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Bang Nguyen (UK)

The future of marketing: towards a theory of everything
in marketing
Abstract

Today, with the emergence of new technologies and applications such as customized ads, Internet cookies, databases,
social media, neuromarketing, face recognition, and machines with eyes, these are the first exposures to the future in
the world of marketing. In this article, 10 predictions about the futures of marketing are made, aiming to present lead-
ing views on marketing futures from leading marketers. Realizing that marketing has always been affected by the
broader environment, this article looks at worldwide developments over the next 100 years and predicts how these will
affect the marketing scheme. Findings suggest that marketing in the future is not just confined to business, advertising,
promotion, customer relations, etc., and that marketing is much more important that simply being a tool, but rather an
ideology or applied philosophy to the society, business, economy, and life. This paradigm includes convenience mar-
keting, social relationship marketing, marketing as a way to create structured thinking, and marketing as an inherent
part of human culture. It seems as if marketing can be anything, and it is omnipresent where people are present, like a
sixth dimension. Marketing is a force that has a light and a dark side. In the future, marketing will be a necessary skill
for everyone. Whether it is for learning how to build relationships, learning how to manage information, or to know
how to create a fairer and more just society, marketing transcends all of these very meaningful subjects. As Einstein

may have wanted to put it: “This is the true theory of everything in marketing’.

Keywords: marketing, future, science, technology, innovation, society, culture.

Introduction

For decades, scholars have contemplated on what
the future of marketing is. The transition from trans-
actional to relational marketing was a great evolu-
tionary transformation, changing the way in which
marketers would think about the marketing concept.
Whilst many ideas have been suggested, these have
always been built on current relationship practices
and therefore, do not suggest a new paradigm in
marketing. Today, with the emergence of new tech-
nologies and applications such as customized ads,
Internet cookies, databases, social media, neuromar-
keting, face recognition, and machines with eyes,
these are the first exposures to the future in the
world of marketing. In this era of information,
monitoring, tracking, and using customer data, skills
and knowledge to utilize data are fundamental for
marketers to understand and fulfill customers’ needs
better. But this is a limited view of what marketing
is. Marketing must adopt a greater role in our socie-
ties and cultures, so it can evolve and aid to human
kind. In this article, 10 predictions about the futures
of marketing are made, aiming to present leading
views on marketing futures from leading marketers.
Realizing that marketing has always been affected
by the broader environment, this article looks at
worldwide developments over the next 100 years
and predicts how this will affect the marketing
scheme. Specifically, predictions are broadly drawn
from science and the scientific community as well
as emerging technological developments, effectively
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looking into how these will affect marketing prac-
tices over the next 100 years.

To ponder about the future by looking at the envi-
ronment is always interesting but also, a daunting
task, as some may regard this as fiction, but history
tells us that marketing paradigms usually emerge as
a result of the present stage at which the world oper-
ates in. Early marketers focused on developing
products, keeping costs per produced unit low and
supported mass marketing. This early marketing
paradigm surfaced as a result of the Industrial Age,
but as scientists over the past 100 years have increa-
singly improved their technologies, by inventing
cars, airplanes, health drinks, the Internet, etc., new
approaches to marketing have emerged. All of which
created a specific approach to marketing such as mass
customization, database marketing, green marketing
concepts, social marketing, and one-to-one market-
ing. Thus, in the next 100 years, it is imperative that
we look at what science offers in order to predict how
the marketing scheme will evolve. As a result, revo-
lutionary developments in marketing are evident.

Typically, predicting the future is made by historians,
sociologists, scientists, and science fiction writers. In
a way, predicting the future should be as important
for marketers as these groups, as marketing is the
way in which our cultures are communicated all over
the world. Indeed, being a marketing futurist should
be as recognized as in any other disciplines. Cutting
edge marketing and developments in the world’s
scientific community will enable this study to look
into the revolutionizing approaches that will emerge
in marketing, allowing us to understand what market-
ing is really about. Our understanding of marketing in



the next 100 years will eventually determine how
human culture will change and not least, how busi-
ness, customers, markets, and societies will evolve.

Predictions about marketing in the next 100
years. Predicting the marketing scheme over the
next 100 years is of course, an overwhelming and
risky task. The difficulty is, obviously, that no one
knows how the world will take shape in the future.
Even science has had its fair share in making wrong
predictions. But interestingly, predictions of scien-
tific development have often been underestimated.
For example:

“In 1899, Charles H. Duell, commissioner of the
U.S. Office of Patents, said, “Everything that can be
invented, has been invented.” In 1927, Harry M.
Warner, one of the founders of Warner Brothers,
remarked during the era of silent movies, “Who the
hell wants to hear actors talk?” And Thomas Wat-
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son, chairman of IBM, said in 1943, “I think there is
a world market for maybe five computers” (Physics
of the Future, Dr. Michio Kaku, 2011).

It is clear that the pace of the development of science
and innovation were underestimated in the excerpts
above. The lesson is nevertheless, that what may
sound unrealistic today, may well become everyday
nature in the future. It is with this positive notion of
those predictions, that the paper moves on to the next
sections to provide 10 predictions about the future of
marketing, which may change the fate of marketing
and eventually, humans, markets, consumption, and
culture. The future scenarios are drawn from a com-
bination of interviews and current researches from
science, which eventually leads to this author’s inter-
pretations of what the future of marketing is, whilst
reflecting the realms of environmental changes that
shape our world in the next 100 years.

Table 1. Future scenarios

Future scenario Examples

Sources

1. 3D advertising, augmented reality

and Internet in the contact lenses appearing in your eyes

Adverts in 3D similar to the ‘Back to the
future jaws ad’. A personal virtual Butler

1. ASingle-Pixel Wireless Contact Lens Display. By A.R. Lingley, M.
Ali, Y. Liao, R. Mirjalili, M. Klonner, M. Sopanen, S. Suihkonen, T.
Shen, B. P. Otis, H. Lipsanen and B. A. Parviz, November 2011.

2. Augmented Reality in Contact Lens. A New Generation of Contact
Lenses Built With Very Small Circuits and LEDs Promises Bionic
Eyesight, by Babak A. Parviz, September 2009.

3. Contact Lenses with Circuits, Lights a Possible Platform for Super-
human Vision, by University of Washington, January 2008.

4. Self-Assembled Single-Crystal Silicon Circuits on Plastic, by Sean
A. Stauth and Babak A. Parviz, in Proceedings of the National
Academy of Sciences, September 2006.

2. Telekinetic powers and

neuromarketing petitions

New era of gaming and promotional com-

1. ThisIs Your Future, by Michio Kaku, March 2011.

2. ABrain-Machine Interface Instructed by Direct Intracortical Micro-
stimulation, by Nicolelislab.net — O’'Doherty, Hanson, Lebedev, He-
nriquez, and Nicolelis, 2009.

3. Neuromarketing: Is There a ‘Buy Button’ in the Brain? Selling to the
Old Brain for Instant Success, by Patrick Renvoisé, September 2005.

1. Let's Get Physics-al: Computing Will Continue to Evolve into the

3. Matrix like world — the future shop-
ping experience

Virtual shopping experiences; intelligent
shopping; convenience marketing; in-
creased collective buying power

Future, by Amina Khan, June 2011.
Concepts and Practices of Digital Virtual Consumption, by Janice
Denegri-Knott and Mike Molesworth, June 2010.

4. Creating firm personalities: the
likeability effect

The personification of companies is evi-
dent; putting a face and personality on
your company; importance of being likea-
ble; the art of freezing out customers who
you do not like

Can Make Themselves More Likeable? by Bang Nguyen 2012.
‘Human Voice’ in Social Media Helps Build Customer Relationships,
Positive WOM, by Hyojung Park and Hyunmin Lee, May 2011.

5. Targeting and building relationships
with key authoritative people

Emergence of Chinese culture where
guanxi or relationship building is vital for
business. Firms not only target key cus-
tomers but also target key authoritative
people as a marketing strategy

Lobbying as a Marketing Activity, by Tyler Willis, June 2011.
When Does Guanxi Matter? Issues of Capitalization and Its Dark
Sides, by Flora F. Gu, Kineta Hung, and David K. Tse, 2008.

6. The end of postmodern marketing
and the beginning of future postmo-
dern marketing

Critical marketing rethought (again). Mar-
keting as a science or an art

Postmodern Marketing? by Stephen Brown, 1993.

7. Biotechnology and nanotechnology
— humans living for hundreds of years,
cloning, and creating life that never
existed before

As humans change, so do marketing.
Marketing's power lies in its ability to
convince the world to accept that we can
play God and create animals that have
never walked on the surface of our Earth,
either for production purposes or for enter-
tainment such as Dinosaurs and Pokemons

Take a Test Drive Through the Next 100 Years, Michio Kaku Pre-
views Innovations From Now to 2100 in 'Physics of the Future', by
Michio Kaku, March 2011.

Regenerative Biology: Have We Discovered the Fountain of Youth?
by Daniel Honan, November 2011.

Say What, Doc? Is Biomedical Research Really Close to Curing
Anything? by Douglas Melton, October 2011.
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Table 1 (cont.). Future scenarios

Future scenario Examples

Sources

8. Robots and jobs
controlled by robots

Traditional middle class jobs are gone.
Instead, jobs will be more facilitating and

1. “Polymorphic robots”, by Wei-Min Shen, 2011.
2. “Kismet”, by Cynthia Breazeal, 2011.

9. Marketing in a global catastrophe —
war, poverty, climate change, natural

disasters, and scarcity of resources to downgrade living standards

Warfare marketing. The role of marketing
in the event of a disaster. Marketing used

1. The Last Frontier: Market Creation in Conflict Zones, Deep Rural
Areas, and Urban Slums, by Jamie L. Anderson, Contantinos Mar-
kides, and Martin Kupp, Summer 2010.

2. The Battle for Your Mind/Marketing Warfare/Bottom-Up Marketing,
by Debra L. Scammon and George M. Zinkhan, January 1992.

10. Marketing in a type 1 civilization —
sustainable energy and flying cars

Energy crises gone, no dependence on
oil, multi-cultural societies, but will people | 2.
be wiser with such powerful technologies?

1. Physics of the Future, by Dr. Michio Kaku, March 2011.
The Kardashev Scale. “Transmission of Information by Extraterre-
strial Civilizations”, by Nikolai Kardashev, 1964.

Today, science is the foundation of our societies and
economies. Science is exploding all around us, and
covers a number of areas, including computer
science, nanotechnology, biotechnology, robotics,
artificial intelligence, which are built on quantum
mechanics, also known as science in the very small
(particle physics). Marketing can be thought of as an
application that follows events from our societies
and economies, and it is therefore, only logic to use
scientific developments as a platform to make future
predictions about marketing.

The 10 propositions made in this paper have been
carefully selected as a result of interviews and from
the researcher’s interpretations of what should be
relevant. Many scientific impacts are drawn from
various sources, most notably, ‘Physics of the Fu-
ture’ by Prof. Michio Kaku as this text is at the fore-
front of science; however, predictions are not li-
mited to this book. Student interviews with Market-
ing Issues classes and interviews with leading aca-
demics in their respective fields are incorporated as
well as continuing research, including Prof. Philip
Kitchen’s ‘The Future of Marketing: Critical 21*
Century Perspectives’. It is always difficult to cover
all scientific developments and conjecture their im-
pact on marketing, but from these 10 propositions it
is believed that major developments are covered.

1. 3D advertising, augmented reality and
Internet in the contact lenses

With recent developments in 3D, it seems that the
nearest prediction would be for marketers to focus
on developing 3D advertising and holographic im-
aging. The technology already exists. There is a
memorable scene from the movie ‘Back to the Fu-
ture’ where Michael J. Fox travels to his distant fu-
ture to save his son from making unfortunate mis-
takes with Griff (Biff’s grandson). In that opening
future scene, Fox’s character is intimidated by a 3D
animation/hologram of a great shark, attempting to
get its teeth into him, and which seemingly is an
advertisement from the nearby cinema for a contin-
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uation of the Jaws series. This could very well be in
development now as the technology is already flou-
rishing. In the future, such 3D adverts would not
just be confined to large billboards or street ads but
also in our living rooms — engaging ads coming out
of our 3D televisions. Similarly, Minority Report-
style advertising billboards, which can recognize
passers-by, and target them with customized adverts
are already under trial by IBM’s innovation labora-
tories. Such billboards would take target marketing to
the next level, effectively allowing large billboard
adverts or shop windows to match individual custom-
ers’ demographic profiles with targeted products.

Visually, the future will be fascinating. Currently in
its early stages on various mobile smartphones and
in the form of mobile applications, augmented reali-
ty is an attempt to provide users with information in
real time with recognition technology. This presents
great opportunities for marketing. For example, if a
tourist travels abroad and does not know what to
see, he or she could use the smartphone to get direc-
tions about where to go by filming the surrounding
area. Instantly, information on what is being filmed
will appear straight on the screen — all in real time.
This already exists today. In the future, this aug-
mented reality will exist in people’s contact lenses.
Everywhere they go, they will have information
about their surroundings right in front of them. Even
the Internet will be readily available. And if they
meet someone from a different country and that per-
son speaks a different language, subtitles will appear
in their ‘screen’ so they will be able to understand
what that person is saying. For marketers, this is a
major opportunity to develop direct marketing ap-
plications and customize individual ads to suit indi-
vidual needs. For example, new approaches to mar-
keting could be to develop a virtual ‘guide’ that can
be loaded at different places around the city. This
guide may appear as a friendly person and will be
the customer’s personal guide around the city. Inte-
raction and simple dialogue will be possible, enabl-
ing the customer a more interactive and memorable



experience. One could imagine that customers
would have to subscribe to this service or simple
choose from a range of guides between different
companies offering such services. The benefits for
the marketer are evident in terms of their customiza-
tion efforts as well as data collection.

With vast amount of information wherever people
go, marketers are competing with each other on
conveying the most relevant information to the most
relevant customers. Information agents and brokers
may exist to sort out data following customers’ pre-
ferences. The most successful companies are those
that are able to find and analyze knowledge in this
vast amount of data and use it appropriately and in-
telligently. As a result, in order to have the most
relevant information, it is only logic to predict that
huge efforts must be on data collection, data man-
agement, and data science and technology. Howev-
er, this may only be seen in the nearer future. Once
the ‘virtual butler’ is developed, marketers’ jobs will
be much easier.

The virtual butler or concierge is a customer’s per-
sonal assistant and as the name implies, a personi-
fied computer program that takes care of everything
on behalf of the customer. It is the ultimate form of
marketing, as one customer will have just one ‘per-
son’ to deal with — an assistant to take care of all the
customer’s shopping needs; a kind of one-stop-shop.
It is similar to having one sales person for one cus-
tomer, but across all firms that exist. This is possible
as the butler will have access to all data that is
stored on the Internet (assuming that the cloud tech-
nology will continue to grow) and contact to all
shops that exist. Direct communication between the
butler and those shops will be possible and orders
can be done effortlessly. It is a form of convenience
marketing for a life style that puts emphasis on con-
venience and saving time. Apple’s recent launch of
Siri, the intelligent personal assistant, is evidence
towards such a future, although Siri presently is still
at its early stages and underdeveloped. It is possible
to imagine that customers in the future can custom-
ize their own butler and buy into larger ‘ranges of
products and services’ through subscription. The
key marketing notion and selling proposition here
is: one customer, one ‘sales person’. In reality, it is
rather billions of customers, one computer pro-
gram/database. In this case, butlers must appeal to
customers as likeable, drawing attention to each
firm’s individual personality. This entails building
up a personality for the firm i.e. a front figure that
acts in a similar way as to how a person would de-
velop a relationship with another person. This likea-
bility effect will be discussed in a later section.

Innovative Marketing, Volume 7, Issue 4, 2011

2. Telekinetic powers and neuromarketing

“By 2100, like the gods of mythology, we will be
able to manipulate objects with the power of our
minds. Computers silently reading our thoughts will
be able to carry out our wishes. We will be able to
move objects by thought alone, a telekinetic power
usually reserved only for the gods.” ... “Although
this godlike power seems unimaginable advanced,
the seeds of all these technologies are being planted
even as we speak. It is modern science, not chanting
and incantations, that will give us this power”
(Physics of the Future, 2011).

It is astonishing to even imagine how computers
will be able to read our thoughts, and take action on
what we desire. Indeed, as unimaginably as it may
seem, science should not be underestimated. It was
not long ago when, Thomas Watson, chairman of
IBM, said in 1943, “I think there is a world market
for maybe five computers.” Assuming that such
scientific progress, i.e., Moore’s Law keeps its pace,
in a hundred years time, we may well, have telekinet-
ic abilities. In fact, recent research has successfully
made monkeys move objects with their thoughts
alone by wiring their brain. For marketers, this is a
new area that should be speculated on. In doing so,
we may think in terms of what the logic of market-
ing currently is and where it is headed, which then,
feeds into the predictions of how marketing will be
implemented in the future. Certainly, the field of neu-
romarketing exists even today, where brain scans will
reveal how certain customers will respond in certain
ways to certain stimuli. Take this concept into the
future, and what we will experience are customers
skipping away from adverts on their TVs not with a
remote controller, but rather with their minds!

The possibilities and applications of such telekinetic
technology for gamers and games are numerous. For
marketers, it will be vital to capitalize on this tech-
nology and use it to develop new types of gaming.
Using only the power of thought, a gamer can con-
trol a character to do what he or she wants it to do.
Whether it is moving around in different worlds or
flying a spacecraft to shoot the enemies, creative
game developers have the opportunity to make
games even more realistic and more real life. At
first, marketers, of course, will have to ensure that
customers will accept these types of games, as push-
ing the games too fast to the market, will result in a
public outcry and eventually, regulations (assuming
that the public will alienate any mind controlling
gaming because it is too private to tap into the
brain). Therefore, the role of marketing is essential
in this respect in that it must monitor the opinions of
the public before launching such radical games. This
process requires market research and traditional ap-
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proaches to customer monitoring and tracking.
However, once, these technologies are common,
using our minds as a telekinetic power may very
well be the norm. The next move could then be to
control larger things like a car or other transporta-
tion media. Whatever the applications are being de-
veloped, the role of marketing is two-fold: to con-
stantly monitor public opinions and to incorporate
innovation in product development. Indeed, jumping
straight into a new technology will cause outcry, as
history tells us. The marketers’ role is to ensure and
reassure public acceptance and work in phases, one
step at the time, so that new ideas and technologies
will become the norm. This is explained by adapta-
tion level theory, which suggests that customers ex-
perience fairness and just in norms at which they
have become adapted to.

Other marketing schemes using this technology may
be to create competitions as part of a larger market-
ing and promotional experience with activities such
as games, competitions, entertainment etc. It is clear
that the future will involve more research to tap into
the minds of the consumers and more into consum-
ers’ brains (minds) and body (genes). This direction
does not seem unlikely as the notion of current rela-
tionship marketing is aimed at treating customers on
a one-to-one basis, and what could be more ad-
vanced and ultimate than to understand customers
by tapping into their thoughts and brains — a cus-
tomer cannot say no to their own preferences. The
technologies of the future will enable marketers to
do so. The next section takes this idea of tapping
into the minds of the consumers even further.

3. Matrix-like world — the future shopping
experience

Even today, social networking websites have chan-
ged the way in which people communicate and the
way we develop our relationships with other people.
Facebook, in particular have developed many inno-
vative ideas to bring not just the Internet into the
world of social networking but also, the real world.
For example, applications such as ‘Facebook pages’
gives companies a new way to build loyalty and in-
teraction; it gives users the opportunity to link real
life experiences with the virtual world in real time.
‘Facebook live’ shows live streams from different
events where ‘things are happening’ and you can
join in and take part with your comments. ‘Face-
book deals’ gives users another incentive to be in-
teractive and commercial by looking for discounts,
deals of the day, and offers. Perhaps, ‘Facebook
check-ins’ will soon be a rental space for companies
to display themselves. In a way, word of mouth and
viral marketing are responsible for the popularity of
Facebook and many other major websites like Twit-
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ter, YouTube, and Google. In the future, it may not
be word of mouth, but ‘thought-2-thought’ or
‘mind-2-mind’ that brings customers together to
use a particular platform. This suggestion builds on
the two previous predictions about mind controlled
applications and augmented reality. It does seem
that the purposes of social networks have been to
bring together the real world and the virtual world.
In the future, this may be possible by tapping into
the brain and the result may be that people can log
into a virtual world that is actually build as an exact
replication of the real world, say a supermarket, and
customers can shop from their online connection,
not having to leave their homes. Again, this is a con-
venience driven culture and not so farfetched, as
many technologies of today have the exact same
purposes. Thus, work, shopping, or any other res-
ponsibilities that a person may have can be done
from any single location of the world. It is possible
then to be at multiple locations at the same time, and
this sense of transcending time and space, is essen-
tial for marketers to understand.

Indeed, the applications of social networking to
marketing are endless. For example, communities
will be built around social media; people may get
together to overthrow governments; or companies
may find themselves building relationships with
customers, and others, recruiting employees through
social media as well as spying on other companies.
Social media is a battlefield, and marketing possess
the tools to win the war, capturing essential infor-
mation about suppliers, customers, competitors, and
the environment. In the future, work places and vir-
tual offices may even exist on social networking
sites, allowing employees to work from any location
of the world. Marketing focus will be on ‘place’ and
relevancy to ensure that products and services are
relevant and readily available where the customers
are. Sorting out this relevancy, i.e. where to stock
the right type of products along with the right loca-
tion, is essential. People are travelling across places
and it is marketers’ responsibility to bring them their
homes to their location, including products, servic-
es, experiences, and even families. In a world where
the gap between the virtual and the real world is
closing, a sense of belonging is essential, thus un-
derstanding the role of ‘home’ is vital for marketers
and marketing efforts must be built around this.
Even if it means to research a customer’s family
history and adapting into a virtual environment in
order to create a homely effect.

So far we have established that the role of marketing
in the future will be to manage knowledge and in-
formation, create and lead customers’ level of adap-
tation to new technological developments, and to
drive and direct human cultures, both in the virtual



and real world. The above discussion has suggested
a direction of change in the way in which human
cultures are expressed, and it is this change in time
and space that leads to the next proposition about
marketing’s role to create structures logically. This
is meant to suggest that marketing will have to be
the driving force in structuring the ways humans
think. As information, markets, cultures, societies,
time, and space merge through social networking
and media in a real versus unreal environment, with
no boundaries across continents, the move towards a
global community is evident, thus, creating the need
to have people think in a structured and logic way
seems more important than ever. The marketing re-
search and planning process clearly suggests a four
phase process where analysis, planning, implemen-
tation, and control are necessary to clearly devise a
successful strategy. It is reasoned that if this process
can be applied to human thinking, this logic may
help in solving many issues in the future. In this
case, analysis and planning are essential compo-
nents at this stage in order to reflect on why and
what social networking can be used for. Later on,
discussions about how all four phases are vital for
human survival in a global catastrophe are presented.

4. Creating firm personalities: the likeability
effect

As social media increasingly determine the way in
which humanity communicates and build relation-
ships, it will be more important for companies to
have a face and a voice — to engage with customers
at the same level and to stand out. Research suggests
that a friendly, happy, and pleasant person will be
more popular, successful, trustworthy, etc. A firm
must therefore adopt such a stance to become perso-
nified in order to build closer relationships. In the
future, customers have evolved into intelligent shop-
pers that will not fall for the usual sales tactics. They
have the ability to compare and contrast every single
offer that exists on the omnipresent Internet connec-
tion that is available in their contact lenses or on their
highly advanced hand-held devices. Therefore, the
difference between various companies will be the
way in which they differ in their personalities. In-
deed, the personification of companies is evident and
putting a face, voice, and personality on the company
is a differentiation tool for marketers. Specifically,
the importance of being likeable is at the utmost im-
portance. For marketers, more research must be done
in terms of examining how a face can be put on a
company to make it more attractive and likeable.

Effectively, this means that marketing has to have
an impact within the first 1-2 seconds and the focus
must be to capture and convince customers in those
1-2 seconds. This may be regarded as Touch Point
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Marketing, where firms must enhance their touch
points, i.e., promotion and dialogue with their cus-
tomers. Customers have choices as never before, but
if they recognize traits in a person that they like, or
feel attracted to, this is where they will put their
money. At the same time, firms must consider how
they are able to look pretty, attractive, and even play
to the consumers at their most fundamental level,
including their emotions, feelings, and genetics. Be-
cause it is only to those basic human instincts from
the times of the cave men, that the marketing tools
will have an effect on. In other words, customers
will only respond stimuli to their very basic needs,
i.e., things that are genetically coded in their DNA.
From a firm perspective, the marketing tools may no
longer be as effective like today because customers
are too intelligent to fall for them, given the infor-
mation that they have access to. It is easy to imagine
that this intelligence stems from consumer applica-
tions and mobile apps that are developed to make
intelligent suggestions, and to assist and give advice
to those consumers as to where they should shop,
hang out, or stay on holidays. Most notably, peer to
peer suggestions in the form of peer ranking will be
the consumers’ most precious tool to sort out vast
amounts of information and choices that exist. Thus,
with such intelligent and powerful consumers whose
choices could determine the demise of a company,
the importance of fulfilling and playing to the very
basic needs such as love, affection, and sense of be-
longing are essential. It is imperative for firms to
shift customers away from shopping in an objective
way but rather in a subjective way. This is the key.
In the future, these factors must be incorporated into
any successful marketing concept.

However, segmentation-wise, there is another aspect
to consider. Intelligent customers may sometimes
not be attractive for firms as they increasingly ‘act
strategically’, by using either their collective buying
power or by spreading negative word of mouth — to
the whole world. As such, firms will need a strategy
to avoid these customers and this is where the art of
‘freezing out customers’ who you do not like, comes
in. In many ways, freezing out customers is similar to
ignoring people by not returning messages, phone
calls, or emails. However, more research is warranted
in this area as it is very little researched and known.

5. Targeting and building relationships with key
authoritative people

With the emergence of the Chinese in the world of
business and culture, increasingly, their influence
will be vital for marketers. Guanxi or relationship
building is vital for business in China. With rela-
tionships as a fundamental business strategy, mar-
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keting applications to foster trust and fairness are
developed, which in turn increase commitment, co-
operation, and the quality of the relationship. Whilst
these ideas already exist today as part of the rela-
tionship marketing paradigm, a different perspective
is necessary to consider. That is, firms need not only
target key customers and suppliers, but also target
key authoritative people as a marketing strategy.
These influential people include groups of politi-
cians, presidents, judges, police, military, and com-
munity leaders, who will have more power than
those of today, as a global world order will be evi-
dent. The consequence of this global government or
federation will change the way that marketing will
be conducted. Especially, it will be essential to stra-
tegize and look at who to lobby, but not only that,
also to build relationships with these influential
people. In a later section, a deeper discussion about
this global federation/world order, which scientists
believe we are moving towards, will be provided. See
the section on marketing in a Type 1 Civilization.

Indeed, these key people also are on social net-
works, so the opportunities to reach them are there.
A firm must therefore consider and organize plans
on how they can infiltrate these key groups of
people on the social networks in order to become
successful merchants. And with a world that is con-
nected in every possible way, marketers have all the
opportunities to fully extend their social relationship
marketing strategies.

6. The end of postmodern marketing and the
beginning of future postmodern marketing

Postmodern marketing is in many ways a topic that
could include anything, since no one knows what it
truly is. Over the years, discussions about postmodern-
ism have included many topics such as fragmentation
of consumers, consumerism, a rejection of modern
marketing, disorder, and generally, a critical view of
the marketing scheme. However, in the words of
postmodern marketing scholar Stephen Brown, post-
modern marketing as it always has, offers little to the
field of marketing, other than critical re-thinking of
the subject. Certainly, it can be described as rejecting
everything, but offers nothing. Nevertheless, a note-
worthy topic which future marketers will surely dis-
cuss is whether marketing predominantly remains as a
science, or as an art. There is no doubt that marketers
have used the scientific principles to establish mar-
keting as a science, but at the same time, marketing
also requires creativity and unscientific tools to de-
velop marketing applications. As such, the philoso-
phies within marketing will be discussed for many
years to come. It seemed appropriate to mention
postmodern marketing in this article as it deals with
the future of marketing — a trait of postmodernism.
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7. Biotechnology and nanotechnology — humans
living for hundreds of years, cloning and creating
life that never existed before

Returning to science and to scientific progresses
over the next 100 years and envisioning how it may
impact on marketing, we see an unbelievable turn-
ing point in human evolution. As incredible as it
may sound, scientists suggest that we may be the
last generation to die of ageing. Our kids will live
for hundreds of years, because their human tissues
and parts can be grown and created in labs. This will
of course have profound effects on many things in
the world, but not least, on how marketing will be
perceived. If people get to live for hundreds and
hundreds of years, certainly, their perception of
what is important will change. Perhaps, the current
fad or the current trends do not seem so attractive
anymore. Marketing in many ways, have over the
years been strong in developing such fads to create
awareness of products and services, which may now
be unimportant. The days where customers would
stand in line and sleep in line for days to get their
hands on the latest game console or latest tablet
computer, will be a thing of the past. Now that cus-
tomers are in no hurry to live in the now, marketers
will have lost the opportunity to create buzzes and
trends. Of course, in this discussion, the proposi-
tions can only be philosophical. However, it seems
likely that the field of marketing may not be as
much concentrated on looking at fads, trends, and
prediction of the markets, but rather on issues of
learning, sustainability, and experiences — things
which are more profound to life and to the society.

From the field of nanotechnology, another amazing
discovery is predicted to change how humans cure
illnesses. In the future, nanobots will be injected
into the human body to detect the human body for
any diseases. It is predicted that with these nano-
bots, many illnesses of today will disappear includ-
ing cancer and Parkinson’s disease. The health care
and the whole weight loss industry will obviously be
affected by such scientific improvements. For mar-
keters, a general shift in their role will be evident in
that they no longer can be focused on just selling or
marketing goods and services. Rather marketers
must act as consultants, similar to doctors and nutri-
tionists, as experts in not just a marketing context,
but also in specific areas such as the medicine or
nutrition. Only then, can they become effective ‘in-
tegrated marketers’, advancing from understanding
markets to becoming an intelligent marketer in any
areas that they desire. These future marketers will
have the information and knowledge to do so, as a
direct result of the discoveries of biotechnology and
nanotechnology coupled with the assistance of their



technologically advanced devices. One of the
strengths of marketing is that it can be integrated
into any given situation and adjust to a changing
environment. In other words, marketing possess the
ability to be flexible and adaptable, so as times
change or as the environment change, marketing
will transform itself to become part of the new situa-
tion, in this case, a changing attitude towards life
and health. This is the key to understanding the new
paradigm of marketing. Flexibility, adaptability, and
relevancy; it is the paradigm of the general theory of
marketing — a theory of everything in marketing.
More will be discussed at the end of the paper.

And lastly, scientists suggest that with future ad-
vancements in biotechnology, humans will be able
to bring back animals from the past by decoding
their DNAs and furthermore, to create animals that
never existed on earth before. This is of course
amazing, but will no doubt raise questions about
ethics as well as religious issues. In this case, ethical
marketing will emerge as the most important tool
for marketers. Whilst it is important that ethics are
used to deal with the critical aspects of what is the
right thing to do and what is wrong, it is also impor-
tant that marketers find way for such inventions to
flourish. There is no doubt that many future inven-
tions including those mentioned here will cause
concern for many people, and create divided opi-
nions. The role of marketing is to be utilized as the
fundamental tool in communicating a message or a
vision, and the tool used to create communities and
groups. Social marketing in particular will play a
more significant role as humans are becoming more
concerned about their societies, communities, and
cultures. Because humans have already conquered
other important aspects in life such as controlling
their own aging processes and all the technologies
that exist, the only issue that may still be out of con-
trol are those of the societal concerns. This is where
marketing must come in and emphasize its ability to
communicate, bring together communities effective-
ly, and address the need for logic. Certainly, the Ju-
rassic theme park or Harry Potter theme park seem
like a great places to visit with such biotechnologi-
cal advancements, but opinions will be divided, and
whether or not certain things are accepted, will
come down to how strong marketers are to influence
vital decisions surrounding this.

8. Robots and jobs

Robotics will play a significant role in the future
and replace many middle class jobs such as teach-
ing, nurses, heath care consultant, doctors, etc. In
terms of seeing robots walking on the streets like
Hollywood movies, this is unlikely over the next
100 years, as our most advanced robots of today
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only has the intelligence of a cockroach. However,
robotics and machines will change the way middle
class people live as the middle class of the future
will be shifted into jobs of management and those of
the facilitating kinds. Certainly, there are no threats
in robots and machines taking over marketing aca-
demics or practitioners’ jobs, because robots will
not be able to do science, nor will they have any
creative capabilities. But in a future, where robots
are part of everyday lives and work, many things
will run more efficient and smooth. It is only ob-
vious to suggest that the lifestyles of people in such
a future will be very different — convenient being
one of them. The key for marketing is that it must
use its segmentation tools to understand those life-
styles, and to find ways in which positioning can be
done, so that the firms can appear the way they want
to in the minds of the consumers. It is hard to hypo-
thesize the kinds of criteria that may be used, but the
demographic, geographic, psychographic, and beha-
vioral criteria will still be fundamental. However,
new and more advanced segmentation systems may
divide/segment customers based on their DNA
codes, as DNA mapping of people will become the
norm. As such, the medical doctors will have a da-
tabase from which they can easily and more effi-
ciently determine any illnesses that may occur in
any individual person, and recommend treatment
accordingly. In the same way, retailers will be able
to look at genetic codes and find out which products
and services, which food and drinks, or which
clothes sizes and colors will appeal to a person the
most, and tailor their marketing efforts accordingly.
This is the future of marketing segmentation.

So far, we have seen the positive aspects of science
and how these future inventions will feed into the
way in which we should consider marketing and
what emphasis marketing should be put on. In the
following prediction, we look at the darker sides of
the world, and view the changing role of marketing
in a world dominated by global catastrophes such as
wars, terrorism, poverty, climate change, natural
disasters, and scarcity of resources.

9. Marketing in a global catastrophe — war, po-
verty, climate change, natural disasters, and
scarcity of resources

What would people do in the wake of a global catas-
trophe? Some of their first concern may be to find
food, water, and shelter. In which way does the
knowledge of marketing help to contribute in such a
situation? By using a global catastrophe as a case
study, broader discussions about marketing and
what it represents are presented in order to remind
academics and practitioners about what marketing
can do in those situations. There are implications in
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understanding how marketing can be thought of in
such a future. Indeed, this section reveals that market-
ing is an essential survival tool that is required for the
survival of our species in the event of a global catas-
trophe caused by wars, terrorism, poverty, climate
change, natural disasters, or scarcity of resources.

In a situation of chaos, the strength of marketing lies
in its ability to create structure and order with logic,
and to communicate this idea to the larger commu-
nity. As mentioned earlier, the marketing planning
process, consisting of analysis, planning, implemen-
tation, and control will be vital in any situation of
disorder. The focus of any chaotic situation is to
create order. This can be achieved with the struc-
tured thinking behind the marketing planning
process. If there are natural disasters, the first step
will be to critically analyze the dangers and people’s
needs before creating the essential plan. Once the
plan is approved, the implementation starts, howev-
er, realizing the uncertainty in the changing envi-
ronment of a disaster zone, control must be carried
out consecutively, feeding back into the implemen-
tation procedures. Throughout this process, the mar-
keter will need the ability to communicate and con-
vince their vision effectively, so that everyone can
come together and work as a community. Therein
lie the strengths of marketing.

Commonly, marketing has been compared to war
strategies, and there are many benefits in educating
marketing to the public in order to make the layper-
son understand these strategies, so that they can take
action in a situation of war. In marketing, under-
standing the environment, the competition, and one-
self are vital in order to successfully engage in the
world of business. In war, understanding the terrain,
the enemies, and oneself are essential to successful-
ly win a war. Applying the same thinking, in a glob-
al disaster or warzone, marketing can provide the
tools to analyze and understand vital information to
successfully survive and win. Thus, marketing strat-
egy will play an essential survival tool in a war, not
only for the military, but also for the commoners.

In a world that is becoming increasingly scarce in its
resources, one day, we might find that the future we
dreamt of for all these years would no longer be poss-
ible as resources such as oil or natural elements have
run out. In those situations, marketing is a necessary
tool that should be used to downgrade people’s life
standards and to bring equality and fairness, so that
everyone will be treated just. In a declining world,
marketing is the core ideology that can provide fun-
damental structures, and create something out of
nothing. It will assist in the planning processes to
create a new vision for a new world, and eventually,
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attain a sense of acceptance amongst people. Market-
ing, again, cannot be limited to focusing on customer
needs, but rather, must be seen as a larger influence
on philosophies, ideologies, societies, markets, and
cultures — a true theory of everything.

10. Marketing in a Type 1 Civilization — sustainable
energy and flying cars

In the last prediction about the future of marketing,
this paper turns to the most ambitious prediction
from science thus far. Scientists suggest that every-
thing that is happening around the world today is a
pre-stage to the next logical evolutionary phase of
human kind. Everything we experience in today’s
world including democracy, economies, trade feder-
ations, etc. are in fact precursors to something that is
mentioned as a Type 1 Civilization. In a Type 1 Ci-
vilization, humans will have mastered the energies
of the Earth, which means that we will have
achieved the mastery of the resources of our home
planet. In such a civilization, there is a global gov-
ernment, countries are multi-cultural, wars have
ceased to exist, and people live in peace with one
another. With a global community that is in peace,
fully connected, and has infinite energy resources at
its disposal, a different culture will emerge, and it is
the marketers’ job to foresee what development we
are moving towards. Marketing Futurists will be
common and act as advisors for scientists, politi-
cians, and leaders. Regardless of the new cultures, it
is important to remember that marketing at its most
fundamental level will always exist, as if it was the
sixth dimension. That is, marketing provides a way
of human communication that is expressed with log-
ic and perfectly structured. It is the concept of ex-
change between people. And just as important as a
scientist, a doctor, or an engineer, a marketer is es-
sential in a team of survival of our species. Marketers
bring creativity, logic, structure, flexibility, adaptabil-
ity, and knowledge. It is, therefore, possible to sug-
gest that marketing serves a bigger purpose, and that
purpose is to ask why, how, what, and when. These
are the questions that are necessary to ask in the
processes required to analyze, plan, implement, and
control. Marketing is thinking. In fact, it would be in
the theme of this article to suggest that: ‘marketing
exists, therefore I am’. Thus, marketing is prediction
— the ability to foresee trends, therefore, marketing is
progress — a vital trait for human survival.

However, it is uncertain whether mankind in the
future will be as responsible and wise as we would
prefer it. Having all the greatest technologies to im-
prove life and prolong life, do not necessarily mean
that people will be more intelligent or wise. Perhaps
people will be more reckless knowing that they can



simply replace organs and tissues. Perhaps more
alcohol related problems will arise, or even in-
creased social misbehavior now that everything
seemingly has no risk and everything seems ‘safer’.
In such a future, the role of marketing may be a dark
side and a dark force that is used as a tool to mani-
pulate, cheat, lie, deceive, and as a tool to gain con-
trol over the people. This is a dangerous concept
within marketing, but clearly, a part of marketing.
The future of marketing and its wisdom lie within
people’s knowledge to manage and control it. Mar-
keting in a way, can go any way it likes similar to
the uncertainty of the forces of nature.

Conclusion

It has been clear that marketing futures are not just
confined to business, advertising, promotion, cus-
tomer relations, etc. Marketing is much more impor-
tant that simply being a tool, but rather an ideology
or applied philosophy to the society, business, econ-
omy, and life. Over the past decades, scholars have
contemplated on what the future of marketing is. In
this paper, many ideas have been put forward, sug-
gesting a new paradigm in marketing. This paradigm
includes convenience marketing, social relationship
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Nevertheless, it has been evident that in the future,
marketing will be a necessary skill for everyone.
Whether it is for learning how to build relationships,
or learning how to manage information, or to know
how to create a fairer and more just society, market-
ing transcends all of these very meaningful subjects.
As Einstein may have wanted to put it: “This is the
true theory of everything in marketing’. But then
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