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ADM 2320E – Assignment #1


Using insights from lecture notes, the article on Marketing Myopia and the video, write a short essay (4-5 pages or so) that summarizes the key "take aways" (a.k.a. main points, lessons learned, implications) for marketing managers in terms of what it means to be competitive and "customer-centric." Use examples from Canadian industries to explain how the theory of marketing

In both present and past markets, many businesses have encountered problems in being product-centered rather than industry and consumer centered. This has led to great distraught, and in some cases, a heavy downfall of many businesses. Through ignoring the consumer and the industry as a whole, they lose a substantial amount of business in simply providing one specific service or commodity rather than focusing on the larger picture.


In the Article, Marketing Myopia, the railroads were used as a prime example of focusing on simply being a railroad system. “The railroads are in trouble today not because the need was filled by others but because it was not filled by the railroads themselves. They let others take customers away from them because they assumed themselves to be in the railroad business rather than in the transportation business.” In this example, they railroads were focused on one thing, the railroads when there was a much more broad picture – other forms of transportation taking a large share of the market. In focusing on such a small portion of the market, they had no competitive advantage, and were not focusing on consumers’ wants, but rather their own market.


“To cater a market, a company not only needs to be technically sound and product oriented, but it also needs to be consumer oriented. It needs to know what are the needs of the customer and what further innovations can the company bring to maintain customer interest or how it can adapt to the changing business market.” A prime example of a very prosperous Canadian industry that, in the past, has failed to cater to a market, but rather has catered to a product, is the Canadian oil industry. The oil industry in Canada is very strong and in current times, is very prosperous. In the past, they focused solely on oil, and relied on that product to generate revenue, while other companies prospered off the whole market, and expanded to meet consumer wants and needs rather than focusing solely on oil. In this, many oil companies fell behind, and nearly went completely bankrupt. This could have been avoided with a broader sense of what was going on, and with companies focusing more on consumers, and how their wants and needs adapt and grow, and growing to meet those new wants and needs.


A prime example of a company that has rapidly grown into Canada is Apple. Apple started in the 20th century making small computers. Through looking for holes in the market, and in turn filling consumer wants, Apple expanded into mp3 played, branding the iPod as one of their newer products. The iPod quickly started to dominate the market, as it focused not only on the product, but grew and built on what consumers wanted out of an mp3 players. The iPod still grows today to continue to meet what people want out of an mp3 player, and is still a hugely prosperous product for Apple, and has continued to be due to Apple recognizing that focusing on solely the product causes Marketing Myopia.

Expanding on the company Apple, their computer lines, primarily the Macbook Pro line has grown to meet consumer demands in so many ways. Recently expanding to better their computers to meet the demands and wants to gamers in giving better graphics chips and pushing for more software development on Macbooks. In bettering looks to meeting what kind of style people want in their computer, in making computers more solid to be able to sustain damage rather than simply breaking, and through creating sleek, lightweight and portable laptops, Apple has continued to meet market demand and has grown through looking at what consumers want.


A fully Canadian company that has recently started to fail by falling into Marketing Myopia is Research in Motion (RIM). Research in Motion created and still creates a set of phones called Blackberry. The phones initially were some of the best phones, renowned for their e-mail capabilities, for being the first true smartphones, Blackberry Messenger and for their enterprising capabilities. They were truly prosperous at first, meeting the wants and demands of the business world, which really needed such an instrument to contribute to success and communications. Through government and industry contracts, Blackberries quickly became the must-have device. Soon, they started to cater more to the general population, with people using Blackberry Messenger (BBM) as a great means of communication, using the push e-mailing as a great function, overall using them as great smartphones. The company peaked in 2008, at which point they were truly prosperous. In 2007, the first iPhone was released, and it did not take much market share away from Research in Motion. 

As the market grew, and Apple started marketing and advertising their product, and meeting consumer wants and needs, Research in Motion slowly started to fall behind. Their stock has recently come to an all-time low, due to the dominating markets being created and expanded into by Apple and Android, which Blackberry has not been able to keep up with. Blackberry has spent too much time focusing on their product and not enough time focusing on how the market is turning, and what consumers want out of a smartphone, and as a result, have become a victim of Marketing Myopia. There are now rumors of Blackberry dying out and potentially going bankrupt, or having to move to somewhere where they can hire a more innovate team at a lower cost, the Silicon Valley in California.
Marketing Myopia is not just a theory, it is a reality, and it happens often. The United States Government has been forced to bail out many companies in a wide variety of industries due to them not being a part of the larger picture. Goldman Sachs is an example in the United States that has been bailed out multiple times by the government, and still continues to be to this day. It’s not just companies that sell products that can be affected by the implications of Marketing Myopia, but companies that sell a service, even charity organizations.

Many Canadian industries have fallen victim to Marketing Myopia, and have had companies go bankrupt or forced companies to close before they go bankrupt. But Canada is not the only country where this is a problem. Many other countries in the world have run into this problem, both in the past and the present, and it will continue to happen in the future. It is a great problem that many companies and industries face. Consumer wants are constantly changing, products are getting more and more innovative, and other companies in the same industry needs to meet these needs and meet and exceed this innovation. 

Marketing Myopia can be the downfall of any company or corporation, big or small. A company needs to be centered not only on their product, but also on the market, on competitors, on consumer wants, and consumer needs. Without the consumer, the product will not be purchased, without the product selling; the company will cease to exist. A company needs to be truly innovative, but needs to focus not only on their own vision, but on what will fit best into a current market, and on what is popular and what will sell the greatest at the present time.
