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FIVE MOST IMPORTANT ASPECTS TO MARKETERS
Marketing is a very competitive field that requires businesses to display reasonable efforts to remain relevant in the market. For this reason, there are several aspects of marketing that marketers consider most important in the conduct of their business with customers. The fulfillment of these marketing aspects is key to the success of the marketing business as they enhance customer satisfaction, loyalty, attraction and retention.
Privacy of personal information is one of the most important aspects of marketing that marketers and strive to achieve. With the widespread use of internet marketing, marketers have developed a wide range of mobile applications that allow customers to access company stores and make purchase orders without stepping out of their doors. Such mobile apps are as well used by the marketers to keep a track record of customer purchasing behavior and personal details, the information of which is used by the marketers to tailor products to customers based on their unique demographic information (Wang, et al., 1998). However, these kinds of mobile applications are accessed by a wide range of users, some of whom may use customer personal information for ill intentions. Customers are concerned with the privacy of their personal information and it is the responsibility of the marketers to safeguard such information to avoid losing customers whose privacy is breached through such mobile applications.
Accuracy of product information is another aspect of marketing that marketers hold dear to their conduct of business with customers. According to Russo et al. (1998), customers are highly sensitive to misleading information and are very reluctant to buy products from companies whose marketing information accuracy is in question. Customers rely on the information given by marketers about such factors as durability, quality and performance of products in order to make purchase decisions. If customers purchase products only to find that such products do not meet the information given by the marketers, they become dissatisfied with such products and desist from buying from such companies whose product information is misleading (Russo et al., 1998). To help keep customers and attract even more, marketers must ensure that the product information they provide to customers is accurate.
Another vital aspect of marketing that marketers are highly concerned with is the security of their marketing transactions. This happens especially with online marketing companies where internet hackers may impersonate online marketers and consummate transactions in the name of the marketer only to steal from customers (Miyazaki & Fernandez, 2000). This usually happens at the point of making payment after customers have ordered their purchase online. Customers are always very concerned after making online payments and are very happy to get feedback from the seller about the receipt of payments. Customers who fall victim of internet hackers and their money stolen from them develop high phobia with online dealings, something which means loss of customers for online marketers (Miyazaki & Fernandez, 2000). It is the responsibility of the marketer to ensure high security of their websites and make customers aware of potential hackers so as to avoid falling victims of online thieves. Marketers should design their official marketing websites with very strict security features to ensure full protection of customer enquiries and business dealings.
The other aspect of marketing that is very important to marketers is the visibility and accessibility of their business. This is a very crucial factor in the field of marketing as customers only make purchase with companies that they know, have seen or have heard of. Visibility can be achieved through different market promotion means like advertising, shows and exhibitions, trade fairs just to mention but a few (Russo et al., 1998). Advertising can help in attracting new customers to the product being marketed and this means increased sales for the company. Customers perceive companies that engage in intensive marketing promotion as being financially stable enough to provide the products they need when they need them. High visibility in the market as well makes customers feel they are dealing with a well-known company that is big enough to feel proud about. This kind of availability should be coupled with ease of access to such company products. As marketers strive to increase their visibility in the market, they should match that kind of visibility with customer accessibility. According to Russo et al. (1998), accessibility is key as customers do not take the trouble of finding the company producing a certain product, but they look for that product in the market. Due to the high competition in the market, many different marketers are selling similar products from the same producer. Therefore, to remain competitive in the market, the marketer should ensure customers can reach the store with a lot of ease. One way of ensuring ease access by the marketer is by designing official marketing websites with easy navigation components so that customers visiting such websites are able to find what they are looking very easily and within a short time.
Last but not least, product presentation and delivery are another aspect of marketing that are of high importance to marketers. Product presentation refers to the way the marketer tailors the product to potential customers to elicit purchase decision from the customers (Filo & Funk, 2005). Customers are always looking for products that are clean, neat and looking new even if they are second-hand products. It is thus the responsibility of the marketer to make sure the store is kept clean and neat so that customers who physically visit such store get motivated to make repeat purchase from the store in future. For online marketers, the photos of various products offered should be very clear so that customers can find it convincing to purchase. Customers who make orders of products of their own choice usually wait and expect to get deliveries that correspond to their orders. When marketers deliver the exact products ordered, customers feel very happy and this increases customer loyalty to the marketer (Filo & Funk, 2005). However, when the delivery does not correspond to the orders made, customers get disappointed and may terminate their business with such a market, which means losing customers to the marketer. 
In conclusion, and as it can be seen from the above discussion, it is paramount for marketers to ensure privacy of customers’ personal information, accuracy of product information, secure marketing transactions, high visibility and easy accessibility to business, and proper presentation and delivery of products to customers in order to remain competitive in the market. The fulfilment of these five marketing aspects helps the marketer in enhancing customer satisfaction and loyalty, the two of which result into increased customer attraction and retention to the business which ultimately lead to enhanced sales and thus profitability of the marketer.
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