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Marketing Concepts and Marketing Myopia
The purpose of this paper is to discuss what marketing is and why it's so essential in business. The essay will define the marketing concept and to summarize its relationship to marketing myopia. The marketing concept idea emerged in a customer-focused sense-and-respond way of thinking. The business function of marketing is critical elements towards the economic life of each organization as they attempt to satisfy their commitments to stakeholders. To economists, the business function of marketing is beneficial in the formation of utility; which is the fulfilling power of a consumer want or need by an organization. The structure requires marketing to provide critical inputs which provide a specification for the consumer preferences. Marketing myopia, on the other hand, 
What is marketing? 
According to the Unit 1 lesson (2016), marketing is has a large variety that goes along with the identification of the specific needs and wants of a targeted customer base. Follow up activities include the task of fulfilling those customers with a product or service that is better than its competition. Marketing is an essential part of a business because it forms the basis of the success of an organization. The detail of the base is in the successful execution of inter-related steps such as; sales, promotions, public relations, and advertising (Baker, 2014). A company with the perceived better products and services can be a failure without inculcating this concept into the business plan. 
Marketing is more often than not targeted at a correctly identified consumer base; which identifies through social and managerial functions (Martin, 2011). With a target in mind, the elements of marketing can be designed and customized to meet their wants, needs and requirements through instrumental analysis. The evaluations provide information that is critical in designing and producing goods and services that match the expectations of the clients. It is also essential for marketing to consider maintaining long-term relationships with suppliers and consumers. The objectives met should be fulfilling to both the consumers and the organization. 
What is the marketing concept? 
The marketing concept is a philosophy in business that provides intricate attention to the profitability of an organization over the long haul. Therefore, it is crucial to focus on coordinated activities of the organization and customize them towards the satisfaction of the necessities of an already identified market segment. The marketing concept states that a business achieves goals by knowing the wants, needs, and demands of the designated customer base (Schmitt, 2011). The satisfaction of the needs wants, and desires is achieved through products or services offered to the consumers. When presented with multiple choices of substitutable products, clients base their choice of products that will satisfy them by evaluating the value. 
The marketing concepts are essential in customizing the product to fulfill the needs, wants and demands of the clients. This aspect gives the customer-centric organizations an advantage over those that are production-centric (David & David, 2013). The satisfaction of the customers creates a loyal consumer base of repeat clients. The customers also don't mind paying high prices for the products, which is an added benefit to the organization. Another significant importance is the integration and coordination approach to marketing, which provides unification of the activities of the organization. Standardization leads to economy and efficiency in operations and also facilitates rational analysis of challenges and proposed solutions.
What is marketing myopia?
Marketing Myopia describes an approach to management that is short-sighted, through its focus on a specific commodity without proper identification of the industry that the product fits. The essence of marketing myopia implies organizational significance should be placed on customer satisfaction as identity markers for the organization, rather than defining the business operations on production. Therefore, it is critical to forming strategical decisions on the necessities of the consumer-based customer-centric evidence (Balmer & Powell, 2011). The concept of marketing myopia ties the success of the business to the satisfaction of consumers, as opposed to the sale of commodities. 
Myopia draws significant differences between the products offered by the company and the benefits and experiences as a result of the commodities. The hypothesis behind marketing myopia is that; once clients are left to their motivations, they will not consume sufficient amounts of the products of an organization. It is, therefore, necessary for the companies to be aggressive in their promotional and selling efforts. The consumers must be coaxed into the products even if they are produced after a thorough investigation of customer needs, wants and demands (Villarino & Font, 2015). Marketing myopia also assumes that strategical initiatives geared towards selling and promotions will stimulate more consumption from the consumers. 
Conclusion
Customer satisfaction is an integral part of marketing, and structuring the organization towards provision of the needs, wants and demands of the clients is the basic function of marketing. The concepts of marketing and marketing myopia stem from this same necessity. 


References
Baker, M. J. (2014). Marketing strategy and management. . Macmillan International Higher Education.
Balmer, J. M., & Powell, S. M. (2011). Corporate marketing myopia and the inexorable rise of a corporate marketing logic. . European journal of marketing. 
David, F. R., & David, F. R. (2013). Strategic management: Concepts and cases: A competitive advantage approach. . Pearson.
Martin, G. (2011). he importance of marketing segmentation. American Journal of Business Education (AJBE) , 4 (6), 15-18.
Schmitt, B. (2011). Experience marketing: concepts, frameworks and consumer insights. Foundations and Trends® in Marketing , 5 (2), 55-112.
Villarino, J., & Font, X. (2015). Sustainability marketing myopia: The lack of persuasiveness in sustainability communication. Journal of Vacation Marketing , 21 (4), 326-335.

[bookmark: _GoBack]
