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Marketing in the
Information Society

Marketing is certainly one of the most pervasive
and dynamic forces in the United States today.
Marketing’s importance has increased over the last 30
years and there is little to suggest that there will be
any significant decrease in its importance in the
future. If anything, the importance of marketing in
our society should be even greater.

Definition of Marketing

Although there are a number of definitions: for
marketing, we believe that marketing is best defined
as the determination of the needs and desires of the
market so that goods and services can be provided
that satisfy these needs and desires. Let’s examine the
various aspects of this definition. .

Determining Needs and Wants Before Goods
and Services Are Developed

We do not develop products and services witﬁout
knowing if they are desired by the market. Con-
sumers and business firms do not buy products they
do not want. They do purchase products and ser-

vices that satisfy their needs and desires.
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Needs and Desires Are Incorporated into
Goods and Services

The specific features of the products and services
must be related directly to the market’s needs and
desires. A good example of this is the Volkswagen
Rabbit. Through an analysis of the market, Volk-
swagen found that car purchasers’ most important
needs and desires were(1) low purchase price, (2)
fuel economy, and (3) inside roominess. The Rab-
bit sells for under $ 3, 500, gets 40 miles to the gall
on, and has interior dimensions equivalent to those
found in medium-sized cars.

Needs and Desires Must Be Satisfied

Making sure that customer needs and wants are
being satisfied is considered by many companies to
be so important that company presidents often mingle
with customers i;1 order to get customer reaction to.
compaﬂy products and services. Also, consumer af-
fairs departments in many large firms, which -were
established in the 1960’s and 1970’s to represent the
customer viewpoint in their firms have become in-
volved with measuring customer satisfaction. Other
mechanisms also exist to deal with customer satis-
faction. Whirlpool has initiated Collin, which is a

nationwide toll-free number available to customers

T .
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with problems and complaints.

Importance of Marketing in Our Society

There is probably no organization in the United
States that does not practice marketing to some ex-
tent. Not only business firms that provide products
and services, but also other organizations in our so-
ciety have come to increasingly rely on marketing to
achieve their objectives.

Political parties now determine the needs and
desires of voters. Surveys are often used to determine
what these needs and desires are. Candidates and
party platforms reflect them. Candidates use such
marketing tools as advertising in an effort to be
elected.

Hospitals in 1976 were encouraging their
“customers” (patients )to schedule non-urgent surgery
in order to avoid overuse or underuse of hospital fa-
cilities. Blue-Cross/Blue-Shields is using adver-
tising to convince individaals to have minor surgery
performed in doctors’ offices rather than occupy a
hospital bed.

In 1974 federal drug enforcement-agéncies hired
marketing consultants whose responsibility was to
develop models of the distribution networks for

heroin. From these models it was hoped that more

.
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could be learned about the operations of heroin deal- -
ers and that the flow of heroin into the United States
could be reduced.

Marketing Provides Employment

Marketing provides a great many jobs in the U-
nited States. Although exact numbers are not possi-
" ble, marketing jobs probably account for one fourth
to one-third of all jobs in the civilian labor force.

What are included in marketing jobs? All work-
ers employed by the 2, 329,000 retail stores and
548, 000 wholesaling firms, employees of advertising
agencies and marketing consulting firms, many of
those who work for transportation companies, em-
ployees of manufacturing firms who perform market-
ing functions (such as advertising and marketiilg re-
search), employees in other non-marketing firms
( banks, insurance companies, etc.) who are in-
volved in marketing activities are all considered
marketing employees.

Marketing Costs

It is generally recognized that about 50% of the
final cost of most consumer products is made up of
marketing costs. This means that for every dollar a
consumer spends in a retail store, $ 0. 50 goes for

the performance of marketing activities. Probably no
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other figure more strongly indicates the importance of
marketing in our economy.

Much of this cost occurs because the marketing
system is responding to genuine coasumer needs. A
good example of this is packaging. Consumers have
demanded packages that can be easily stored, provide
easier opening, and are lighter in weight. As a re-
sult, total expenditures on packaging materials in--
creased from $ 9 . 6 billion in 1958 to $16. 6 billion
only 10 years later. Obviously, these increases in
costs have contributed to the high percentage of
product cost attributable to marketing. -

The Ten Most Common Mistakes of New — to-
Export Firms ) *

In exporting, as in many things, there is no
substitute for experience. As you put into practice the
export steps, they will become more familiar, more
comfortable, and easier to use in an effective way..
Your confidence, too, should grow in proportion
with your exporting proficiency. However, since
experience also includes knowledge - gained from
mistakes, the following common mistakes and pit-
falls offer you a chance to profit from errors made by
many exporters who have preceded you oyer the
years. |
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