By RICHARD C. CHRISTIAN
Marsteller, Rickard, Gebhardt and Reed, Inc.
Chleage

Marketing For Non-Marketing

Executives

No marketing man needs to be told about
the total marketing concept. And no mar-
keting man needs to be brought up to date
on the increasing importance of the mar-
keting function within the total economy.
Improvement in the art, if not the science,
of marketing during the postwar period is
dramatie. Literally hundreds of important
industrial firms throughout the United
States are now gearing their total business
to the customer by orienting every fune-
tion to the needs and desires of those cus-
tomers. This is a healthy trend.

However, with the growth of this kind
of marketing philosophy has come a whole
series of ‘additional problems to burden the
shoulders of top management. Engineering,

a working philosophy which guides the
entire operation of a business . . . including
each individual department, function, and
person, The frequent pitfall in living up
to this kind of business philosophy comes
in an internal breakdown of understanding
and communications of the “how, what,
where, and when” of marketing.
Historically, companies have conducted
sales meetings to educate and stimulate all
the marketing and sales people to do a
better job. Unfortunately, many firms have
stopped at this point. They have failed to
realize that literally every key employee
and every major department and function
participate directly or indirectly in the
total marketing operation. To participate

research, product devel financial,
distribution, and pricing problems shift
constantly in their shape and context as
companies adopt a total marketing concept
in their basic planning. One of the key
problems, which has perhaps had less at-
tention than many others, is that of the
internal education and communications
necessary as a company begins to use
modern marketing philosophy and methods.
~ An oversimplified definition of market-
- ing is “finding out what the customer
wants and then giving it to him—at'a
profit.” Within this kind of meaning, mar-
keting is an attitude, a state of mind, and
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ully and profitably, each key em-
ployee must have at least a cursory under-
standing of the company’s plans, objec-
tives, and marketing strategies and tactics.

THREE METHODS
What is the best way for a company to
educate non-marketing executives on the
intricacies of the marketing function?
There are three methods comnsonly used in
industry today:

1. An informal education program con-
sisting of an occasional meeting;
group luncheon discussions; and
routing of  articles, bulletins, and
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INDUSTRIAL MARKETING

speeen reprints covering a variety of
marketing topics.

2. A formalized program of education
in which a series of specifically de-
veloped and organized seminars and
training programs are implemented
throughout key administrative and
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as from the sales and marketing business

i Too often, h , this meth-
od, because it is informal, is likely to be
put off, postponed, and never be really effec-
tive because of the press of day-to-day
activities.

operating levels of ma
3. The use of external educational pro-
grams developed by such orgamzn-

i Prog of Educat]

Many of the country’s major corpora-
tions have conducted management schools
and educati programs for years. For

tions as the American M
Association, National Industrial Con-
ference Board, National Sales Exec-
utives Clubs, and various schools of
business.

A fourth method, of course, is to use a
combination of these three techniques.

A variety of factors dictates the type of
program most suitable to an individual or-
ganization. The size of the company, the
nature of its products, the complexity of
its markets and customers and buying in-
fluences, industry marketing patterns and
trends, competitive practices, and past
company marketing methods are a few of
the factors which will contribute to the
decision,

A pertinent point, however, is on the
premise that the marketing executives
must recognize, and must help the rest of
top management recognize, the need for a
continuous flow of marketing information.
This information will provide the cross-
fertilization and will act as the catalytic
agent in insuring a truly total customer-
directed operation.

Informal Education Program

The informal program is most useful to
the smaller industrial company which has
only a few key executives. It is likely that
some of these executives “double in brass,”
wearing several job hats. In this situation
the executives are working closely enough
with each other so that an informal system
of communication through the occasional
distribution of articles and speeches, plus
luncheon conversations, will accomplish the
desired purpose,

Material on the totnl marketing concept

example, IBM, General Electric, and the
Koppers Company provide for their top-
and middle-management people a variety
of educational programs.

Some years ago the Koppers Company,
recognizing that non-marketing executives
needed additional guidance and background
in marketing, established a series of three-
week seminar sessions. Organized and con-
ducted by an outside management consult-
ant, this program included not only key
marketing executives but top administra-
tive managers, as well as key men from
manufacturing, engineering, research and
development, finance, etc. The program con-
sisted of all-day sessions with assigned
readings and case-history problems on such
subjects as personal selling, new-product
development, marketing research, pricing,
distribution, and advertising and sales
promotion. Some of the country’s top ex-
perts in these fields were brought in to lead
“shirt-sleeve” discussions throughout the
meetings.

Permanent notebooks were provided each
“student” so that he would have a ready
reference to material discussed and distrib-
uted at the seminar sessions., Other com-
panies, such as General Electric, provide
longer and more intensified management
programs which include not only marketing
but discussions of the other key functions
of business. Results of this kind of internal
training must be weighed against the sub-
stantial investment involved, plus, of
course, the amount of time each man loses
from his own particular day-to-day job
assignment,
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and on the relati of keting to the
other business functions is readily avail-
able from most trade associations, as well

Those companies which have felt that
there were limitations or disadvantages in
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establishing an internal program of market-
ing education have sent their non-market-
ing executives to marketing seminars con-
ducted by and universities.
For example, for several years the Amer-
ican Management Association has con-
ducted a seminar entitled “Fundamentals
of Marketing for Non-Marketing Execu-
tives.” T}_Ae aim of this seminar is to im-
prove the understanding of the marketing
viewpoint' and of marketing objectives,
processes, and problems among non-mar-
keting executives. A seminar outline in-
cludes three solid days of the following
gubjects: the marketing function; the place
of marketing in the organizational struc-
ture; organization of the marketing activ-
ity; relationship of marketing to other
functions of the business; changing pat-
terns of distribution; case studies of inte-
grated marketing programs; marketing
planning; control of marketing activity;
and the future dirvection of marketing.
Co-chairmaned by outstanding market-
ing experts who are assisted by guest
speakers, these seminars attract presidents,
vice-presidents of finance, factory man-
agers, controllers, product research man-
agers, manufacturing and engineering

executives.
The University of Wisconsin recently
established “Marketing for Non-Marketing
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" ives? 8 structuved hat
as the AMA seminars. And, of course, there
has been a tremendous growth of execu-
tive and management courses at many uni-
versities during the last ten years. Some
firms have utilized these courses as an
alternative to a straight marketing course.
Management programs at Carnegie Insti-
tute of Technology, Harvard, Northwestern,
Illinois, Stanford, and other universities
include marketing within a broad curricu-
lum which also deals with many of the
other functions of business,

IS EVERY s

The importance of instilling a customer
and marketing consciousness at all levels
of management, regardless of function, has
come a long way from the theoretical stage.
The nation’s industrial leaders now recog-
nize that it is important to make certain
that executives not directly involved with
the marketing organization be aware of
how their own functions relate and inte-
grate with marketing.

Every executive performs some fune-
tions which contribute to the total market-
ing effectiveness of the firm. It is essen-
tial, then, that all execcutives have a
fundamental understanding of marketing
operations and principles.




