Origins of Marketing

In general, marketing has suffered a bad press. All too often we hear about ‘marketing ploys’ and ‘marketing gimmicks’, most of which are ill conceived and unwanted If, on the other hand, a ‘marketing gimmick’ actually draws your attention to a product or service that you are desperately interested in, then Eureka! …. Everybody is a winner.

And so there is a fine line between success and failure for the marketer. And there are some people who will never concede to the power of marketing … to them it will always be a dirty word. Perhaps, having read this column, those sceptics might think a little more positively about marketing … I await your response! (nadio@pngmarketing.co.uk)

I am a great believer in looking back to look forward! By better understanding our past, we can see more clearly our future, and so, here’s my insight as to why marketing is so important.

Way back when our ancestors lived off the land, each hunting to survive and life was simple, the fittest survived and passed their survival skills on to the next generation. As civilisations developed, bartering gave way to trading – exchanging goods or services for profit became the norm, with the scarcest goods often valued the highest and profits were achieved by some and not others.

As the industrial revolution took hold, production methods improved dramatically enabling greater quantities to be produced within shorter time spans and for a much-reduced cost. This ‘super-efficiency’ led to stockpiling and inevitably warehousing. By the middle of the 20th Century, business managers started to count the cost of storing huge stocks in warehouses, often depreciating in value as newer products superseded the older stocks.

More re-thinking took place, which resulted in a more important role for the ‘salesman’, tasked with the duty of selling existing stocks, priced more often than not, on the availability of stocks rather than the needs and benefits to the purchaser.

As post-war cultures changed, and more products than ever before were produced for a larger market than ever before, strategists began to work out that it was far more profitable to only produce what was needed, not to stockpile. New management concepts were introduced such as ‘Just in Time’, Total Quality Management (remember TQM?) and ‘Kaizan’ and the modern marketer was born. His or her task was to find out what the marketplace wanted, what price it was prepared to pay and how best to package and distribute the goods.

And so we come to today, the era of the ‘societal marketeer’, the more ethical and socially responsible practitioner who take that extra care to use environmentally safe products, seeks to recycle or reuse wherever possible, and understands the long term competitive advantage to be gained from adhering to good practice and responsible behaviour.
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Next month …….. Strategic marketing
