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KEY 1

The need to understand the
complexity of marketing

I've been to many dinner parties where people ask me what I do for a
living. I used to say, “l practice and teach marketing.” The typical response
would be: “Oh... so you’re the guy who creates the need for a product 1
don’t really want,” or “Marketing is just selling, and selling is something
most everyone knows how to do.” After spending most of my time at parties
correcting these misperceptions, I now have decided to reposition myself at
future events as a Professor of Advanced Marketing Research and
Quantitative Methods. This, of course, will kill any form of dinner
conversation, but should do wonders for the thinking time I need to write
this book, which 1 plan to hand to guests at future events when 1 again
describe myself as a marketing academic and practitioner. So two questions
come to the forefront: 1) What is marketing? and 2) How does it differ

from selling?

Marketing is not just selling. It is strategy

Marketing has been defined by the American Marketing Association as,
“The process of planning and executing the conception, pricing, promotion,
and distribution of ideas, goods and services to create exchanges that satisfy
individual and organizational objectives.”

This is a rather complex definition, and it suggests that the marketing
process is not being practiced by the used car salesman at the auto mall who

says “Pssst, come over here, I've got the exact car you want at the price

- 11 -
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you can afford.” The fact that he has never met you before in his life is of
little consequence.

He is trying to sell you the product and not market the product to you.

Selling, and marketing are quite different. For one, as Levitt (1960)
points out in his classic article titled “Marketing Myopia” , there are many
differences between marketing and selling. Selling focuses on the needs of
the seller, marketing on the needs of the buyer. The focus of selling is on the
need of manufacturers to turn their product into cash while the focus of
marketing ultimately is consumer satisfaction, which is derived from an in-
depth knowledge of the consumer’s needs and wants as well as a carefully
thought out marketing strategy. That is, the product, its price, promotion and

distribution must be considered when meeting the needs of the customer.

Marketing’s 4 p’s: The “Marketing Mix”

The marketing process and, hence, marketing strategy is integrated and
rather complex. It essentially involves two distinct components. The first
component is the “Marketing Mix,” a term coined by James Culliton and
made popular by an article written by Neal Borden in 1964. According to
Culliton, the marketing manager is a “mixer of ingredients, ” inclusive of
product, price, promotion and distribution. That is, the marketing manager
and the firm can strategically adapt these components in the construction of
the final product. For example, Saturn has chosen to price their car rather
inexpensively, has promoted the car mainly through television advertisements
and billboards and distributes the car exclusively through Saturn dealerships.
The car as a product is well known for its safety features and for its
innovation, hence the celestial name Saturn (e.g., this year they introduced

the world’s first 3—door sports car) .

- 13 -
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