
INTERDISCIPLINARY APPROACHES BETWEEN TRADITIONAL AND MODERN METHODS 

NORD 1  International Conference 

 

 

29 

Ovidiu-Aurel GHIUŢĂ 
University Ştefan cel Mare of Suceava România 

 

 

 

 

MARKETING EVOLUTION: 

FROM MARKETING TO 

BRANDING 

Literature 

review 

 

 

 

Keywords 

Marketing evolution 

Marketing origin 

Marketing mix 

Branding 
 

 

 

JEL Classification 

M31, D72, D61, D01 

 

 

Abstract 
 

This paper presents the origin, evolution and stage in which the marketing concept is 

nowadays, particularly that the concept and its applicability are in a continuous change. This 

change is largely caused by changes at the micro and especially macro level. 

As research sources I used scientific articles especially textbooks popular worldwide 

and in Europe. I considered this spreading literature relevant for our analysis because 

practitioners work and use this literature as a guide, especially because the high notoriety of 

these textbooks leads to the construction of a perception about marketing definition among 

the general public and practitioners. 
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Introduction 

Marketing  is constantly evolving; we are 

currently at the stage of societal marketing (neo-

marketing and humanist marketing) which 

highlights that the main obligations of a company 

is to study the needs and desires of the target 

markets and also to satisfy them in a more effective 

manner than their competitors. It is also a way of 

maintaining or improving customers and 

community’s well being (Kotler, 2004). 

 

Methodology 

 As a research method, I used the 

documentary study by using secondary sources, 

while as analysis method I can mention the 

theoretical comparative analysis. 

I have analyzed usual terms within the 

current practical language as analysis sources. I 

have used both scientific articles and university 

guides, books of practice specialists destined to the 

general public, but also dictionaries, in order to 

verify the acceptance of terms.  

As research sources I used scientific 

articles especially textbooks popular worldwide 

and in Europe. I considered this spreading literature 

relevant for our analysis because practitioners work 

and use this literature as a guide, especially because 

the high notoriety of these textbooks leads to the 

construction of a perception about marketing 

definition among the general public and 

practitioners. Selection criteria for university 

marketing textbooks and dictionaries from which 

we analyzed the definition of the concept of 

marketing are notoriety and their reputation. From 

a cultural point of view I used American 

international literature and English on one side and 

French on the other side. As possible research 

limitations we can mention the lack of some 

analysis on spreading literature specific for 

Germany, Spain or Asia. 

 

1. The same marketing? 

Just like the factors from the 

microenvironment influence company’s activity, 

the ones from the macro-environment affect the 

marketing activities, in particular, and the concept 

of marketing, in general. Michael Porter stated that 

a strategic business unit must analyze the political, 

technological, legislative, demographic/ socio-

cultural, economic and natural environments. If the 

relevant environmental factors are overlooked then 

sustainable strategies cannot be developed. In the 

business environment, success depends on the need 

for adaptation and also on the development of an 

adaptive innovation strategy based on integrated 

policies. The need of analyzing the environment in 

order to adapt to its changes has also been 

highlighted in Darwin’s axioms. According to these 

• The environment is permanently 

changing 

• Organisms have the ability  to 

adapt to the changing environment 

• Organisms that do not adapt die 

(Darwin, 2007). 

Marketing is changing, sometimes by 

choice, sometimes by necessity, sometimes 

compulsory, in a simple manner because in the 

environment in which it evolves, customers to 

whom it addresses are variables actions that use 

change. (Lehu, 2008) 

  Marketing has changed. Part of the change 

is coming from the outside, and another part is 

coming from inside of the marketing concept, a 

generalized concept that is found all over the 

commercial world. The concept of global force and 

especially the practical use of marketing in 

economic activity have led to this bi-directional 

influence. 

 

2. Marketing: adefinitions’ analysis 

The marketing notion 

In the present context we can analyze the 

concept of marketing evolution. 

“Words, like people, have a life. Certain 

terms make a beautiful career in the world. One of 

them is the word marketing who in a few decades, 

was imposed in all languages around the globe 

because we can talk about marketing in New York, 

Paris, Tokyo, Bucharest and Moscow” (Maarek, 

2007). 

Marketing comes from the English word 

“market”. 

Definition 

Marketing is an extremely complex 

phenomenon that uses both theoretical and 

practical issues/aspects, each point of view offers at 

least one of these two perspectives. In fact, Baker 

said “Every marketing book starts with another 

definition” (Baker, 2000). 

Definitions of marketing are various and 

adjusted to new realities of business environment. 

The first book published which includes the 

word “marketing” in the title is “Marketing 

Methods and salesmanship?”. Written by Butler, 

Ralph S., De Bower and Jones in 1914, the book 

does not represent the first book referring to 

marketing but the first which explicitly contains the 

term in the title. 

Marketing has been formerly defined in 

1935 by the by the National Association of 

Teachers of Marketing, American Marketing 

Association precursor. 

Further, notable global definitions referred 

to those offered by American Marketing 

Association (AMA). Reconfirmed in 1960, the 

definition of marketing was replaced in 1985. The 

According to AMA, marketing is the 
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implementation of actions designed to direct flows 

of goods or services to the consumer.  

Between the definition of 1960 and the one 

from 1985, we can note Stanton's definition that 

can be found in the book Fundamentals in 

marketing (fifth edition, New York, 1981): 

marketing represents the implementation on 

scientific basis of all activities within a company 

contributing to the creation, promotion and 

distribution in a cost-effective manner of products 

and services in order to meet present and future 

demand of the consumers. 

In 1985, AMA defined marketing as a 

process of planning, of implementing the concept 

of product, price setting, communication and 

distribution for ideas, goods and services to create 

an exchange that satisfies individual and 

organizational objectives. 

The definition was once again revised in 

2004 and marketing was presented as “an 

organizational function and set of processes 

designed to create, communicate and provide value 

to customers and maintaining customer 

relationships for the benefit of the company and its 

owners." 

In 2006, Gronroos analyzed the evolution of 

marketing definitions and identified 3 stages, 

namely: customer value, customer relationship 

management and marketing as a function of the 

organization; regarding the definition in 2004, he 

believes that it represents a definition of promises 

management. 

According to the official policy of AMA the 

definition is discussed every five years to better 

reflect market’s realities and needs. The latest 

amendment was adopted in October 2007 and 

published in January 2008. It stipulates that: 

“Marketing is the activity, set of institutions and 

processes used to create, communicate, deliver and 

exchange offers that have value for customers, 

consumers, partners and society in general.” 

The evolution of the marketing definition 

offered by AMA affects the definition of political 

marketing, as reflected in Hughes and Dann article. 

Starting from the aspects that are included in this 

new definition, they assume that it marks a new 

stage for political marketing. They claim that:  

“The 2007 definition can be perceived from the 

perspective of four categories: as activity, as set of 

institutions and processes; creating, 

communicating, delivering and exchanging; adds 

value; and customers, partners and society in 

general.” (Hughes, Dann, 2009). 

The role of marketing has changed, as 

reflected in its definition. If in 1985 it had to focus 

on customers and markets, in the XXI century it 

has to concentrate on increasing its value by 

encouraging firm’s collaboration with stakeholders 

(O’Cass, 2009). 

According to Merriam Webster marketing 

is: a) the act or process of selling or buying on a 

market; b1) the process or technique of promoting, 

selling or distributing a product or service, b2) an 

aggregate of functions involved in the movement of 

goods from producer to consumer. 

American Heritage Dictionary's marketing 

definition: commercial functions involved in 

transferring goods from producer to consumer. 

According to Encyclopedia Britannica 

marketing defines all the activities involved in 

directing the flow of goods and services from 

producer to consumer. 

All attempts to define marketing face this 

fundamental ambivalence: marketing is both a 

philosophy and a business function in the 

enterprise. This ambivalence makes it difficult for 

anyone who reads the literature about the definition 

of marketing. In fact, the two levels are related and 

the clarity of exposures is diminished. Even Kotler 

believes that there are two kinds of definitions of 

marketing: those that emphasize the role of society 

and those opting for a managerial approach. 

Sometimes marketing was presented as a 

practical application of neoclassical economic 

theory according to which the buyer's point of view 

prevails to that of the manufacturer (Cliquet, 

Gregory, 1999). 

We can retain some revealing definitions of 

the concept of marketing: 

a. “Marketing is asocial economic 

mechanismand social process through 

which individuals and groups satisfy 

their needs and desires in the way of 

creating, offering and exchanging value 

goods and services.” 

b. “Marketing Management is the science 

and art to choose own target markets 

and attract, retain and develop clients 

by creating, developing and delivering 

value”. 

c. “Marketing is a process, a series of 

management decisions and acts based 

on methodological study of consumers 

and in the broad sense of the market. 

While facilitating the achievement of 

profitability goals, marketing enables 

the company to provide one or more 

target audiences a product or service 

that meets their expectations.” 

d. In Mercator there can be found two 

definitions of marketing; the first 

presents marketing “as a set of tools 

that companies use in order to sell their 

products to customers in a cost effective 

manner.” The second is a broad 

definition that applies to any 

organization: „Marketing represents all 

the means and methods available to the 

organization in order to promote, to 
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target audiences favorable behaviors, to 

achieve the objectives”. 

e. Marketing is defined as the process 

through which a company creates value 

for its customers and develops 

sustainable relationships with them in 

order to obtain added-value. 

 

3. The origin of marketing 

There are many definitions of marketing. They are 

related to the evolution of the marketing concept. 

To see this we begin to analyze the roots of 

marketing. 

“Ever since men and women had different needs, to 

live, to sell what they produce, marketing existed. 

What changed under the influence of various 

economic, technological and scientific factors is the 

manner in which business is made and the concept 

that guides it.” 

There is a marketing mystery: despite the fact that 

it is one of the oldest human activities, today it is 

considered as the newest business management 

discipline. 

The origin of marketing should be discussed in 

relation to the vision of communication and 

marketing. In a narrow sense, marketing has 

emerged in the exchange economy „in primitive 

societies, whenever people satisfied their needs. 

They produced their food, built their homes, 

manufactured their clothes and trimmed their tools 

and utensils. Work was not specialized. All 

production was consumed. Trade was nonexistent. 

 When society evolved, labor and 

specialized trades appeared. (...)The only available 

products were the ones from within the community. 

When a disequilibrium appeared, members of the 

society had to exchange their products for the ones 

that they needed and did not have inside the 

community.” 

In the modern view, communication is a 

function and a part of tactical marketing and it 

forms along with product, price and distribution the 

4 Ps of marketing. 

 In 1964, the American professor Neil 

Borden had the idea to tackle first the concept of 

marketing-mix. Basically, it defines marketing as a 

synergy between 12 variables. In the same year 

Canadian Professor Jerome McCarthy simplified 

mix theory and grouped variables in Borden's well-

known 4Ps: product policy, pricing policy, 

distribution policy and communication policy. 

Further we will present some definitions of 

communication in Table 1.  

From a different perspective, we can argue that 

people had communicated even before speaking 

with the first articulated sound. In an unconscious 

manner, they used a personal or group marketing.. 

The appearance of marketing does not 

have a specific date, especially since at first it has 

been used unintentionally, unconscious. Over the 

time marketers have been called: merchant, trader, 

dealer, speculator, seller, salesman, broker, 

negotiator, public relations agent, market analyst. 

Besides, marketing became visible during 

(at the macroeconomic level, we might say) in the 

crisis of 1929-1933, known in history as the "Great 

Depression". The first condition for the 

development of marketing has been an offer 

superior to the request.  This assumption has also 

been sustained by Helfer and Orsoni (1995) who 

claimed that: “Great Depression, .... caused a 

reversal in the enterprise management concept that 

entrepreneurs had before. They understood better 

that firms’ activity does not depend only on 

product demand, like the economists from the 

XIXth century claimed. This is also influenced by 

the demand of goods and services made by 

different economic agents”. But this conception of 

the origin of marketing no longer can be found in 

the 2003 and 2005 editions. 

It is more specifically the fact that 

marketing has gone from optical push to optical 

pull and it was, really, the first time economists 

“were playing” with the demand curve, not just the 

supply curve. If before the only problem was to 

increase the offer in order to be equal to the 

demand for goods and services, since the '30s, 

when the offer was higher than the demand, two 

solutions had been used: reducing supply and 

increasing demand (the second is a pure vision of 

marketing). 

 

4. The evolution of marketing 

Evolution of the definition of marketing has a 

direct effect on political marketing and even on 

democracy: “The evolution and refinement of 

marketing concept has a significant impact on 

democracy and political marketing.” 

“In marketing, both theory and practice 

are under constant reassessment.” 

We can define marketing as an enterprise 

effort to adapt to the market and to the 

environment. When the last one  is changed in 

terms of structure, it means that marketing is 

transforming. Marketing is a recent concept. It 

appeared (as a concept) in the United States in 

early XX century together with the development of 

mass consumption. In Europe, marketing 

techniques have been expanded and putted in place 

after World War II, first in large companies and 

then progressively in the 70s in all categories of 

products and organizations. 

A summary of the views expressed in the 

period after World War II is mentioned by 

specialists: 

a) The period is characterized by the 

extension of marketing and introducing the concept 

of exchange; 

b) Focusing on the concept of marketing 

as a science; 
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c) The concern on using schematic 

concept and its development in a more 

differentiated manner. 

In the opinion of Professor Johan Arndt 

(in the article Anthropology of marketing systems: 

symbols, meaning and living means international 

networks, published in 1984 in Proceedings 

International Research Seminar of Industrial 

Marketing Stockholm), one of the first theorists of 

marketing, there are three key periods in the 

development of the marketing concept (Baker, 

2000): 

- Marketing concept; 

- The extended marketing concept; 

- The new institutionalized marketing 

concept. 

We have to mention that there are also two 

approaches of the marketing concept: the 

traditional and the modern one: the traditional and 

the modern concept. The main differences are: its 

role which evolved from being an accessory to 

being a critical activity, and its domain, which 

started being narrow and became considerably 

enlarged. 

In Mercator (Lendrevie et al., 2006, 2003) 

we find the comparison of the two visions. (Table 

2.1.) 

Figure 2.1. shows the evolution of 

marketing from the point of view of segmentation 

(Lendrevie et al., 2006, 2003). 

The problem of evolution is also discussed 

by Helfer and Orsoni (2005) who propose a 

scheme. (Figure 2.2). 

Jean-Marc Lehu (2008) also argued that marketing 

has evolved from focusing on the product to 

focusing on customer. The push model was 

replaced with the pull model which in turn gave the 

way to the “meet” model. Originally, marketing has 

brought additional production material value 

(space, time) to facilitate meeting this demand. 

Once integrated into the context of market 

economy, increasingly competitive, marketing 

added psychological value to the value of the offer, 

to distinguish itself from others. 

The evolution of marketing is strongly 

bound by the evolution of optics of dominant 

enterprise. There are six visions used by 

businesses: manufacturing optics, optical product, 

sales optics, marketing optics, customer optics and 

societal marketing optics. The optics of holistic 

marketing are characterizing the current business 

environment (relationship marketing, integrated 

marketing, internal marketing and marketing 

omnipresent and socially responsible). 

The evolution of marketing in business is 

shown in Table 2.2 (Vandercammen, 2006). 

Marketing, as all other major features of 

the enterprise, is strongly influenced by the use of 

information technologies, especially technological 

innovations. 

“Mass media appeared in the field of 

communication when science and industry have 

created machines like printing press, the camera or 

camcorder, radio and television, have extended 

human sense and increased the ability to reproduce 

signs” analyzes Wilbur Scharamm (1971). 

The 70s and 80s are unarguably marked 

by increased grocery distribution. Because 

traditional intermediaries (small shops) 

disappeared, distributors needed major brands and 

manufacturers' advertising campaigns in order to 

easily sell products in a free market. 

Moreover public required certain things to 

recognize “good” food, producers and preferred 

distributors from others. Development continued 

with the increasing distribution because at that 

point store (the hypermarket) began offering more 

items from the same generic (the width of a product 

line). Before, small shops had one brand for a type 

of product and the buyer had no choice. Since then 

it has begun to develop political brand. 

It should be noted that the 4 P also 

changed their optics. In 1990, Robert Luternborn 

said that the 4 P correspond to the optics of 

manufacturer to its market; from the buyer's point 

of view, all marketing activities translate into 

benefits for the customer. Based on this he 

proposed equivalents which he called the 4 C. 

(Table 2.3.) 

In the ‘50s, when that optic of marketing 

was defined, it seemed that one day it will lose its 

novelty.. In fact, marketing optics require 

integrating and coordinating marketing with other 

business functions (finance, manufacturing, 

research and development). An important stage in 

the evolution of marketing was developed and 

accepted in the XXI century. 

The evolution of marketing concept in 

business and relationships with other functions of 

the company is represented in Figure 2.3.a-e 

(Kotler et al, 2004). 

 

5. Conclusions 

 Marketing has developed numerous 

products,  used new communication models, found 

new publication, new services, new experts and 

new theories, but we can say that it has not 

changed. Today, marketing is applied to “ten types 

of entities: goods, services, experiences, events, 

persons, places, properties, organizations, 

information and ideas”. 

 This paper approaches the point of view 

that marketing is a system of thought, a state of 

mind. 

 We canask whetherthe new phase 

ofmarketingisbranding? This empirical observation 

is partly confirmed by the editorial Faul-il ré-

inventer le marketing? written by Marc Filser 

Trinquecoste Jean-François (2009): “Moreover, 

especially in France, fractures that occurred in the 
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markets are of such magnitude that we can ask if 

traditional marketing toolbox that did not really 

evolved after the 4 P, does not require a serious 

inventory”. The fact that we have chosen not to 

emphasize that marketing (not the operational) has 

become branding, but to show the presence of 

brand components in a particular area is because 

we argue that the brand is a reality and a 

constructed notion. 

 Furthermore, branding represents at the 

moment the marketing symbol right even in politics 

field, reinforced by Scammell”... branding is the 

new form of political marketing. If political parties 

and candidates in the 1980s and 1990s were 

defining components as market research, political 

marketing and advertising consulting, branding is 

currently defining.”. Kotler considers that 

marketing did not remain the same. He talks about 

the radical evolution of his textbooks since the first 

edition of Marketing Management until today, 

concluding that “the day will come when a new 

marketing manual will present a new paradigm 

totally different and better adapted to the present”. 

Although it is not a manual, the present paper 

integrates the chosen theme of evolving new trends 

of marketing towards a new stage, the one of  

branding paradigm in which the author has carried 

out this research.The article is part of a wider 

research, PhD Thesis The influence of brand on 

voter behavior (Ghiuță, 2011).  
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Table 1 

Author Definitions of marketing 

***, Le petite 

Larouse 

The action, the fact of communicating, establishing a relationship with others 

Le petit Robert (…) to establish a relationship with someone, something. (...) Specialists: all media 

techniques used (advertising, media, politics) to inform, to influence the opinion of public 

(target) wanting to promote or maintain an image 

Helfer and Orsoni 

(2005) 

communication exceeds simple information. To communicate means to share information 

in order to obtain a change in receiver’s behavior or attitude 

Kapferer (1993) Communication phenomena are also theoretical models that try to identify the 

communication process. Between transmitter and receiver there is the message that will be 

coded by the first and decoded by the second. “For a message to be effective, it must at 

least be received. Hence, the term of „receiving” regroups a set of phenomena such as 

attention, perception, understanding - defensive perception, subliminal perception or 

unconscious learning.” 

 

 

Table 2.1. The modern and traditional marketing visions 

Traditional concept of marketing Modern concept of marketing 

Marketing is 

• An accessory (in relation to production) 

 

• narrower: 

o in its content, which is limited to sales, 

physical distribution and advertising 

o in its field of application (a few mass 

consumption goods) 

Marketing is 

• prominent (customers represent the main asset of a 

company) 

• wide 

o in its content which is the product concept 

until the act of sale 

o in its field of application (services, 

industrial goods, journals, churches, 

political parties etc.). 

 

 

 

Table 2.2. Types of guidelines that influenced the history of marketing 

Concentration point Features and targets to achieved The slogan of the 

period 

Main area (generalization) 

USA West 

Europe 

East 

Europe 

Production ▪ Increasing production 

▪ Cost reduction and control 

▪ Making profit by  quantity 

„Any color you 

want, as long as it is 

black” 

until 

1940 

until 1950 End of 

1980 

Goods ▪ Only quality counts 

▪ Improve quality levels 

▪ Making profit by  quantity 

„Look only to the 

quality of surface” 

until 

1940 

until 1960 Mostly 

omitted 

The sale of what is 

produced - seller’s needs 

▪ Aggressive promotion and sales 

▪ Obtain quick profit by volume 

fluctuation 

„Don’t you like 

black? What if I will 

offer you a free roof 

against the sun? 

1940-

1950 

1950- 

1960 

The early 

1990s 

Define what buyers 

want  - buyers’ needs 

▪ Integrated marketing 

▪ Defining the needs before 

performing the production 

▪ Profit obtained by increasing 

buyer’s loyalty and satisfaction 

„Let's see if they 

want it black, and if 

they want something 

extra” 

since 

1960 

since 1970  since mid-

1990s 

 

 

 

Table 2.3. The four P and four C's of marketing 

The four P’s The four C’s 
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Product Client 

Price Cost 

Placement Convenience 

Promotion Communication 

 

 
Figure 2.1. The evolution of marketing (major steps) 

 

 
Figure 2.2. The evolution of marketing 
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Figure 2.3.a-e. The evolution of relating concepts on the role of marketing in business 


