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Importance of Marketing in the Modern
World

Posted on June 11, 2018

Marketing plays an essential role in the modern world because consumers have more products,
services, information, and purchasing options than ever before. Producing a useful or high-quality
product is no longer sufficient to ensure commercial success. Organizations must also understand
their customers, communicate the value of their offerings, differentiate themselves from competitors,
and ensure that the right people know the product exists.

Seth Godin, an American author, entrepreneur, and marketing speaker, discusses these challenges in
his lecture “How to Get Your Ideas to Spread.” He explains that the modern marketplace contains too
many options and too little time. Consumers cannot examine every available product or pay attention
to every promotional message. They consequently ignore most ordinary products and advertisements
and focus on the ideas that appear relevant, distinctive, useful, or worth discussing (Godin, 2003).

Godin uses the initial struggle of sliced bread to illustrate the importance of marketing and
awareness. The invention itself was useful, but usefulness did not automatically create widespread
demand. Consumers first had to notice the product, understand its benefits, and develop a reason to
choose it. This example supports the original article’s central argument: no matter how good a
product may be, it is unlikely to succeed if potential customers do not know that it exists.

What Marketing Means
Marketing is sometimes treated as another word for advertising, but advertising is only one part of
the marketing process. The American Marketing Association defines marketing as the activities,
institutions, and processes involved in creating, communicating, delivering, and exchanging offerings
that provide value to customers, partners, and society (American Marketing Association, n.d.).

This definition shows that marketing begins before an advertisement is created. It includes
researching customer needs, developing an appropriate product, setting its price, deciding where it
will be available, communicating its benefits, delivering a satisfactory experience, and maintaining
relationships after the sale.

Advertising focuses primarily on paid promotional messages. Marketing is much broader because it
asks several fundamental questions:

Who is the intended customer? What problem does the product solve? Why should the customer
choose it rather than an alternative? How should it be priced and distributed? What message will
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communicate its value clearly? What experience will encourage the customer to return or recommend
it?

An organization that answers these questions effectively is more likely to create an offering that
customers understand and value. By contrast, a company may spend heavily on advertising and still
fail if its product does not satisfy a genuine need or if its message reaches the wrong audience.

Making Consumers Aware of a Product
The original article correctly argues that consumers cannot purchase a product they do not know
exists. Awareness is therefore one of marketing’s most basic functions. Marketing introduces an
offering, explains what it is, shows how it can be used, and communicates the benefits it may provide.

A business that focuses only on manufacturing may develop an excellent product but receive few
sales because customers cannot discover it. Potential buyers may not recognize the problem the
product solves or understand why it is better than existing alternatives. Marketing connects the
organization’s capabilities with the customer’s needs.

However, awareness alone does not guarantee success. Consumers may know that a product exists
and still reject it if its benefits are unclear, its price appears unreasonable, its distribution is
inconvenient, or its claims seem unreliable. Effective marketing must therefore move beyond
exposure and build understanding, credibility, relevance, and perceived value.

Kotler et al. (2022) explain that successful marketing requires organizations to select target markets
and attract, retain, and grow customers by creating and communicating superior value. Marketing is
not merely about persuading people to buy something they do not need. Its more sustainable purpose
is to identify needs and develop an offering that satisfies them better than competing options.

The Problem With Traditional Interruption
Advertising
Godin also discusses ineffective marketing strategies. The original essay specifically identifies
television commercials as a common approach that has become less reliable because consumers
have limited time and little interest in irrelevant advertisements.

This argument should be qualified. Television advertising has not become universally ineffective. It
can still reach large audiences and can be valuable for products with broad appeal. Major events,
entertainment programs, and carefully selected television placements may continue to generate
awareness. However, the traditional model of repeatedly interrupting a mass audience has become
less dependable in a fragmented media environment.
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Consumers can now skip commercials, subscribe to advertisement-free services, block online
advertisements, change channels, scroll past sponsored posts, or divide their attention across
multiple devices. They are also exposed to messages from countless businesses, influencers, news
organizations, entertainment platforms, and personal contacts. As the volume of information
increases, attention becomes more difficult to obtain.

Stuffing an audience with excessive information and repetitive advertisements may cause irritation
rather than interest. A complicated advertisement can also overwhelm consumers if it presents too
many features without explaining the product’s central value. Strong marketing communication
prioritizes the information most relevant to the intended audience.

Godin’s criticism is therefore not simply that television is obsolete. His broader point is that
interrupting uninterested people is inefficient. Businesses must earn attention by creating something
relevant and communicating it to people who are likely to care.

Creating a Remarkable Product
Godin moves from advertising to the importance of creating what he describes as a “remarkable”
product or idea. In ordinary language, remarkable means unusual or excellent. In his marketing
argument, it also means something worth making a remark about.

A remarkable product gives consumers a reason to notice it and discuss it with others. Its
distinctiveness may come from design, convenience, performance, price, customer service, social
purpose, packaging, accessibility, or another meaningful benefit. The difference must matter to the
intended customer rather than existing only for novelty.

This idea is related to a unique selling proposition. A unique selling proposition identifies the specific
feature or benefit that distinguishes an offering from competing choices. When customers face many
similar products, a clear difference helps them understand why one option deserves consideration.

Differentiation does not require every product to be strange or completely unprecedented. A company
can distinguish an ordinary category by solving a familiar problem more effectively. A delivery service
may compete through reliability, a software platform through ease of use, a clothing company
through inclusive sizing, or a restaurant through consistently personalized service.

The central requirement is meaningful value. A product that is unusual but useless may attract
temporary attention without producing customer satisfaction. Sustainable marketing connects
distinctiveness with a genuine customer need.
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The Purple Cow Example
The original essay preserves Godin’s well-known example of the “purple cow.” A person travelling
through the countryside may initially notice ordinary cows, but the sight soon becomes familiar and
uninteresting. A purple cow would attract immediate attention because it violates expectations.

The metaphor illustrates how consumers respond in crowded markets. An average product may
remain invisible even when it is competently made. A product that looks, performs, or communicates
differently is more likely to generate curiosity.

Godin’s purple cow does not mean that every organization should pursue meaningless novelty. Being
different is valuable only when the difference supports the brand’s purpose and appeals to the
relevant customer. Extreme design, shocking advertising, or controversial messaging may attract
attention but also damage trust if it conflicts with customer expectations.

A useful interpretation of the purple cow is that marketing should not be added only after product
development. The possibility of being noticed and recommended should be considered while the
offering is being designed. Marketing and innovation should work together rather than operating as
separate activities.

The Importance of Branding
The original article refers to fashion brands that gain attention through signature clothing. This
example introduces the broader importance of branding.

A brand is more than a logo or company name. It represents the associations, expectations,
experiences, and meanings connected with an organization or offering. Strong branding helps
consumers identify a product, distinguish it from alternatives, and predict the type of experience they
are likely to receive.

Signature designs can make fashion products immediately recognizable, but brand distinctiveness
can also be created through language, service, packaging, values, storytelling, or customer
experience. Consistency allows these signals to become familiar over time.

Keller (1993) explains that customer-based brand equity develops when consumers are familiar with a
brand and hold strong, favorable, and distinctive associations with it. Marketing contributes to brand
equity by shaping what customers know, feel, and remember about an organization.

A strong brand can reduce uncertainty in the purchasing process. Consumers may choose a familiar
company because they trust its quality or understand what it represents. However, branding cannot
compensate permanently for a poor product. If the experience repeatedly contradicts the promise,
customer trust will decline.
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Identifying the Target Audience
Godin’s lecture also addresses the concept of a target audience. The original essay correctly argues
that businesses should not assume that every consumer will be equally interested in every product.
Trying to appeal to everyone can produce a message so general that it connects strongly with no one.

A target audience is the group of people most likely to need, value, or purchase an offering.
Businesses identify these customers through characteristics such as age, location, income, lifestyle,
interests, occupation, purchasing behavior, needs, or problems.

The original article illustrates this principle by stating that a basketball cannot easily be sold to a
football fan. The example is intentionally simple, but its basic point is valid: the interests of the
audience must match the offering. A company wastes resources when it promotes a specialized
product to people who have no relevant need or interest.

Market segmentation is the process of dividing a broad market into smaller groups with shared
characteristics or requirements. The organization then evaluates these segments and decides which
ones it can serve effectively. Wedel and Kamakura (2000) explain that segmentation helps
organizations recognize differences among consumers and develop more appropriate strategies for
selected groups.

Targeting does not mean excluding people unfairly or refusing to sell to customers outside the
selected group. It means concentrating limited marketing resources where they are most likely to
create value and produce a response.

Niche Marketing and Early Adopters
The original essay describes this focused approach as niche marketing. A niche is a relatively specific
part of a larger market whose members share distinctive interests, needs, or preferences.

A small business may not have the budget or capacity to compete for an entire mass market. It may
perform better by serving a narrowly defined group exceptionally well. Examples include clothing
designed for a particular activity, software created for one profession, food produced for a specific
dietary requirement, or educational content developed for learners at a particular level.

Godin emphasizes reaching people who are already interested in the type of idea or product being
offered. Enthusiastic customers, fans, specialists, and early adopters are more likely to pay attention,
try something new, provide feedback, and tell others about their experiences.

The original article refers to such consumers as “geeks and fans” who become deeply interested in
their favorite subjects and discuss them with others. Although the terminology is informal, it identifies
an important marketing process. Passionate customers can help an idea spread because they do not
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behave only as buyers. They also become reviewers, recommenders, community members, and
informal advocates.

A niche strategy can eventually produce wider growth. When a product earns credibility within a
highly interested group, other consumers may become curious. However, firms must avoid assuming
that every enthusiastic customer will automatically promote the product. Advocacy depends on
satisfaction, trust, social relevance, and the ease with which experiences can be shared.

Word-of-Mouth Marketing
Godin summarizes part of his argument by stating that “people who spread ideas win.” The statement
highlights the value of word-of-mouth communication.

Traditional word of mouth occurs when people share opinions and recommendations through personal
conversations. Electronic word of mouth extends this activity to online reviews, social media posts,
videos, blogs, discussion forums, and other digital platforms.

Consumers often consider other consumers’ experiences because those accounts appear more
independent than company advertisements. A recommendation from a trusted friend or a detailed
review may reduce uncertainty and help a person evaluate an unfamiliar product.

A meta-analysis by Ismagilova et al. (2020) found that electronic word-of-mouth communication
influences consumers’ intention to purchase. Its effect depends on factors such as argument quality,
credibility, usefulness, and the consumer’s need for information.

Modern marketers therefore cannot control every message surrounding a brand. Customers publicly
interpret, evaluate, praise, criticize, and modify marketing messages. Organizations can encourage
positive discussion by delivering strong experiences, responding to concerns, providing useful
information, and making products easy to recommend.

Attempts to manufacture fake reviews or conceal commercial sponsorship can undermine trust.
Ethical word-of-mouth marketing depends on authentic customer experience and transparent
relationships.

Marketing in the Digital Environment
Digital technology has expanded the methods organizations can use to communicate with customers.
Search engines, websites, email, online marketplaces, mobile applications, social media, podcasts,
streaming platforms, and digital communities allow firms to reach highly specific audiences.

Digital marketing can be more measurable than many traditional forms of promotion. Organizations
can examine website visits, search behavior, email responses, advertisement clicks, customer
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acquisition costs, purchases, retention, and other indicators. These data can help marketers
determine which messages and channels are effective.

However, access to large quantities of data does not guarantee good decisions. Metrics such as views,
likes, impressions, and clicks may appear impressive without producing meaningful customer value or
profitable relationships. Organizations must connect communication measurements with business and
customer outcomes.

Digital targeting also creates ethical responsibilities. Businesses should respect privacy, obtain
appropriate consent, protect customer information, and avoid manipulative practices. Personalization
can make messages more relevant, but excessive tracking may cause consumers to feel watched or
exploited.

The modern marketing environment therefore requires both technological competence and ethical
judgment. Organizations must use data to understand customers without treating them merely as
collections of behavioral information.

Customer Experience and Long-Term Relationships
The original essay focuses mainly on attracting attention and spreading ideas. These activities are
important, but marketing does not end when a consumer makes a purchase.

Customers evaluate the entire journey through which they discover, investigate, buy, use, and seek
support for a product. Lemon and Verhoef (2016) explain that customer experience develops across
multiple stages and touchpoints, including interactions controlled by the organization and those
influenced by partners, other customers, and external sources.

A striking advertisement may generate an initial sale, but poor delivery, confusing instructions,
unreliable performance, or unhelpful service may prevent repeat business. Conversely, a positive
experience can strengthen loyalty and encourage recommendations.

Relationship marketing emphasizes retaining valuable customers rather than concentrating
exclusively on one-time transactions. Existing customers may purchase again, provide feedback,
recommend the brand, and cost less to serve than continuously acquiring replacements.

This long-term perspective corrects the assumption that marketing is simply a method of persuading
people to buy. Effective marketing coordinates the organization’s promise with the experience it
actually delivers.
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The Importance of Marketing Research
Organizations cannot identify customer needs accurately through guesswork alone. Marketing
research collects and analyzes information about consumers, competitors, market conditions, and the
likely performance of an offering.

Research may involve surveys, interviews, focus groups, observation, experiments, sales data,
website analytics, customer reviews, and competitor analysis. Each method provides different forms
of evidence.

Marketing research can reveal why customers reject a product, which features they value, how much
they are willing to pay, where they prefer to purchase, and which messages they understand. It can
also prevent organizations from assuming that their own preferences represent those of the market.

Listening to customers does not mean following every suggestion without evaluation. Consumers may
describe existing problems clearly while finding it difficult to imagine an unfamiliar solution. Marketers
must combine customer insight with creativity, technical knowledge, and strategic judgment.

Marketing Benefits Consumers and Society
Marketing is often criticized because it can encourage unnecessary consumption, exaggerate
benefits, invade privacy, or manipulate vulnerable audiences. These concerns are legitimate when
marketing is deceptive or irresponsible.

However, ethical marketing also benefits consumers. It helps them discover alternatives, compare
offerings, understand how products work, and identify solutions to their needs. Competition
encourages organizations to improve quality, service, convenience, and communication.

Marketing can also support social purposes. Public-health campaigns, charitable organizations,
educational institutions, and government agencies use marketing principles to spread information and
influence behavior. Messages about vaccination, road safety, environmental protection, and disease
prevention must compete for attention just as commercial messages do.

The ethical value of marketing depends on what is being promoted, whether the claims are accurate,
how information is collected, and whether the exchange creates genuine value. Marketing should
inform and persuade without deceiving, coercing, or exploiting the audience.

Lessons From Seth Godin’s Lecture
Several central lessons emerge from Godin’s lecture and the original essay.
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First, product quality alone does not ensure success. Customers must become aware of the offering
and understand why it matters.

Second, interrupting an uninterested mass audience is often inefficient. Communication should be
relevant to the people receiving it.

Third, products and ideas should possess a meaningful difference. Being merely competent may not
be enough in a crowded market.

Fourth, organizations should identify a specific audience rather than trying to appeal equally to
everyone.

Fifth, interested customers can help ideas spread through conversation, reviews, recommendations,
and online communities.

Finally, marketing should be considered during product development rather than added only after the
product has been completed. The offering itself should contain qualities that make it valuable,
recognizable, and worth discussing.

These principles remain relevant even though the communication environment has changed
substantially since Godin delivered the lecture in 2003. Consumers now have more digital tools for
avoiding advertisements, comparing alternatives, and sharing experiences. As a result, relevance,
differentiation, trust, and customer advocacy have become even more important.

Conclusion
Marketing is important in the modern world because organizations operate in markets filled with
competing products, limited consumer attention, and rapidly changing communication channels. A
business cannot depend on product quality alone. It must identify customer needs, create meaningful
value, communicate that value clearly, and deliver an experience consistent with its promises.

Seth Godin’s lecture demonstrates why ordinary ideas are often ignored. His examples of sliced
bread, television advertising, the purple cow, target audiences, niche markets, and enthusiastic
consumers show that successful marketing depends on relevance and distinctiveness.

The original essay correctly concludes that repeatedly interrupting uninterested consumers is unlikely
to spread an idea effectively. Businesses have a better chance of success when they identify the
people most likely to care, create something worth noticing, and make it easy for satisfied customers
to share their experiences.

Nevertheless, marketing is broader than promotion. It includes research, product development,
pricing, distribution, branding, customer experience, relationship management, and ethical decision-
making. Its purpose is not simply to generate attention but to create and communicate value.
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In the modern marketplace, organizations succeed when they understand whom they serve, why their
offering matters, and how they can maintain trust after the first sale. A remarkable idea may attract
attention, but sustained success requires that the organization consistently fulfill the promise that
made the idea remarkable in the first place.
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