
DOI: 10.4018/IJSSMET.2019010101

International Journal of Service Science, Management, Engineering, and Technology
Volume 10 • Issue 1 • January-March 2019


Copyright©2019,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



1

The Value of Marketing in Project 
Environments from Three Key Perspectives
Brian J. Galli, Long Island University, Brookville, USA

ABSTRACT

Marketingisatoolthatcanprovetobeveryvaluabletomanydifferentareasofbusiness;ithasimpacts
onseveraldifferentareas,butitisimportanttoanalyzetherelationshipsthattechnicalmarketinghas
withthreekeyareas,thosebeing:thevoiceofthecustomer,technology,andnewproductdevelopment.
Inanymarketinginvestment,itisimportanttoidentifythetargetcustomer,collecttheinformation
about the customer andwhat the customer’swant.The companycoulduse “voice customer” to
understandtheneedsandwantsofcustomers.Understandingandrealizingthecustomer’sneedsand
requirementshavebeenrecognizedanunavoidablechallengeforacompany.Thepoorunderstanding
ofthecustomers’needandtheinaccurateassumptionforthequestionnairewillleadtoanegative
implicationonproduct’sdesignandquality,andwillalsoleadtomorecostandtime.
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1. INTRodUCTIoN

Marketingisatoolthatcanprovetobeveryvaluabletomanydifferentareasofbusiness;ithasimpacts
onseveraldifferentareas,butitisimportanttoanalyzetherelationshipsthattechnicalmarketinghas
withthreekeyareas,thosebeing:thevoiceofthecustomer,technology,andnewproductdevelopment.

“AccordingtotheAmericanMarketingAssociation,Marketingistheactivity,setofinstitutions,
andprocessesforcreating,communicating,delivering,andexchangingofferingsthathavevaluefor
customers,clients,partners,andsocietyatlarge”(DefinitionofMarketing,2013).Marketingisknown
asaframework,whichentailsthecustomersandtheirneedsandconcentratesonthedeliveryofvalue
whileenhancingproductivityandcost-effectiveness.Itisalsoknownasameansofcommunication
betweenacompanyandtheircustomer/audience.Itrevealsthemessageinwhichthecompanyistrying
tocommunicatetotheirtargetconsumers.Inmarketing,itisessentialthatresearchanddevelopment
stagesbecompletedearlyontomeasurecustomerdesires.Thisensuresthesuccessoftheproduct
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orserviceonceitisreleasedtothepublic.Thepurposeoftheresearchanddevelopmentstageisto
minimizethepossibilityoffailureandadvancethevalueofproductsorservices.

“Theaimofmarketingistoknowandunderstandthecustomersowelltheproductorservice
fitshimandsells itself”(Drucker,1999).Variousitemscanbemarketed,whichincludesgoods,
services,events,experiences,people,places,etc.Itisessentialtocarefullyselecttargetmarketsfor
newproductstobeadvertised.Onceatargetmarketisselected,itisimperativetomaintainloyal
customersbyconstantlyimprovingexistingproducts/servicesandgeneratingnewonestokeepthe
customerbasegrowing.Tomaintainthesecustomers,youmustunderstandcore-marketingconcepts
suchastheirneeds,wants,anddemands.Thevarioustypesofproductdevelopmentincludenew
ideas,modificationstoexistingproductsoraddingnewproductstoanexistingproductline.The
typeofknowledgeneededtodevelopanewproductincludesanewproduct/ideatobegeneratedand
evaluatedaswellastheabilitytostructuretheprocessofdevelopingandcarryingitout.

Inanymarketinginvestment,itisimportanttoidentifythetargetcustomer,collecttheinformation
aboutthecustomerandwhatthecustomer’swant.Thecompanycoulduse“voiceofthecustomer”
tounderstandtheneedsandwantsofcustomers(Hauser,web).

Understandingandrealizingthecustomer’sneedsandrequirementshavebeenrecognizedan
unavoidablechallengeforacompany.Thepoorunderstandingofthecustomers’needandtheinaccurate
assumptionforthequestionnairewillleadtoanegativeimplicationonproduct’sdesignandquality,
andwillalsoleadtomorecostandtime.Startingwitheffectivecapture,analyzing,andunderstanding
therealrequirementsofcustomerstoapproachthecustomers’satisfaction(Jiao&Chen,2006).

Thereisnodisagreementinmostliteraturethatlisteningtothevoiceofcustomerandmarketing
is very important for a product development (Axel, 1994). In this research paper, it is mainly
discussingtheconceptsofthe“voiceofthecustomer”andhowthe“voiceofthecustomer”impacting
themarketing.Attheendsummaryhowtoeffectivelyusethe“voiceofthecustomer”totargetan
accuratemarketingtogetmoreprofit.

Technologyhasrevolutionizedtheworldsinceitsadventandthushasbeentheprimarydriving
forceinmarketingtoday.Beforetechnologywasintroduced,Marketingandcompletiondepended
onthesalespersonandcommunicationwasslower.However,withInternetaccessandsmartphones,
communicationismuchfasterandefficient.Thestrategiesformarketinghavealteredandevolvedfrom
aphysicalandsimplerworldtoavirtualandmorecomplexworldofmarketingusingtechnological
tools.

Technologyhasplacedapositiveimpactonmarketingbystrengtheningcommunicationand
efficiencyintransferringinformation,whichareallpotentialfactorsthatcanleadtobetterproject
management and success. Communication is key in helping businesses grow and develop thru
establishmentofrelationshipsthatarestrengthenedbyallowingpeopletolearnmoreabouteach
other.Internet,mobilephones,andsocialmediaareformsoftechnologythatgreatlyaffecttheway
communicationisimplementedinmarketing.Thesenewformsofcommunicationarechangingthe
typeofmessagingstrategyorganizationsusedbycompaniesandbusinessesandthusimpactingthe
wholeworldofmarketing.

Withcomputersandphones,peopleseekinformationandconnectwithotherpeoplethruthese
devicesandgainaccesstomanysourcesofinformation.Thereisalsoaheavyinterestinsocialmedia.
Witheasyaccesstoinformationthrutechnologicaldevices,theworkenvironmentisalsochanging
wheremorepeopleareworkinginavirtualoffice,textingontheircellphones,orcommunicating
throughsocialmediasitessuchasFacebook,Twitter,LinkedIn,orPinterest.Astheworkenvironment
evolvesinthisway,thewaythatorganizationsspendtheirmoneyondifferenttypesofcommunication
willbechangedaswell.

Young people today are part of a generation in which technology is the primary form of
communication,andthusbusinessesareforcedtoutilizemediasuchastheInternet,texting,mobile
phones,socialmedia,andblogsratherthantraditionalmediasuchasmagazines,newspapers,and
televisiontocompete.Therefore,allformsofmarketingmediahavebeenforcedtocomeupwith
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