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Marketing and why marketers lie

Introduction

Marketing is a large term used to generalize types of businesses. However, marketing, in this case, is the advanced one, which involves online marketing, video shots and communication, either directly or indirectly. Direct potential customers find the marketers on the streets, were they are convinced to purchase items or get services by the word of mouth. These marketers also give their cartels with price lists, guarantees, and other offers to the direct customers. Once these potential customers are convinced with the deals given buy the marketers, they come back and make purchases, according to the needs they have. However, the marketers have changed completely. Some marketers have tried to sell their items at higher prices.  Thee prices are not lowered, since they are fixed. These prices sometimes make the potential buyers think that the items sold are original and different from similar items in the market. They therefore rush to buy the same items, at the fixed and high price. However, these items sometimes refuse to sell, since the potential customers found other cheaper and similar items in the market. This causes the items to take too long in the market before they sell. The sellers do not take the items away from the market. They instead choose to bring other cheaper items in the market, and give the previous items as an offer. This is how lying in marketing affects customers.

Marketing

Customers love to keep quality. Therefore, giving what they bought for many dollars as an offer as like an insult.  They completely lose trust in you and stop buying from you. This is a big lie in the marketing sector, and should be avoided. Reaching at this stage means that the customers will take too long to be convinced again concerning your items. Keeping standard in the market is the most important aspect. 

Other marketers are not really sure f what they are saying concerning their items. This totally represents a lie. One should have enough words to describe the items they are selling, and answer the questions they are asked by the potential customers. Customers love fluent people, who answer questions well without thinking of what to say (Nadia Marinova, pg 537). They should have the answers at their figure tips if they have to face the potential customers. Sufficient knowledge on the item on sell is important since many potential customers will ask if the items have a certain mark of quality, the company of production, the benefits, and the side effects. Others will also want to know why the product or item is better compared to the rest of similar items in the market. Therefore, the marketers are much burdened compared to the manufacturers, since they have to convince the buyers that what they are giving is the best.

Everything in the market, meaning all items with advantage should have disadvantages too. No potential buyer will go for that item which is not 100% assured. Every customer will rush for that item which has the total percentage. However, no products are totally percentage when it comes to manufacturing. The best percentage is 99.9% which is the best mark in the market (Christodoulides, pg 55).  Customers will look for that item anywhere to buy. However, all items including the cheapest have the same percentage. In their cartels, the marketer talk more about the advantages, and major on them than the disadvantages. In fact, fewer disadvantages are given in the cartels, except on the product itself.  In addition, these products still need to expire one day. They therefore need to be told about the expiry date, or on the ways of handling the items. The items are not perfect, and so some negative information concerning them should be included in the cartels. It is important to be open to customers, since maintaining them is the most important aspect of a marketer in a company. But why do marketers lie? Let’s address this issue.

Why do marketers lie?

First, it is said and believed that all marketers are liars. A marketer should lie at some point, to fully convince the potential buyer that what he or she is selling is the best in the market. However, not all marketers are wise enough to lie to potential customers. Some customers are too inquisitive, and thus need answers to their questions (Frédéric Dalsace et al, n p). To some extent, that is why the marketers are there. They should be welcoming and attractive to customers.  Since no item is perfect, it is the role of the marketer to convince the potential buyer that their item will serve their purpose effectively. This is the first reason why marketers lie.

Nobody will give their money if they have doubt on a certain item. They have to be sure that what they are getting in exchange of their money is the best, and will serve the specific purpose. Therefore, there is no way these marketers can start telling the potential buyers about the disadvantages of the items, which they belief to be perfect. However, problems chip in when the products fail to serve their purposes as required (Nadia Marinova, pg 537). The potential buyers or customers blame the company and the marketers of the failure. They send a bad picture of the company in the market, thus making it difficult for the company to get other customers. The company therefore opts to close or start to manufacture other products, different from what they were producing before. 
Marketers also lie to satisfy the doubt of the potential buyers. Everybody will want to know the disadvantage of a product, and why it is being sold at either higher price or lower price.   This is because; companies do not sell their items at an equal price. Some sell at a lower price, where else others sell at a higher price. However, all the items serve the same purpose, despite their difference in prices and brands.  Customers therefore get convinced by the fluent marketers, who appear to be confident and sure of what they say about the product on sell. What about the naysayers? Let’s see who they are and what they do.
Who are Naysayers?

Naysayers are pessimists who prophesy doom, and are therefore hopeless in as much as things are concerned. In marketing, we have naysayers, who come to the market as buyers or potential buyers. These buyers are always confused since they do not actually know what they need. They room about the places where marketers are busy communicating with the potential customers, and come in talking about the disadvantages of using certain items on sell. They are unable to control themselves, thus give the marketers a hard time. These people sway away potential buyers, and some even lose hope and trust in the items. Naysayers are also found in online marketing, where they log in to a certain marketing official page, and then start posting ill or negative information concerning the certain products in the market. Though some of these naysayers could be reacting as a result of anger, it is usually important to control them since they work to the negative side of a company.

 Some naysayers seem to be paid by other companies to tarnish the name of other companies. They therefore react seriously, even when warned against doing so. These people therefore work under the influence of money. It therefore becomes difficult to stop them. Thus other potential customers run away from that product. However, it has become serious today, since these naysayers are being arrested and taken to a court 0of law, where most of them confess that certain companies pay them huge amounts of money to tarnish the name of other companies.
Conclusion

Generally, marketing is all about the use of mind, and frequent reasoning since customers need to be convinced. It is not easy to market an item by being sincere, since most of the marketers do not even know anything concerning the item. However, some products are too sensitive to be left in the hands of careless marketers, and so it is important to be sure of what one is buying, and conduct thorough research before getting to the market. These marketers are just employees, who are struggling to earn a living.  In addition, in order to keep the name of a company, marketers should be offered free training on the products on sale and dealing with customers. 
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