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Introduction. The development of modern marketing can be concerned to the eighteenth century, when
Industrial Revolutions took place first in Britain, then in USA and Germany in nineteenth century. The
migration of rural masses to urban areas gave the big potential for enormous markets.

As a field of study, marketing became in the early part of the twentieth century. The main focus of
marketing courses in the beginning of 1950s and 1960s was on ‘how to do it’. In more recent times, focus has
been turned to the side of an absolutely new direction and a new sense, namely, marketing has been announced
as a philosophy and as a way of doing business. I support such meaning of marketing too (John Fahy and
David Jobber, 2015).

The world of marketing is one the most interesting and exiting spheres of the modern business. Even in
the case of very well known, leading companies we can see successful / unsuccessful business stories. What is
the secret of success? What is the reason of failure? Marketing is called to answer these questions. To be
successful in business every company must be market and customer focused and heavily obsessed to
marketing. Company activities should be focused on providing customer satisfaction rather than just simply
producing products. This is not always as easy as it may first appear. For example, we remember very well
times when Finland’s Nokia was the world’s dominant mobile-phone manufacturer by some distance. It was
very prestigious and reliable brand and had millions of users and those who preferred this brand around the
world. However, its failure to recognize the shift in consumer tastes towards more technologically advanced
smartphones meant that its sales collapsed and it was rapidly overtaken by Apple and Samsung. Its Mobile
Devices and Services division were subsequently sold off to Microsoft in 2013. The company successfully
adopted a diversification strategy, because never produced smartphones before. Positions and activity
directions of Microsoft have become stronger and very soon Microsoft has introduced to the world the new
one model — Nokia Lumia.

So, lack of information on newest digital trends in the sphere of information technology led to lack of
attention to customer needs. And sad result the company met with failure (Hariharan, 2016).

Learning how businesses and people operate from a marketing point of view will help us in all our future
endeavors. We should consider marketing as a way, as a philosophy of doing business.
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The well-known American business professor and consultant Peter Drucker in his book “The Practice
of Management” defines the purpose of business as the process of creation and keeping customers (Drucker,
2012). According to this statement, marketing has a central position for business success since it is concerned
with the creation and retention of customers.

The goal of marketing is providing a long-run customer satisfaction, create customer value and never
put own business interests over consumer’s and do not allow deception and gimmicks. The customer is KING
— gold phrase of an American economy. Because what is the business without customers — nothing. Without
customers, a business does not make a sense. To be able to produce and then sell (which is very important)
most part of the produced goods all marketers should clearly understand market trends and listen to market’s
sound. The modern market is quite heterogeneous: different nations, different cultures (tastes, flavors, styles,
religions, and habits), different needs (Basic, physical needs for food, clothing, warmth, and safety; social
needs for belonging and affection; Individual needs for knowledge and self-expression), lifestyles and different
preferences.

Main material. Today the marketing concept can be described as a desire to achieve the corporate goals
by meeting and exceeding all customer needs significantly better than may do it competitors. For instance, an
American entertainment company Netflix (founded by R. Hastings and M. Randolph in 1997, in California)
one of the world’s leading internet entertainment service with over 117 million members in over 190 countries
in the world. Members can watch movies anytime and anywhere as much as they want. Also they may to play,
pause and resume watching without any commitments. In 2013, Neftlix has added to its successful movie
rental and streaming services business portfolio original TV show content production and it debuted also its
first series. Furthermore, all of its content is available on all electronic and mobile devices, allowing customers
to watch their favorite movies and shows while on the move.

Of course, it is a significant advantage over cable operators (https:/ir.netflix.com/ ).

So before the marketing concept can be applied three conditions must be taken into account.

1. Company activities should be concentrated on providing customer satisfaction rather than
simply producing products. This is not always as easy as it may first appear. For instance, The Duracell brand
owned by P&G has built a strong reputation in the world market as a longer-lasting battery. In other words
advertisers focused their efforts on key benefits such as battery life.

In order to understand the concept of customer satisfaction I analyze the Kano model (John Fahy and
David Jobber, 2015), which helps to differentiate such characteristics as dissatisfaction, satisfaction and
delight. Three characteristics constitute the model: ‘must be’, “‘more is better’ and ‘delighters’.

“Must be” means that all functions of product must be in action. For instance, passengers expect trains
or plains to depart on time according to their schedule and itinerary. If dispatch is delayed, passengers are
annoyed and dissatisfied. If everything goes according to plan, dissatisfaction goes up to a neutral level.

“More is better” can take satisfaction past neutral and into the positive satisfaction range. No answer
to a telephone call may lead dissatisfaction, but a fast answer may cause positive satisfaction. We can observe
this characteristic in the case of Google that provides wide range of search results. Following to the “more is
better” Google becomes the leading and dominant searching site.

“Delighters” calls for the unexpected characteristics that may surprise and wonder the customer. Their
absence does not a reason for dissatisfaction, but their presence delights the customer. For example, tourists
who have found that a holiday destination in the Shahdag Mountain Resort (the first and largest ski
resort in Azerbaijan was open in 2012 in the Azerbaijan’s Greater Caucasus range and known as an ecological
system and an untouched flora and fauna) has exceeded their expectations through the quality of customer
service, then they have received will often be delighted and are likely to recommend the destination to friends
and colleagues.

2. The achievement of customer satisfaction relies on integrated effort. The responsibility for
the implementation of the concept lies not just within the marketing department but should run right through
manufacturing, finance, purchasing, research and development, engineering, Human Resources and other
departments. In other words, the company should establish occurring everywhere the system of Total Quality
Management (TQM). TQM is an approach in which all the company’s people are involved in constantly
improving the quality of products and means that all staff accepts the responsibility for creating customer
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satisfaction. In other words, it can be defined as “freedom from defects” (Kotler, 2016). The achievement of
customer satisfaction relies on integrated effort. Customer satisfaction depends on a product’s performance.
Quality has a direct impact on product performance. It becomes so hard today to wonder somebody. But if
performance exceeds customer expectations the buyer is delighted.

3. For integrated effort to come about, top management must believe that corporate goals can be
achieved through satisfied customers. Some companies very quickly and very well recognize the importance
and significance of the marketing concept than other companies. In the case of Nike, we see that it was a quite
late entrant into the sport shoe market dominated by such strong and popular brands as Reebok, Puma, and
Adidas. Despite this, Nike has established itself as the world’s leading sportswear company by delivering of
powerful brand values.

Marketers today are focused on virtually all aspects of the company’s operations that have the potential
to affect the relationship with customers. The modern marketing concept is the idea that achieving
organizational goals depends on knowing the needs and wants of the target markets and delivering the desired
satisfactions better than competitors do. In other words, the marketer’s job is not to find the right customers
for his / her product but to find the right products for their customers. It would be foolish to do business not
thinking about own profit. Any business requires a strong preparation. To be able to rich and keep customers
and then built with them kind relationships, marketers preferably should have strong knowledge in such fields
as Economics, Behavioral Economics, Psychology, Statistics / Econometrics, Information Technology and etc.

Conclusions. The marketing orientation concept refers an outside approach and every time can be
viewed as being either inward looking or outward looking.

In the past, the focus is on making things or providing services but with significant attention being paid
to the efficiency with which internal operations are conducted. Companies that build strategy from the outside
in start with the customer and work backwards from an understanding of what customers truly value. The
difference in emphasis is subtle but very essential. In the case of maintaining in attention outward approach,
firms may clearly understand what customer’s value and how to consistently innovate new sources of value
that keep bringing them back. Let us consider an example with a founder of Southwest Airlines as Herb
Kelleher. Following to marketing orientation concept he stated “We don’t have a marketing department; we
have a customer department” (Kotler, 2016). So the marketing concept begins with an attentive and well-
defined market, manufacturers products / services dictated only by marketplace; conducts STP (segmentation,
targeting, positioning) and focuses primarily on the results of customer needs; integrates all the marketing
activities and efforts that may influence on customers. And as desired result it yields profits by creating positive
relationships with the right customers at the right place and right time and based on customer value and
satisfaction. Marketing mix instruments — 4P (product, price, place, promotion) are called to realize marketing
orientation concept. Of course, we should say that it is more easy to use and implement 4P elements at the
markets with free economies than at the markets with commanded-administrative economies.

Going on this way and doing an efficient job we can be ensure that value will be created and delivered
at a profit to the company. And this is the ultimate goal of marketing.

Comparing the selling concept, we may arrive at a conclusion that this concept takes a form of inward
approach. It starts with the factory, i.e. produces only available products / services — instead of customer needs
puts personal interests in first place; focuses on the company’s existing products — nothing more (the
manufacturer does not think about new products, about new preferences of customers), and calls for heavy
selling and promotion to obtain profitable sales. The process ends with the expectation of profit. So, profit
directly depends from sales volume. This approach focuses primarily on customer conquest — getting short-
term sales with little concern about who buys, what buys, why buys, how often buys and etc. The selling
concept was an actual in the period of mass production, when a company might decide to develop a single
marketing mix for the entire market.

Implementing the marketing concept very often means more than just simply responding to customers’
desires and needs. Customer oriented companies look for and research customers quite deeply to be able to
learn their desires, lifestyles, behaviors, collect ideas and preferences about new products and services, and
then test product modifications.

Such customer oriented marketing chain will be performed very well when an obvious needs exist and
when customers know exactly what they want to buy.
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MammanoBa CeBap MOMHUH KbI3bl, KAHHIAT YKOHOMUYECKUX HAYK, JAOIEHT, 3aBenytomiast Kadeapoi
«JKOHOMHUKAa W YympaBlieHHe Om3Hecom», A3sepOaipkaHckuid [ocyaapcTBeHHBIH — DKOHOMIYECKHH
VYHauBepcuTer. 3HAUeHHE KOHIENMIUH MAPKETHHIOBOIi OpPHEHTAIMM B HOBBIX peajiu3anusx. B cratee
paccMaTpUBAIOTCS BOMPOCHl 3HAYMMOCTH OPHUEHTAllMM KOMIAHWHA Ha MapKETHHTOBYIO CTPATEruio Kak
cpencTBa WX HanbHelmiero pocra. CerojHs MapKETHHTOBYIO KOHIICHIIHIO MOXKHO OXapaKTepHU30BaTh Kak
CTpeMJICHUE K JIOCTIKEHHUIO KOPIIOPATHUBHBIX IIEJIeH MyTeM YIOBJIETBOPEHUS U MPEB30MTH BCE MOTPEOHOCTH
KIIMCHTOB 3HAYUTENBHO JIydllle, YeM KOHKYpeHTHl. Hampumep, aMepuKaHcKasi pa3BlieKaTellbHasi KOMITaHUS
Netflix (ocnoBannast P.Xacrunarcom u M.Pannonsdom B 1997 rony B Kanudopuuu) ogHuM U3 BeqylmHX
MHUPOBBIX HHTEPHET-pa3BICKaTEILHBIX CEPBUCOB ¢ Oosiee ueM 117 MummoHamu 4wieHoB B Ooiee uem 190
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CTpaHax MUpa. YUYacTHHKH MOTYT CMOTPETh (HIBMBI B JIIOO0OE BpeMsi U B JIOOOM MECTE CTOJBKO, CKOJIBKO

3axoTAT. Takke OHM MOTYT WIpaTh, MPUOCTAHABIMBATH W BO30OHOBIATH MPOCMOTP 0O€3 KaKHX-THOO
oOs3arenbeTB. B 2013 rony Neftlix mobaBuiia B cBOi#l ycremHblid mpokat GUIEMOB W TIOTOKOBOTO OM3HEca
On3Hec-mopT(OINO OPUTHHAIBHOTO KOHTEeHTa [t TB-moy u nedioTupoBana B cBoel mepBoii cepun. Kpome
TOr'0, BCE €r0 COJIEPKHMOE JOCTYITHO Ha BCEX 3JCKTPOHHBIX U MOOHMIILHBIX YCTPOWCTBAX, YTO MO3BOJISIET
KIIMEHTaM CMOTPETh UX JIIOOUMBbIE (PUIIBMBI U TIOKa3bl BO BPEMSI JIBHIKCHUSI.

B koHIIeNIMK MapKeTHHTa MOXKET ObITh IPUMEHEHO TP YCIIOBHS, KOTOPbIE HEOOXOIUMO yUUTHIBATS.

1. desaTenbHOCTh KOMIIAHHH JOJDKHA OBITh COCPEOTOUCHA HA MPENOCTABICHUH YIOBIECTBOPEHHOCTH
KIIMEHTOB, a HE MPOCTO MPOU3BOACTBE MPOAYKTOB. JTO HE BCEr/a TaK MPOCTO, KaK MOXET MOKa3aThCs Ha
nepBbiid B3, Hampumep, Openn Duracell, npunamnexamuit P & G, cozgan mpoyHylo permyTamnuio Ha
MHUPOBOM pBIHKE B KadecTBe Ooyiee JONTrOBeYHOH Oatapen. J[Ipyrumu clioBaMu, peKIaMoJlaTelH
COCPEIOTOYMIIM CBOY YCHIIMS Ha TAKMX KITFOYEBBIX TPEHMMYIIECTBAX, KaK CPOK CIYKOBI OaTape.

UtoOBl TOHATH KOHIICHIIMIO YIOBJIETBOPEHHOCTH KIMEHTOB, sl aHAIM3UpYto Mojenb Kano (John Fahy u
David Jobber, 2015), xortopas momoraer nudQepeHINpPOBaTh TaKWe XapaKTEPUCTHKH, Kak
HEYIOBJIECTBOPEHHOCTD, YIOBICTBOPEHUE M BOCTOPT. TpH MOJEIN COCTABISIOT MOJIENb: «JOJKHO OBITHY,
«OOMBIIIE TyUIIe)» U «PajioCThy.

«J1omKHO OBITH» O3HAYAET, UTO Bee (PYHKIIUHU MPOIYKTA IOJDKHBI AeiicTBOBaTh. Hanpumep, maccaxupbl
OXHJIAIOT, YTO IOe3[]a WM PaBHHUHBI OYAyT OTHPABIATHCS BOBPEMs B COOTBETCTBHU C WX TpadukoM U
MapipyToM. Ecniu oTrpy3ka 3azepKuBaercs, maccaXxupbl HeOBOJIBHBI U HEAOBOJIBHBEL. Ecin Bce uzaer mo
JIaHy, HEYIOBJIETBOPEHHOCTh TIOAHUMAETCS 10 HEUTPAJILHOTO YPOBHSL.

«bonpie my4mie» MOXKET MONYYUTh YIAOBIETBOPEHHE OT HEUTPAJbHOTO M B TO3UTHBHBIM AMAIa3oH
ynosierBopeHHocTH. Hukakoi oTBeT Ha TeneOHHBIN 3BOHOK MOXKET MPUBECTH K HEYJJOBJIETBOPEHHOCTH, HO
OBICTPBIII OTBET MOXKET BBI3BATH IOJNIOXKHUTEILHOE YAOBIETBOPEHHE. MBI MOXeM HaOIIo#aTh 3Ty
XapaKkTepucTUKy B ciaydae Google, KoTopasi MpeaocTaBiseT MUPOKUN CIIEKTpP pe3yinbTaToB morcka. Cremyst
«ry4iie, gydniey», Google CTAHOBUTCS BEIYIIUM U JOMHHUPYIOIIMM ITOUCKOBEIM CAaHTOM.

«Delighters» TpeOyeT HEOXKHIAHHBIX XapaKTEPUCTHUK, KOTOPbIE MOT'YT YJIMBHUTD U YAMBUTH KIIHeHTa. Mx
OTCYTCTBHUE HE SBJISIETCS IPUYUHON HEYJIOBJIETBOPEHHOCTH, HO MX NMPUCYTCTBHE paayeT Kiauenta. Hampumep,
TYpPHUCTBI, KOTOpPbIE OOHApYXWJIHM, 4TO MecTO OTAbixa B Kypopre lllaxmar (mepBblii u camblii OONBIION
TOPHOJBIKHEIN KypopT B AzepOaiimkane 0but OTKpHIT B 2012 rogy B pacimmpenHoM KaBkasckom anana3oHe
AsepOaifpkaHa W M3BECTEH KaK DKOJIOrMYecKas CHCTeMa M HETpoHyTas ¢uiopa W (ayHa) MpeBBICHI HX
OXHJIAaHUS Yepe3 KauecTBO OOCIY)KHWBaHUS KIMEHTOB, TO OHHM TMOJYYWJIH YacTo OYAYyT palbl W, BEPOSTHO,
MTOPEKOMEHTYIOT MECTO Ha3HAYCHHUS IPY3bIM U KOJUIEraMm.

2. JlocTrkeHHne yIOBIETBOPEHHOCTH KIMEHTOB 3aBUCHT OT KOMIUIEKCHBIX YCHIUH. OTBETCTBEHHOCTD
3a peajn3alrio KOHIEMIINHU JISKUT HE TOJIILKO B OTJIENIe MapKETHHTa, HO U JIOJDKHA paboTaTh MPsIMO Yepes
MPOU3BOJICTBO, (PMHAHCHI, 3aKYIIKH, HCCIICIOBAHHS H pa3paOOTKH, MHKUHUPHHT, KaJPOBbIC PECYPCHI U IPyTUe
otzensl. JpyruMu cloBaMH, KOMIIaHWSI JIOJDKHA YCTaHOBHTH TOBCEMECTHO Bcio cucreMy Total Quality
Management (TQM). TQM - 310 moaxoa, B KOTOPOM BCE JIIOAM KOMIAHUH y4YacTBYIOT B MOCTOSHHOM
MOBBIIIEHNN Ka4eCTBa MPOIYKIIMH U 03HAYAET, YTO BCE COTPYAHUKH IPHHUMAIOT Ha ce0s1 OTBETCTBEHHOCTD 32
YIOBJIETBOPEHHE MOTPEOHOCTEH KIMEHTOB. J[pyruMu cloBaMH, €ro MOXKHO OIPENEeUTh KaK «CBOOOLY OT
nedekroB» (Kotler, 2016). locTryKkeHHE YIOBICTBOPCHHOCTH KIUCHTOB 3aBUCUT OT KOMIUICKCHBIX YCHIIMM.
Y I0BIETBOPEHHOCTH KIIMEHTOB 3aBUCUT OT IIPOM3BOAUTENFHOCTH poAyKTa. KauecTBO HampsMyro BIUSET Ha
MIPOM3BOANTENBHOCTh TpOAYyKTa. CerogHs CTAaHOBUTCA TaK TPYAHO YIOUBIATbCA Komy-To. Ho ecnu
MIPOM3BOANTEIHHOCTH MPEBBIIIACT OKUIAHNS KINEHTOB, TOKyIaTeIb B BOCTOPTE.

3. Jlna [mocTuKEeHWs KOMIUIEKCHBIX YCHJIMH BBICIIEE PYKOBOJACTBO JOJDKHO IojlaraTh, dHTO
KOpPIIOPATHUBHBIC IIENH MOTYT OBITh JJOCTUTHYTHI Yepe3 JOBOJBHBIX KIMEHTOB. HeKOoTOphIe KOMITAHUU O4YEHb
OBICTPO ¥ OYCHB XOPOIIIO OCO3HAIOT BaKHOCTh W 3HAUCHUE KOHIICMIIIUN MapKETHHTa, YeM JPYyriue KOMIIaHHH.
B cnydae ¢ Nike MBI BUZIM, YTO 3TO OBLI IOBOJILHO MO3HUH YYACTHUK PHIHKA CIOPTUBHON 00YBH, B KOTOPOM
JOMHUHHPYIOT TaKKe CHIIbHBIC W IOnyisipHble Opennpl, kak Reebok, Puma u Adidas. Hecmotpst Ha 510, Nike
3apeKOMeH joBaa ce0sl Kak Bemylask MUpOBasi CIIOPTHBHAS KOMIAHHS, MPEAOCTABIISAS MOIIHBIC IEHHOCTH
OpeHna. B craTbe paccMaTpHBAIOTCSl OCHOBHBIE YCIIOBHS, KOTOPBIE JOJDKHBI OBITH YUTEHBI €lle 10 MOMEHTa
MPUMEHEHeHHS MAaPKETHHTOBOH KOHIICIIIIHH.
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Knrouesvle cnosa: KOHICIIINMS MapKETHHTA, TOTPEOUTENBCKAS [ICHHOCTD, KOHIICIIIMS TPOAAXKH, YCIEX

KOMIIaHWH, YIIPaBJICHUEC.
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Mammadova Sevar Momin gizi, PhD (Economics), Associate Professor, Head of the Economics and
Business Management Department. Azerbaijan State Economic University. The significance of the
marketing orientation concept in the new realities. The article presents an overview of the marketing
orientation concept in the new realities. As a field of study marketing became in the early part of the twentieth
century. The main focus of marketing courses in the beginning of 1950s and 1960s was on ‘how to do it’. In
more recent times, focus has been turned to the side of an absolutely new direction and a new sense, namely,
marketing has been announced as a philosophy and as a way of doing business.

To be successful in business every company must be market and customer focused and heavily obsessed
to marketing. Company activities should be focused on providing customer satisfaction rather than just simply
producing products. This is not always as easy as it may first appear. Going on this way and doing an efficient
job we can be ensure that value will be created and delivered at a profit to the company. And this is the ultimate
goal of marketing.

So the marketing concept begins with an attentive and well-defined market, manufacturers products /
services dictated only by marketplace; conducts STP (segmentation, targeting, positioning) and focuses
primarily on the results of customer needs; integrates all the marketing activities and efforts that may influence
on customers. And as desired result it yields profits by creating positive relationships with the right customers
at the right place and right time and based on customer value and satisfaction

Implementing the marketing concept very often means more than just simply responding to customers’
desires and needs. Customer oriented companies looking for and research customers quite deeply to be able to
learn their desires, lifestyles, behaviors, collect ideas and preferences.

Key words: marketing concept, consumer value, sales concept, success of a company, management.
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