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Seth Godin in his 2003 Ted Talk dubbed “how to get your ideas to spread” highlights the evolution of the marketing concept over the last few decades. He kicks off the talk with reflecting on how marketers undertook their activities in the past. During this era, it was all about getting the most number of consumers to become aware of a product (Godin, 2003). This worked well since competition was not as intensive as it is today. However, times have changed and so must marketers. Spreading word to the highest number of customers is not a sure way to win clients in the modern age. The world has transformed so much that there is always a new product launching at any given point. 
Therefore, marketing promotion in the traditional format is no longer effective in increasing brand equity (Payangan, Sahabuddin, & Girikallo, 2017). Consumers have too many options to choose from and simply do not care how attractive the advert might be. As an entrepreneur, resources will never be sufficient and, therefore, this is critical advice. One must refrain from haphazard spending in the hope of gaining market traction. Spending excessively on traditional media marketing in a crowded sector is not a wise decision for an entrepreneur especially those just starting in the market. 
Seth Godin proposes a change in tactic. The new and predominant marketing concept requires marketers to focus on a small market. This target market might comprise of early adopters and suave customers that seek to consume exclusive products. By placing attention on this market, the marketer will first cut down on heavy expenditure towards traditional marketing. Such initiatives require purchasing expensive time slots on television and radio (Gutierrez, Nava-Rogel, & Trujillo-Leon, 2016). This evolved concept frowns against such an idea. Rather, the focus should be on product development. The marketer needs to study the market and come with an innovative idea that is different from the existing options in the market. This is what being remarkable is about. To stand out in this crowded market scene, the marketer needs to endeavor to come up with unique products that revolutionize the scene. An entrepreneur must out ways to become remarkable in their chosen fields to reap maximum benefits. 
After this, marketing promotion must target the early adopters. These are the consumers that maintain open minds and will readily embrace a new product as long as they understand the idea or concept behind it. Normally, such individuals tend to be powerful in one way or another. They are opinion shapers and can impact upon the decisions of numerous others in the market. Upon purchasing the new product, these early adopters will slowly impact on those within their social network. This way, word spreads quickly within the customers who care enough to make purchases. In the past, marketing was all about going out for the whole bunch. With time, this has transformed into niche marketing. This is one critical lesson to the entrepreneurs to incorporate into their strategies. 
Finally, these ideas are applicable in numerous cases. One such case is domestic entrepreneurial undertaking to capitalize on the local opportunities. In this regard, an entrepreneur must identify the needs of the consumers within this market and come up with an innovative solution that is different from the rest. Afterward, the must reach out to the customers with the potential to adopt such a solution early enough (Payangan, Sahabuddin, & Girikallo, 2017). This is where their marketing initiatives should focus on primarily to acquire this influential market segment. Afterward, word of mouth or relationship marketing will do the rest for the marketer as more and more customers become aware of this innovative solution. It will not be long before the rest of the consumers in the market get on board. 
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