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Lesson One

The Era of Marketing

The decade of marketing. The vears beginning with 1950
have been widely described as “the era of marketing” in the United
States. This designation is not merely an academic term. it is
generally accepted by business as <ignifying a definitely new era. a
new phase in the economic develcpment of the United States.
Because of\the proximity of the United Stetes and Canada and the
similarity of ecconomic development in those two countries.
virtually all the factors that make the current period the era of

* marketing in the United States apply with equal force in Canada-.

It has also been said that this new era of marketing marks the
fifth pha : in the unfolding of the American economy..

The first phase was the era of agriculture during coionial
times, a period in which the main concern was to conquer the
wilderness.

The s?cond phase. the era of industrialization. correspondeu
roughly to the pionecering age beginning with the Industrial
Revolution and ending in 1870 with the reconstruction period after
the American Civil War.

The third period fell in the last thirty years of the nineteenth
century and the first decade of the twentieth century. This was the



era of financial leadership, making possible the development of
giant industrial and business establishments. Roughly, this phase
ended with the financial panic of 1907 and its aftermath.

Then came the fourth phase, the era of production. World
War [ made enormous demands upon.America.as “the arsenal of
democracy”. Production and more production was the cry. The
United States and Canada responded with technological progress
and increased the volume of production to a level never before seen
in the history of the world.

At the beginning of the twentieth century, per man
productivity in fattories of the United States and Canada was about
the same as that of European factories. But the demands of an
expanding domestic economy, plus the demands of a world at
war, called upoa American engineering genius to develop new
machines that would increase productivity at a much higher rate.
By the end of World War I, American productivity led the
world. Twenty-seven years later, at the end of World War I,
American productive know-how was the most sought-afrer export
the world over. By mid-century, in 1950, an American or
Canadian worker, .with tools and machinery utilizing two and a
half times the horsepower ayailable to a European worker,
produced between two and a half to three times as much per hour
as did his European counterpart.

This productivity ushered in the fifth phase in the economic
development of America, the era of marketing. The capacity to
produce became the highest in the world. It met the needs of an
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expanding domestic consumer market as well as the needs of a
government geared to a period of world-wide “cold war”., New
equipment., new processes, new facilities, new product
developments, as well as expanded research, brought the United
States and Canada to an entirely new pqint in economic
development. For the first time in the history of the world, these
nations found themselves concerned more with the management of

su'rpluses than with the management of scarcities.
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Analyse,  paraphrase, translate  the  following
sentences or yire your comments on them,

1. This designati .:- is no

-~

merely an academic term.

2. Virtually ait -ie factors apply with equal force in Canada.

3. Tt has alvo been said that this new cra of marketing marks the
fifth pliise in the un{olding of the American economy.

4. Production and more pr«xi:‘lction‘was the cry.

9. Tke United States and Canada responded with technological
progress and increased the volume of production to a level never
before seen in the history of the world.

6. The demands of an expending domestic economy. plus the
demands of a worid at wur, called upon American enginecring
genius o b velop new aachines.

8. The capacity to produce became the highest in the world.

9. It met *he needs of an expanding domestic cbnsumer market as
well as the needs of a government geared to a period of world-
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wide “cold war”.

10. These nations found themselves concerned more with the
management of surpluses than with the management of
scarcities. *

Answer the following questions

1. What period in American history is called the new era of

Marketing?

2. If it is not merely the academic term what is its essence and

implication? |

3. How many stages are divided in the unfolding of the American

economy? )

4. What were the main concerns of the first and the second stages?

5. What time did Northern Americans take financial leadership?

6. How did the United States and Canada respond to the cry of

production during W. W. 1. ? _

7. What was the result of this quick development in production

during the fifth stage? -

8. How much more per hour could an American worker produce

than his European counterpart? |

9. What was the prospect of this quick development?

10. What did these two countries concern more for the first time jn
history ?

11. What is the positive expericnce of American productivity and
economy? )

12. What is the negative side of American economy?

13. What stage of economy is not mentioned in this essay? (The
Decade of Depression since 1929)

— 6 —



Lesson Two

The Economic Role of Marketing

We are now ready to take a look at the modern, economic
role of marketing. Old-style economists referred to marketing as
adding “time and place utility”. This was to distinguish it from
production which adds form utility by changing the form of raw
materials into finished products for consumers. Marketing places
the goods at the right time and at the right place for the consumer
to buy and to use. Thus, marketing adds time and place utility.

But modern marketing students see a wider role for marketing
in the economy. .The focus on the ultimate consumer, mentioned
elsewhere, has uncovered a far greater task for efficient
marketing. Marketers today know that marketing deals, not just
with the physical movement of goods, but with customer values.
Thus, the marketing manager is concerned not only with time and
-place but also with customer’s convenience, peace of mind, pride
of ownership, satisfaction, ease.of use, ease of storing, ease of
fe—order and other considerations, all dealing with the ability and
" willingness of the consumer to maintain and increase his demand.

It has been said that the economic role of marketing today is
that of acquiring profitable customers. Such a role includes, as we
" shall see in a later chapter. all the functions having to do with
satisfying the ultimate consumer. But before we consider it
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successful marketing., this customer-satisfaction must be
accompanied with profit to the producer, the distributor, and
everyone participating in the production and distribution of the
goods. In order for the economic system of 'free, competitive
enterprise to operate properly, not only the customer, but the
producer and distributor as well, must be satisfied. These latter
are satisfied by being adequately compensated for their services.

The recognition of this greater economic contribution of.

marketing, transcending mere time and place utility , is the key to
an appreciation of the study of marketing in the modern business

world.

With a growing national income and a wider distribution of.

that income among more famil{as, more consumers are in a
position to choose purchases which will give them the greatest
satisfaction. Some economists have denounced such choices as
frivolous. The fact remains, however, that what gives the ,
consumer the most satisfaction” constitutes, for him, the great&st
return for his money. So long as the consumer has‘a choice, he
will choose those things which reprmnt, for him, the greatest
value. This has, of course, great significance in marketing. It has
given rise to important developments in the uses of the social
sciences—psychology, sociology, economi¢.—:. improve - the
efficiency of marketing operations.

The new marketing concept. A§ we have seen, the United
States economy, as well as that of Canada, is characterized by
growth, activity, and change. It is said, in fact, that change is
the only basic law of economics. Marketing, which is the art of
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distributing the world's goods among the various claimants. has
also only one basic law, change.

It was inevitable. with the many economic and social changes
which we have noted, that business management would fall heir to
the job of managing these ¢hanges. To do this. management had
to develop the necessary organization for a business to absorb new
ideas. new approaches, and to meet new market demands.

In marketing. this has taken the form of what has become
"called “the new mgrketing concept”. Stated simply, it means that
management-thinking, management-orientation and management-
organization have been changed to focus business ‘thinking and
policy formulation on the customer. Business decisions are now
made in the light of customer needs or\ wants. Management
recoghizes that a business can exist only if customers are satisfied.
As customer-wants change, a business must recognize to meet
these changes. )

The organization for marketing, marketing strategies and
marketing programs has changed. It can be said that business, by
and large, has reorganized for the new ~type of marketmg

necessary to meet the challenge of the future. -
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custome values Jii % O B AN (E :

to acquire profitable customers KEBARAGBE
to be adequately compensated 1B FI|3E X ¥ b
transcend A4, AR

frivolous LM {EK

claimant  JHRE,BiFE

to fall heir to the job  1H IR
management-orientation B KM

policy formulation #EB K

marketing strategy [1iB57154::3

by and large — iRk

Analyse, paraphrase, translate the following

sentences or comment on them .

- 1. Old-style economists referred to marketing as adding “time and

place utility”.

2. Marketing places the goods at the right time and at the right

place for the consumer to buy and to use.

3. The focus on the ultimate consumer has uncovered a far greater

task for efficient marketing.

4. The economic role of marketing today is that of acquiring

profitable consumers.

5. In ‘order for the economic system of free, competitive enterprise



to operate property. not only the customer, but the producer
and distributor as weil. must be satisfied.

6. Some economists have denounced such choices as frivolous.

7. What gives the consumer the most satisfaction constitutes, for
him. the greatest return for his money.

8. It is said. in fact . that change is the only basic law of
economics. '

9. Business management would fall heir to the job of managing

these changes. /

10. Business decisions are now made in the light of customer needs

or wants.

Answer the following questions

1. What are customer values?

2. Besides satisfying the ultimate consumers who else must be
satisfied ?

3. What is the basic law for marketing?

4. How to'improve the efficiency of marketing operations?

5. What does business hanagennent do generally?

6. What is“the new marketing concept”?

7. What is the best way to make business decisions?

8. How can a business be prosperous?

9. How can business meet the challenge of the future?

10. What is the economic role of marketing?



