objectives.  

Note that, as seen, there are different orientation approaches for management.  Almost all basic marketing textbooks describe these eras in chronological order.  However, it should not be assumed that there are no organizations in existence today with production or sales orientation; this is definitely not true.  As described above, marketing orientation is the best but not the only choice for managers.  At different times and in different market circumstances both production and sales orientations serve managers as the guiding set of principles for the conduct of their businesses.  Generally, production orientation is common for the attitudes of businesses whose products are in strong and rising demand.  On the other hand, sales orientation is common for those who has the problem of surplus capacity. Such companies generally increase expenditure on advertising and on sales promotion or discount prices in order to secure a higher level of demand for their available production capacity.

Seven Core Principles of Marketing

The Marketing Concept. When an organization adopts the marketing concept, it means that satisfying customers’ needs and wants is the first priority in its management approach.  Such organizations constantly put themselves in their customers’ shoes.  E.g. Disneyland theme park concept.  Walt Disney realized that there was a need for parks entertainment for the whole family, not just children and created Disneyland which have entertainment facilities for the parents as well.

Marketing or Customer Orientation.  Marketing or customer orientation means acceptance and adoption of the marketing concept-customer needs are first priority.  Other characteristics are: understanding customers is a constant concern and research activity, marketing research is an ongoing activity which assigned a very high priority,  frequent reviews are made of strength and weaknesses relative to competitors, the value of long term planning is fully appreciated, customers’ perceptions of the organization are known, interdepartmental coordination is encouraged, cooperation with complementary organizations is recognized as worthwhile, change is seen as inevitable, the scope of business is broadly set, measurement and evaluation of marketing activities is frequent.

Satisfying Customers’ Needs and Wants.   In order to ensure long-term survival in today’s competitive business environment, all organizations have started to realize that the key to their existence is satisfying customers’ needs and wants.  They must be alert for new opportunities.  E.g. Pizza Hut, its 30-minute guarantee on delivery emerged from the needs of today’s customers.

Market Segmentation.  All customers are not alike and may not be interested with the product the organization is producing.  In order not to waste the limited resources, organizations pick out specific groups of people - or target markets - and market only to them.  

Value and the Exchange Process.  Marketing is a process of exchange.  The key elements in any marketing system are attitudes and thought processes of the two parties - buyers and sellers.  However, there is no natural  harmony between what consumers want and will pay for (consumer’s search for value and satisfaction) and what producers are able and willing to provide (producer’s need for profit and efficient use of assets).  Marketing managers use judgment in balancing the conflicting needs of the parties in the exchange process.  To do this, they gather knowledge about their customers and the decisions of other producers.  Their judgment is expressed in the third element of the system, distribution and communication, on which the bulk of the marketing expenditure is spent.     

Product Life Cycle.  The product life cycle idea suggests all products pass through four predictable stages: (1) introduction, (2) growth, (3) maturity, (4) decline.  Marketing approach needs to be modified in each stage.  The essence is to avoid the decline, in order to survive.  E.g. Atlantic City, once it was a travel destination, however, at the decline stage, revised its image and became an exciting gambling destination.

Marketing Mix.   In order to satisfy the needs of specific customer groups, marketing managers use the marketing mix - the controllable factors (activities within an organization’s direct control).  Traditionally, four such factors are identified -product, place, promotion, and price.

It should be appreciated that “tourism marketing” is not a separate discipline but an adaptation of basic principles of “marketing” which have just outlined above. 

