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Modern Marketing 
In the past, customers used to get to the physical store to buy items. The most popular forms of advertisements were commercials on billboards, essential printed works, television sets, and radio station. Only premium brands and new products got marketed massively to attract a higher percentage of customers (Hills, & Hultman, 2011).  However, in the current times, many marketing officers struggle to engage with the consumers since all goods have got readily available to the final customer. The modern buyer holds bigger expectations and wants from suppliers, for instance, personalized experience, multiple channels of buying and timeliness. Instead of going to a store to speak with a marketer to purchase a product, various avenues of accessing and comparing goods remain open and exciting. 
 The digital age presents multiple channels of communication especially the social media (Facebook, blogs). The marketers now apply developed text messages, graphics in billboards, television adverts and print media to communicate to customers about goods. Marketing also gets done via spam emails, blogging, and online stores, for instance, Jumia, Kilimall, and Alibaba. The highest percentage of consumer’s worldwide access the internet daily and most of the customer services have got internet based. It has got more comfortable for customers to search and compare items from different platforms at the comfort of their homes via the internet.
The marketing strategies have developed widely into online-based activities in which the sellers get to interact with buyers. Although no one can speculate the future accurately, the previous trends can help guess the future outcome. As technology advances, more people get online and can access several internet services including communication channels. People get more receptive to goods that get customized to appeal to their tastes. The continued growth in the trend of easy access to technology and information grows more platforms to reach customers (Hills, & Hultman, 2011).  Therefore, the pattern of advertising goods online via blogs, websites and social media will progressively increase with time. The television, radio stations and other physical advertisements methods will reduce as few people will concentrate on them. 
The customer experience has evolved into valuing marketing services that engage, embody, and give awesome emotion, expertise and exclusivity. Real brands don’t just fulfill the physical need but also represents real feelings and experiences; for instance, Coca-cola selling point is happiness. Understanding the past, present and future marketing patterns present companies a chance to develop their products and advertisement strategies according to the changing times (Mohapatra, 2013). Ensuring that a firm’s products get accessible a click away increases the chances of successful sales for companies in the current digitized age. Companies must strategize on marketing methods to keep up with the changing customer needs. 
Studying consumer behavior in terms of groups or individuals remains vital for marketers. Consumer experiences educate firms on what goods they need to specialize in and how to modify current products to satisfy customer demands. Understanding customer’s needs enable salespeople to develop marketing strategies that touch their shopper needs and hence attract customer attention (Blythe, 2013). The relevant departments in firms also get aware of which areas demand what kind of product (market segmentation) and focus on the distribution and marketing strategies for that particular product to those locations. Brands must learn to personalize the adverts in line with customer’s demands to drive sales. On social media, understanding the consumer enables the online marketer to provide the most needed items of consumption. E-Commerce remains an excellent venture for businesses that desire to stay with a competitive advantage in the future (Mohapatra, 2013). Companies that deal with consumer goods and services should ensure that online stores remain well-stocked with their products.
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