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1950s: The Pivot
to the Customer

Customer-Oriented
Sense & Respond

Product-Driven
Make & Sell

“The purpose of business
IS to create a customer.”

The Marketing Concept

Peter Drucker (1954) fundamentally altered business strategy
by asserting that the factory does not dictate the market.

Market Segmentation

Wendell R. Smith (1956) introduced segmentation as a natural
force, shifting strategy away from the undifferentiated mass.




1960s: Codifying the

Managerial Toolkit

Product

Place

Price

Promotion

"

The Universal
Language

Distilled by E. Jerome McCarthy
(1960) and popularized globally
by Philip Kotler (1967). This
framework became the
operational blueprint for
marketers from New York to

New Delhi. /

e

The Broadening
Scope

Kotler & Levy (1969) asserted
that marketing applies beyond
commercial goods—planting the
seeds for social marketing in
nonprofits and political
campaigns.
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1960s: Unlocking the
Consumer Black Box

V!

The Shift

Moving from strictly economic
models of buying to psychological
and sociological models.

<\

Key Frameworks

Engel, Kollat & Blackwell (1968)
and Howard & Sheth (1969)
introduced the first formal models
of information processing and
attitude formation.

The Impact

Companies realized that
understanding the black box of
the mind could predict
purchasing behavior, leading to
the birth of modern attitude
surveys and focus groups.




1970s: The Societal and
Strategic

The Societal i Consumer\  Strategic
Marketing Planning
Concept Boom

Philip Kotler (1972) Facing stagflation,
argued that satisfying firms adopted rigid

portfolio planning tools
(BCG Matrix, SWOT) to
allocate global resources
based on long-term
profitability.

consumer wants is
insufficient if it harms
society.

Society’s
Long-Run
Interests




1970s-1980s:
The Intangibility Expansion

The Problem The Solution

Early marketing theory was built The Nordic School pioneered Services

exclusively on tangible goods Marketing. Booms & Bitner (1981)

manufactured in factories. expanded the 4Ps to the 7Ps to account
for intangibility.

People Process Physical Evidence
The human actors in The operational flow of The tangible cues of

service delivery. the experience. an intangible service.

Measurement Impact: Introduction of SERVQUAL (1988) to scientifically quantify service gaps.




1980s: Global Tensions
and Lasting Relationships

The Globalization Debate

Levitt (1983) provocatively argued
technology was converging preferences,

Relationship Marketing

Berry (1983) formalized the shift from
transactional mentalities to long-term

advocating standardized products. loyalty and retention.

Reality settled in the middle.

Total The Global Village
Localization (Standardization)

The Global Tension Scale

The Economic Anchor: It costs 5x more to acquire a

new customer than to retain an existing one.



SYNTHESIS: The Great Shift

By 2004, Vargo & Lusch formalized the move to Service-Dominant Logic—a permanent
alteration in how marketers view value.

Goods-Dominant Logic Service-Dominant Logic
(20th Century) (21st Century)
Unit of Exchange Tangible products. ?gglﬂgﬁzgggi‘a“z sl
Role of the Customer Passive receiver of value. Active co-creator of value.
iafiie Ghaation Embedded in the factory Co-created during usage and

during production. relationship interaction.




1990s: CRM, Brand Equity,
and the Digital Dawn

: : Brand as Integrated
Brand Equity Explosion Asset Co?nms
Aaker (1991) and Keller (1993)
formalized brands as
measurable financial assets
driving price premiums.
Market Orientation C/ \)
Kohli & Jaworski (1990) proved
that an intelligence-gathering Market Web 1.0
culture directly drives financial Orientation

performance.

Integrated Marketing
Communications (IMC)

The mandate to coordinate a
brand's voice across rapidly
fragmenting media channels
for a single message.

The Digital Dawn

The first clickable banner ad
launched in 1994, quietly
initiating the greatest channel
disruption in history.




2000s: The Digital
Revolution and
the Funnel Flip

PUSH
(Broadcasting)

PULL
(Search &
Co-creation)

Web 2.0 & Search

The launch of Google AdWords (2000) and early social
media fundamentally altered consumer power.

Empowered Pull

Consumers could now instantly find what they wanted,
forcing brands to rely on inbound content marketing
and SEO rather than mass interruption.

Co-Creation

Prahalad & Ramaswamy (2004) urged companies to
build experiences WITH consumers, leading to
crowdsourcing and user-generated campaigns.




2010s: Big Data and the
Age of Experience
2%

5000/0 l I

The Omnichannel Reality: By 2019, daily mobile internet The Social Mainstream: Global users neared 3 billion, with
consumption increased by over 500%. Marketers adopted a 72% of U.S. adults active on social media. Influencer marketing
mobile-first mandate. became a multi-billion dollar channel.

CX AS DIFFERENTIATOR

Orchestrating the end-to-end Customer Experience became paramount. With price and product at parity, predictive
analytics and journey mapping drove retention.




2010s: Global
Science and
Scale

Global
Democratization

Cloud tools leveled the field. A startup
in Nairobi accessed the exact same
algorithmic ad-buying platforms as a
Fortune 500 firm in New York.

Evidence-Based
Disruption

Byron Sharp's '"How Brands Grow' (2010)
used data from 20+ countries to empirically
prove growth comes from increasing mass
penetration, challenging niche loyalty
assumptions.

Emerging Market
Innovation

Western marketers imported “frugal
innovation" from India and sophisticated

mobile-first social commerce strategies
from China.
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2020s:
Marketing 5. 0

Algorithmic Automation

Generative Al (GPT models) and machine learning \\\ /.

transition into everyday operational engines for N4
dynamic pricing, programmatic media, and content
creation at infinite scale.

Te.chnélogy for Humanity

Kotler's ‘Marketing 5.0’ (2021) dictates that advanced

technologies must be deployed to elevate customer

experiences while explicitly addressing societal needs
\ ~\[  and maintaining an empathetic human touch.




2020s: The Trust and

Sustainability Imperative

The Privacy Pivot

With GDPR, CCPA, and cookie
deprecation, unbridled data
capture ends. Strategy shifts
exclusively to consent-based,
first-party data.

Pandemic Agility

The COVID-19 shock forced
5-10 years of e-commerce
adoption into months,
cementing the need for hybrid
‘phygital’ experiences.

Sustainable Action

ESG criteria move to core
strategy. Brands must be
transparent; internal data proves
sustainable product lines
outgrow conventional ones.




SYNTHESIS: The Modern
Triad (2025 Framework)

HIGH-TECH

Leveraging predictive
analytics, automation,
and generative Al to
operate at unprecedented
scale and efficiency.

HIGH-TOUCH

Orchestrating seamless,
empathetic omnichannel
experiences that
prioritize human-to-human
(H2H) connection.

HIGHLY TRUSTED

Operating with radical
transparency regarding
privacy, first-party data, and
verifiable ESG/sustainability

commitments.




The Grand Evolution

Matrix

ERA CORE PHILOSOPHY PRIMARY TOOLS & FRAMEWORKS
50s-60s Customer Orientation. Segmentation, 4Ps, Consumer
(Foundations) Behavior Models.

7/0s-80s Societal Lens & Strategic Planning, 7Ps, Global
(Strategy & Scale) Relationship Focus. Standardization vs. Adaptation.
90s-00s Service-Dominant Logic CRM, Brand Equity,

(Digital & Data)

& Co-Creation.

Search/Social (Web 2.0).

10s-20s
(Al & Experience)

Omnichannel CX &
Purpose-Driven Trust.

Big Data Analytics, Generative
Al, First-Party Data.
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THE FUTURE

MARKETER

If the 1960s taught us to know the customer, the 2020s
demand we respect them, engage them, and protect them.

Marketing is no longer a localized commercial sales function.
It is a highly interdisciplinary, global science of technology,
creativity, and societal stewardship.
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The Cumulative Journey of Marketing Thought.




