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Abstract 
 
A teleological approach to the discipline of marketing would unearth 
the notion that customer wants and needs are sacrosanct. This view of 
the Marketing Concepthas been propounded, postulated, and professed 
posited, propagated and publicizedsince its conception. "Customer 
orientation!" is the battle cry of all Marketers. Numerous studies on 
Marketing have shown that a “Marketer” is a mere slave of the 
customer, swaying along with the swings of change in the 
unpredictable public behavior – likes, needs and wants – of the 
customer. This has been ingrained in the mind of the Marketerand 
serves to help himachievethat ever elusive Marketing excellence which 
demands constant reinvention. Since the mid 20th century the 
"Marketing Concept" has been shaped by numerous authorities such as 
Philip Kotler, Theodore Levitt, and Regis McKenna to name a few. It 
has been argued and this paper reiterates that Marketing is 
evolutionary. It needs to be constantly redefined according to the 
demands of the consumer. Considering this amoeba- like existence of 
Marketing, one fact remains a constant. Answering the needs and 
wants of the Customer. This never changes. This is the core tenet of 
Marketing, which this paper claims has been forgotten. Perpetuating 
the ideas that selling must be made superfluous and creating a 
difference by improving the quality of life of the consumer has been 
drowned out by brute selling of a product. This paper argues that in the 
presence of rapid globalization, deregulation, and heightened 
competition, marketers instead of confronting the challenge, succumb 
to it. Has the Marketing Department become a glorified sales 
department? Current trends and practices answers this question in the 
affirmative. This paper offers to expose the current deviations noticed 
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in the Marketing trajectory and deals with the causes and the effects of 
such deviations. 
 
Keywords: Customer needs, Marketing trajectory, current practices, 
reckless pushing, redefining marketing, dogmatization of marketing. 
 
 

1. Introduction 
The knowledge of the wants and needs of the customers and deciphering it has and will 
always be the core challenge of Marketing. Only after this obstacle is overcome, 
various other factors of Marketing like pricing, value added offerings, competition etc. 
come into play. It is conceded that overcoming the core obstacle may be a difficult, 
even a virtually impossible one given the technological epoch the world has reached. 
Considering this and globalization factors it is argued in this paper that current trends 
and strategies adopted do not show any glimpses of confronting this challenge. Rather, 
it succumbs to pressurizing forces. Consequently a substandard product is throttled 
into the Market. By doing so, the company not only runs the risk of sheer recklessness 
but also adverse repercussions are created in the long run which this paper will discuss 
later. What ever happened to the idea that success is determined by bringing to the fore 
a one of a kind product, some substance that emulates innovation creativity, and 
ingenuity? Has it been lost to hard selling and mass production? Peter Drucker 
putsMarketing in a perspective contrary to the current way Marketing is being done.  

 “There will always be, one can assume, the need for some selling. But the aim 
of marketing is to make selling superfluous. The aim of Marketing is to know and 
understand the customer so well that the product or service fits him and sells 
itself. Ideally, Marketing should result in a customer who is ready to buy. All that 
should be needed then is to make the product or service available.” 

This article will discuss the inadvertent effects produced by the failure of 
Marketers by recognizing the difference it makes. It is seen today that numerous 
products lack an impact on consumers. This indicates the stepchild treatment 
Marketing receives in a company.Nobody seems to be interested in probing into 
customer needs and wants. This apathy towards consumers as a result proves to be 
fatal to companies. 

 
 

2. A Glorified Sales Department 
2.1 Asking the right Question 
The claims made by this paper are bold. The first aim of this paper will be to show and 
analyze the causes of the fall of Marketing and the effects produced by it. Once a 
product is made numerous strategies and plans are developed to facilitate it to a Market 
place. Cardinal rules and techniques of Marketing and Management Sciences are 
followed and long term objectives are made. The What, Where, How, and When are all 
answered keeping the product in mind. In doing so Marketers fail to answer the basic 
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and most fundamental question. Why? Why should that product be introduced in the 
first place? Does it create a difference which will thereby changes the customer’s 
quality of life? Instead of taking time to analyze the environmental changes, new 
consumer needs, competitive challenges and strategies for growth, the Marketer 
worries about the disappointment in sales in some “key” segment. The Why question 
creates the relation between the Company and the product. Answering this question 
distinguishes those interested in pushing products in the market and those interested in 
cultivating relationships with the right customers. The failure of a product is nothing 
but the failure of the Marketer. The trend now is to thrust the product in the market. 
The consequences of doing business this way are far reaching and usually 
unpredictable.  

An Example:At the start of the decade Hewlett Packard introduced a new model 
of a laptop in the DV series. The laptop was the DV200 a mid-priced laptop targeted at 
students, small businessman, and those who couldn’t afford top of the line laptops but 
wanted a reasonably priced quality laptop. The targeting of these customers was 
impeccable as they can contribute to a major market share. Soon after the introduction 
of this laptop a fault developed in its graphics card manufactured by Nvidia. A class 
action suit was filed in the USA and HP was made to replace all laptops sold in that 
model. I too was one such customer who bought that laptop. It may be contended that 
it is not the fault of the Marketer for such a technical defect but the DV200 laptop was 
introduced to compete with other mid- ranged laptops. It was introduced for the sole 
reason of competition. The product as such failed to answer the Why question. If it had 
done so it would have avoided the legal calamity and fiscal setback it faced. 
Pressurized by factors of globalization numerous firms recklessly try to blindly 
engineer sales instead of thinking about the actual needs and wants of possible buyers 
with enormous detail. 

The above example illustrates that the lines between principles of Marketing and 
Selling are slowly blurring. It shows that by introducing a substandard product the 
focus shifted to sales volume rather than profit and importance and that the sole object 
of the product was to satisfy short run goals. This is the very under estimation of cost 
effectiveness of Marketing which this paper stresses on.  

In 2002 Electrolux faced a rapidly polarizing appliance market. Low-cost Asian 
companies such as Haier, LG, and Samsung were applying downward price pressure, 
while premium competitors like Bosch, Sub-Zero, and Viking were growing at the 
expense of the middle of the road brands. Electrolux’s new CEO Straberg decided to 
escape the middle by rethinking Electrolux customers’ wants and needs. He segmented 
the market according to the lifestyle and purchasing patterns of about 20 different 
types of consumers. Electrolux now successfully markets its steam ovens to health- 
oriented consumers, for example, and its compact dishwashers, originally for smaller 
kitchens, to a broader consumer segment that washes dishes more often. The mistake 
HP made was by deviating from the Marketing trajectory, they made the grave mistake 
of not understanding what the latent needs of the customers were and what problems 
they face. Marketing has always been about creating a synergistic effect by putting a 
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puzzle of needs and desires together thereby discovering what people truly want to 
have. 

HP couldn’t escape the middle by not introducing a laptop of that range and rashly 
introduced the HP200. Had HP not succumbed to forces like competition and 
economic factors and adopted a more profound approach towards customers it 
wouldn’t have faced the problems it did. The case of HP reveals that it is not wise to 
let a company’s sense of purpose be dominated by economies of full production 

 
 

3. Going in the Wrong Direction 
3.1 The wrong values 
The emphasis laid upon techniques used by managers has led to the dogmatization of 
Marketing. Accepted norms, mathematical models of sales, accepted business 
practices, and managerial sciences are an anathema to the core of the Marketing 
concept. They may enhance the performance of the product in an economical way but 
centering a product along those lines will destroy any chances of the product 
succeeding in the market. The customers decide the fate of the enterprise. Marketers 
must think more about creating a market and not controlling one.More focus must be 
given to interactivity, connectivity, and creativity. The Marketer is one who is an 
expert at demand stimulation and this demand arises out of the customer. Not the firm. 
Today there is a shiftin the paradigm where the attention is on knowledge and 
experience based marketing and not on a “do more” concept which is restricted to the 
idea of increasing the volume of sales. The idea is to create and maintain a relationship 
with the customer. This calls for an in- depth knowledge of the customer, competition, 
the technology in which it competes, the channels through which distribution takes 
place, and the position it wishes to occupy in the minds of the consumer. The 
relationship created will ensure the company’s success.  

An Example: A company that has been able to emulate this is HSBC. HSBC is 
known as the “world’s local bank”. This reflects the way it wants to be identified with 
the customers. A global bank that wants a strong penetration in all local markets. 
Despite catering to over 100 million customers through 9,500 branches in 85 countries, 
the bank tirelessly works to establish a local presence and local knowledge in each 
local market. The fundamental strategy it adopts is to remain close to the customer. 
“Blending local knowledge with a worldwide operating platform” said Sir John Bond, 
HSBC former chairman. This rightfully defines the banks ideas and objects. In order to 
connect with different people and communities HSBC demonstrated its local 
knowledge with marketing efforts dedicated to specific locations. In 2005 it held “New 
York City’s Most knowledgeable Cabbie” contest, in which the winning cabbie got 
paid to drive an HSBC branded BankCab full-time for a year. In 2003 in the wake of 
the SARS outbreak in Hong Kong HSBC launched the “Support Hong Kong” 
campaign to resurrect a local economy which suffered due to the outbreak. HSBC 
spends $600 million annually on global marketing consolidated under the WPP group 
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of agencies. It earned a staggering $142 billion in sales in 2009 making it the 21st 
largest company in the world. 

In contrast to this is Uninor, a joint venture between Norway’s Telenor Group and 
Unitech a company based in Delhi. Uninor is one of the more recent entrants in the 
Telecom services market. It stepped in at a time where there was heavy competition 
already existing between Airtel, Vodafone, and Reliance which was already using 
heavy duty Marketing to make its service planssuperfluous. In light of these 
conditions, Uninor should have come up with ways to attract customers in ways which 
the other Telecoms had not done so. It may have had a wide Market to exploit as 
numerous other Telecom customers were fed up with the service they were receiving. 
Failing to recognize this silver lining Uninor had basically no marketing agenda and 
was focused on just “selling” its products. Today they maintain a meagre Market share. 
Their sustenance is accounted for because, customers are fed up with other service 
providers and have nowhere else to turn. 

 
3.2 Current Trends 
Current practices in Marketing indicate that there is a dearth of innovation. The only 
innovation that takes place these days is when different companies conform to the 
latest technological advancement. Technology has brought unparalleled abundance and 
opportunity to the consumer. It has also exposed him to new complexities and hazards. 
It has made his choices more difficult. Technology has become ubiquitous in today’s 
world where to stay ahead of the competition you either innovate or follow. The stress 
on the latter seen today is alarming. ConstantinosMarkides argues that once a company 
develops an innovative strategy, it shifts its attention and emphasizes on improving this 
and making it better. Little or no attention is given to discovery of new ways of playing 
the game. Marketing calls for a twofold approach to success. The first fold is product 
innovation. Finding new ways through which the customer can realize value. The 
second fold is where the Marketer creates new strategies in attacking a Market. The 
nature of marketing is evolutionary and hence these folds must simultaneously keep 
changing if firms want to stay ahead. Marketers now need to realize that customers 
don’t seek “products”, but satisfaction which is channeled through products. In this 
sense a wider view must be adopted. Products and services must be viewed 
collectively and individually. 

These days firms go down in disgrace because of the same lack of imagination that 
built it up. Firms seem to think that they are in a “growth” industry and hence their 
success will be guaranteed for long. A growth industry is a myth. There is no such 
thing as a growth industry. Take Nokia for instance. The company produced quality 
cost effective cell phones which helped it thrive in the cell phone market. It was their 
ingenuity that led to their release of handy durable mobile phones. They revolutionized 
the way phones were made and many company’s followed in its success. Now they 
jumped into the smart phone band wagon and their sales plummeted and market share 
diminished. Fortunately for them they had realized that introducing smart phones for 
the sake of competition doesn’t lead to success. With the introduction of the Asha 
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series of cell phones which stuck to the idea of making cell phones cost effective with 
all the latest software such as Whatsapp and facebook and their differentiation created 
through their operating software Windows- where other cell phone companies use 
Android and Google, they have revamped their image and it is predictable that they 
will reclaim their initially dominated market slowly. 

 
 

4. Recognition 
4.1 Deciphering Marketing 
The needs of consumers preexist. Marketers exert a subtle influence over wants. For 
example, marketers may promote that a Mercedes would satisfy a person’s need for 
social status but do not however, create the need for social status. It is with this 
example the assertion that consumer needs are always hidden. These needs and wants 
are not usually conscious. This key aspect of Marketing has been forgotten. It is 
deciphering these needs that is the job of the Marketer. Henry Ford couldn’t have 
explained it better when he said “If I asked people what they really wanted, I would 
have made faster horses or something like that. You need to figure out what people 
really want, although they can’t express it”. Finding what people “really want” is 
where Marketing success lies. Think about it. Today companies hop on band wagons 
looking for the success other companies have without realizing that it is a dead end. 
They are all dead ends. Recognize the difference Marketing has the potential to make. 
The quality of life of a consumer can be enhanced by the Marketer or it can stagnate. 
In extreme cases it can worsen. That is the impact of Marketing. The way we recognize 
what Marketing means can change the way companies do business.  

 
 

5. Conclusion 
Marketing can ensure that a company survives through a bag of tricks. This paper 
understands that a company has to do whatever it takes to survive. Surviving in these 
times can even be quite a task considering technological advances, globalization and 
the whole nine yards. However anyone can survive one way or another, even Lalu 
Prasad in Tihar jail. The trick is to survive gallantly. In marketing mediocrity is not an 
option. The salt of a Marketer is tested by the way he confronts the challenge in the 
face of competition and increasing globalization. 
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