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Abstract. Marketing is one of the processes that affect our lives. We are 

consumers, but many of us are part of marketing as retailers, wholesalers, competitors, 

suppliers of raw materials, and similar forces. It is known that the concept of marketing 

is constantly redefined. Marketing defines activities that create value through exchange 

between parties. This concept is the traditional definition of marketing. It is used in 

many companies and organizations, but in the era of globalization another concept 

called modern marketing is created. In this article, we tried to consider the concept of 

modern marketing, its role and characteristics, problems of application in companies 

and firms. 
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Introduction 

Consumer-oriented marketing has given rise to a new philosophy in business known as 

the 'marketing concept'. The marketing concept emphasizes identifying the needs of potential 

customers and delivering products to meet their needs [ 1]. According to the marketing 

concept, the customer is the fulcrum around which the company moves. The firm's goal is not 

to maximize profitable sales, but to make a profit by satisfying customers. Also, all marketing 

activities in the firm are integrated and focused on this goal. Managers who apply this 

philosophy think about what benefits the market or what needs they are meeting. 

The concept of marketing considers marketing as a holistic process of identifying, 

evaluating and satisfying human needs and desires. He considers finding the customer and 

satisfying his wishes as the basis of business. Identifying customer needs takes precedence 

over production and other business activities. In other words, production is carried out 

according to the needs of customers. Thus, in modern business, the main focus is not only on 

selling goods, but on satisfying needs. 

Modern marketing concepts are broad concepts. It means finding a customer and 

making goods according to their needs, rather than giving them what the seller has made. 

Thus, it is very important for the seller to get an answer to the question of what the consumer 

wants. And how can these things be given to them? Only then can he gain a foothold in the 

market and make a profit. 



(July 2024). MODERN MARKETING CONCEPT: MARKETING CONCEPT AND ITS TYPES 
International Journal of Economic Perspectives,18 (07) 50-58 
ISSN: 1307-1637 UGC CARE GROUP II 
Retrieved from https://ijeponline.com/index.php/journal 
 

 

© 2024 by The Author(s). ISSN: 1307-1637 International journal of economic perspectives is licensed under a Creative 

Commons Attribution 4.0 International License. 

Submitted: 27 May 2023, Revised: 09 June 2024, Accepted: 18 June 2024, Published:   July 2024 

51  

The marketing concept is based on the following pillars [ 2]: 

 identification of potential customers or target market; 

 understanding the needs and wants of customers or target market by communicating 

with them; 

 develop products or services to meet the needs of the target market; 

 meet the needs of the target market better than competitors; 

 to ensure profitable sales for business. 

Literature review 

According to the famous economist Philip Kotler, marketing includes 6 competing 

concepts, that is, the last 2 concepts are the most modern competing concepts and modern 

marketing is combined with them [ 3]. So, there are 6 modern concepts of marketing, which 

are very important from the marketer's point of view (Figure 1): 

 
Figure 1. Production concept 

Companies that use the manufacturing concept tend to focus their operations very narrowly 

because they assume that the consumer buys the product that comes on the market. The 

manufacturing concept focuses on operations and is based on the assumption that customers 

are more attracted to products that can be purchased at a lower price than competing products 

of the same type. The concept arose out of the rise of early capitalism in the 1950s, when 

companies focused on production efficiency to maximize profits and expansion. This 

philosophy can be useful when a company is entering the market in an industry experiencing 

tremendous growth, but it also carries risks. Businesses that focus too much on low-cost 

production can easily lose touch with the customer's needs and ultimately lose business in the 
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face of cheap and convenient products. This concept focuses on production and assumes that 

consumers always respond to the products presented to them. This concept was developed 

when there was an era of production dominance and no competition. It was a maker's market, 

and so production issues mattered more than anything else. 

1. Product concept 

According to this concept, companies value the features or quality of the product because in 

the long run, the product will only exist with the quality it provides to the consumer. The 

product concept is the opposite of the production concept, which assumes that availability 

and price do not play a role in customer buying habits, and that people generally prefer 

quality, innovation, and performance over low price. Thus, this marketing strategy focuses on 

continuous product improvement and innovation. 

2. Sales concept 

It is not enough for the manufacturer to produce the product and wait for the customers. Thus, 

according to this concept, it is very important to inform the consumer about the product, 

which can be done through various methods of advertising. Sales concept marketing focuses 

on bringing the consumer to the real deal without considering the needs of the consumer or 

the quality of the product. This concept often excludes customer satisfaction efforts and 

usually does not lead to repeat purchases. 

This concept also focuses on people, but it lacks a real approach. Businesses with a 

merchandising concept operate on the belief that consumers will not buy enough products 

and services unless you convince them. Back in the day, people didn't have many options and 

it wasn't that hard to convince them to try your product. Today's environment has completely 

changed the rules of the game. Where once price and proximity were important, today's 

customer knows a lot and consumes a lot of information before making a decision. Thus, 

selling has become a marketing concept. There are still businesses that base their operations 

on sales. 

3. Marketing concept 

As mentioned above, the marketing concept places the consumer as the main priority for 

business operations. Thus, it is very important for the manufacturer to produce the product 

that the consumer wants, so that the consumer is satisfied and the manufacturer makes a 

profit. 
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The marketing concept is based on increasing the company's competitiveness and 

maximizing profits through marketing ways to offer better value to customers than 

competitors. It is about knowing the target market, feeling its needs and meeting them most 

effectively. Many call it the "customer first approach." 

4. Concept of social marketing 

Although similar to the marketing concept in putting the needs of the consumer first, this 

concept implies that the company should work not only for the consumer, but also for 

society. Thus, the enterprise must maintain a balance between the company's profit, the 

consumer's wishes and the welfare of society. An example of this is a business that considers 

an environmentally friendly way to produce its products to reduce carbon emissions, improve 

air quality and improve the breathing conditions of consumers. 

Social marketing can increase your product sales revenue in the following ways: 

 Product production is profitable enough to meet consumer needs; 

 Paying attention to the general well-being of society; 

 Improving the quality of life of consumers. 

5. Consumer concept 

Now, not only the marketing concept is enough, but companies are using the consumer 

concept, that is, paying attention to the individual consumer can be done through one-to-one 

marketing. 
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The following are the characteristics of the marketing concept (Table 1) [4]: 

No Characteristics of the marketing 

concept 

Description 

1 Customer orientation The marketing process begins with knowing 

what customers want, until a business can 

create a product or offer a service that can 

satisfy them. Regular customers lead to 

higher profits. 

2 An integrated approach Coordinated cooperation between different 

departments of the business (marketing, 

production, finance, etc.) is essential to meet 

the needs of customers. 

3 A long-term perspective Building long-term relationships with 

customers with consistent service and quality 

they can trust will ensure profitability, 

customer retention, and long-term customer 

acquisition. This makes the business a 

reliable and well-known brand. 

4 Profitable sales volume Long-term profitability is a sign that a 

business's marketing efforts have been 

successful. Not only do businesses want to 

increase revenue, but they want to do so 

consistently over the long term. 

Implementation of the marketing concept 

 Adopting a customer focus 

In fact, consumer needs drive how businesses operate. By conducting market research and 

monitoring consumer behavior online, businesses can stay abreast of market trends and ever-

changing consumer tastes. 

 Formation of goals 

Creating goals that show where operations should be in terms of meeting customer needs 

should be a priority for any business looking to make or grow profits. It also means that 

businesses as a whole, even with different departments with different functions, must work as 

a unit to achieve these goals. 

 Integration of business operations 

After defining what the goals are, the business must adhere to the alignment of the various 

business departments or operations to collaborate and achieve those goals[ 5]. Each 

department and the employees working in them must understand the main goal, which is 
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customer satisfaction. 

Advantages of marketing concepts: 

 Increasing employment opportunities 

As the business grows, they can hire more staff to meet their expanding operations by 

attracting clients based on professional services that meet their needs. 

 Awareness and recognition of consumer and social welfare 

When consumers do well, society as a whole does well. Businesses can make sure this 

happens by prioritizing the needs of their customers beyond what they can offer by improving 

production and operations. 

 Attention to the scope of scientific thought 

In order for a business to strategically find a way to benefit society as a whole, it must be 

based not only on market research, but also on scientific research. 

 Improving the quality of production 

Knowing what the consumer needs allows businesses to shape their products to meet those 

expectations in the manufacturing process, thereby increasing the quality of what they offer. 

 Creates a healthy competitive environment 

Different people want different things. This allows multiple businesses (regardless of size) to 

thrive on the same marketing by serving different needs. 

 Increasing the status of the consumer 

The more satisfied a consumer is with a business's products or services, the more they will 

buy. New customers will emerge, and the more they buy, the more likely they will eventually 

become a targeted and loyal demographic for the business. 

 Simplifying business and community goals 

Collaborative efforts in businesses seeking to align their goals with community needs lead to 

greater satisfaction across the board. 

Regarding the role of modern marketing for enterprises, the main goal of the 

organization's marketing efforts is to develop satisfactory relationships with customers that 

are beneficial to the customer and the organization [ 6]. These efforts lead to marketing 

playing an important role in most organizations and society. As mentioned above, modern 

marketing is a very new concept that companies and marketers need to pay attention to. Until 

now, many companies have not paid much attention to the role of modern marketing and its 

application. 
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Analysis and results 

With the development of technology, production techniques have developed rapidly 

and production has become faster, better quality and more controlled. In parallel with the 

developing technology, information systems and the Internet have become an indispensable 

technology of today. Companies have accelerated their marketing activities to lead and 

survive in a highly competitive environment. In the environment of increasing competition, 

the level of knowledge of consumers has increased. This situation caused the inadequacy of 

classical marketing management methods, and the modern marketing management methods 

used today replaced the classical marketing methods [ 7]. 

The need and influence of modern marketing management in the field of marketing is 

visible today. Issues such as brand awareness, advertising, customer relations, and public 

relations have come to the fore in modern marketing management methods. Companies try to 

implement marketing activities taking into account these issues in their marketing activities. 

It can be seen from here that the concept of the customer has become very important in the 

field of marketing. Firms strive to be one-on-one and build relationships with their clients. 

Studies have shown that dominant and leading companies in the market establish closer 

relationships with their customers, understand and analyze their needs and expectations, and 

develop appropriate solutions for them [8]. 

Connecting with customers and interacting one-on-one is possible through the use of 

today's technological capabilities. Therefore, companies need to use Internet technologies, 

which is today's technological communication system. Today's companies use different 

communication methods of Internet technologies such as website, e-mail, website 

optimization in marketing activities in modern marketing management [ 9]. The importance 

of the Internet in today's and future modern marketing methods is undoubtedly huge. 

Companies that fail to integrate customer insight with technology will not have a chance to 

survive in the future. 

Conclusion 

As mentioned above, modern marketing is a new concept that expresses not only 

corporate and profit, but also the needs and values of consumers and society. Companies 

pursue their own advantages and they do not care about the basic principles of what people 

and society have goals and values. Therefore, companies should be familiar with this modern 

and strategic principle, and we should focus their attention not only on the goals and interests 
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of the company, but also on the people. This can be by expanding the concept of modern 

marketing and encouraging companies to replace it with modern methods rather than the 

traditional method. 

In this increasingly competitive environment, manufacturing or service companies 

correctly implement various marketing activities to stay ahead of the fierce competition. It 

guides companies to the current new marketing trends. Companies must apply modern 

marketing trends that match the quality of the product or service. In fact, they are bound to 

differentiate themselves by creating unpredictable and unique marketing trends. There is no 

chance of survival in the world for companies trying to follow classic marketing methods. 

Companies must try to be flexible, follow all kinds of innovations and participate in the 

market by changing the shell very quickly when necessary. Because in parallel with 

technology, the concept of marketing and the market, as in every field, is constantly changing 

rapidly. Every day, new trends, new products and new concepts appear in front of the 

business. Marketing management in enterprises must be ready for such situations and be able 

to respond quickly when necessary. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



(July 2024). MODERN MARKETING CONCEPT: MARKETING CONCEPT AND ITS TYPES 
International Journal of Economic Perspectives,18 (07) 50-58 
ISSN: 1307-1637 UGC CARE GROUP II 
Retrieved from https://ijeponline.com/index.php/journal 
 

 

© 2024 by The Author(s). ISSN: 1307-1637 International journal of economic perspectives is licensed under a Creative 

Commons Attribution 4.0 International License. 

Submitted: 27 May 2023, Revised: 09 June 2024, Accepted: 18 June 2024, Published:   July 2024 

58  

References 

 

1. Kotler, P. (2006) and O. Armstrong (2006). Principle of Marketing” Prentice Hall 

International Inc., New Jersey 

2. Sundaram R & Sharma R & Shakya A. (2020).Power of digital marketing in 

building brands: A review 

ofsocialmediaadvertisement.InternationalJournalofManagement,11(4),24-25. 

http :// www . iam com / IJM / issues . horse ? JType = IJM &VType =11&IType =4 

3. Kotler, P. and G. Armstrong (1997). "Marketing An introduction; Prentice Hall 

International Inc., New Jersey. 

4. Makrides ,A.,Vrontis ,D.,&Christopher 

,M.(2020).TheGoldRushofDigitalMarketing:AssessingProspectsofBuildingBrandAwareness

Overseas.BusinessPerspectivesoathResearch, 8(1), 5 4–

56.https://doi.org/10.1177/2278533719860016 

5. Venkatesan ,R.,&Kumar,V.(2004).Acustomerlifetimevalueframeworkforcustomer 

selection and resource allocation strategy. Journal of Marketing, 68(4), 126-127. 

6. Yosie , TF, Simmons, PJ, & Ashken , S. (2016). Sustainability and the Modern 

CMO. Accessedat[ http://www.corporateecoforum.com/wp-

content/uploads/2017/01/Sustainability-and-the-CMO_FINAL.pdf] 

7. Steiner, M., Eggert, A., Ulaga , W., & Backhaus, K. (2016). Do customized 

service packages 

impedevaluecaptureinindustrialmarkets?JournaloftheAcademyofmarketingScience,44(2), 

71-72. 

8. Varadarajan ,P.R.,&Jayachandran 

,S.(1999).Marketingstrategies:anassessmentofthestateof the field and outlook. Journal of the 

Academy of Marketing Science, 27(2), 110-113. 

9. Green, PE (2001) "An international model of consumer utility Journal of consumer 

research, vol. 2, pp. 46-47. 

 

 

http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.iaeme.com/IJM/issues.asp?JType=IJM&VType=11&IType=4
http://www.corporateecoforum.com/wp-content/uploads/2017/01/Sustainability-
http://www.corporateecoforum.com/wp-content/uploads/2017/01/Sustainability-

