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The Changing Nature of Marketing

For much of the twentieth century, marketing was largely a one-
way process. Companies created products, designed advertisements,
and delivered messages to consumers through newspapers, radio,
and television. In this model, consumers were expected to receive
information passively, with limited opportunity to respond. Success
was measured mainly by sales figures and the size of an audience
reached by an advertisement.

This approach began to change with the spread of digital
technology. The rise of the internet and social media platforms
allowed consumers to express opinions, share experiences, and
directly interact with brands. As a result, marketing became more
interactive. Companies started to pay attention not only to what
they wanted to say, but also to how consumers reacted. Online
reviews, comments, and shared content began to shape a company’ s
public image in powerful ways.

In response, many businesses shifted their strategies. Rather
than focusing only on selling products, they aimed to build long-
term relationships with customers. This included creating
personalized advertisements based on user data and encouraging
customers to participate in brand-related communities. However,
these practices also raised concerns. The collection and use of
personal data led to debates about privacy and the ethical limits of
targeted marketing.

Today, marketing continues to evolve. While digital tools offer
companies valuable insights into consumer behavior, successful
marketing increasingly depends on trust. Consumers are more likely
to support brands they believe are honest and socially responsible.
This suggests that effective marketing is no longer just about
persuasion, but about understanding consumer values and
responding to them responsibly.
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(1) What does the passage suggest about traditional marketing
methods?

1.

They encouraged consumers to actively shape advertising
messages by providing frequent feedback through various
communication channels.

. They mainly involved one-way communication in which

companies delivered messages while consumers remained
largely passive.

. They relied heavily on collecting detailed personal data from

consumers to design highly targeted advertising strategies.

. They emphasized building long-term relationships with

customers rather than focusing on short-term sales
performance.

(2) According to the passage, how did digital technology change
marketing?

1.

It completely eliminated the use of newspapers, radio, and
television as tools for advertising products.

. It reduced the role of consumer opinions in shaping how

companies were viewed by the public.

. It enabled consumers to interact directly with companies and

influence brand images through online activity.

. It made traditional measures such as sales figures no longer

useful for evaluating marketing success.

(3) Which view would the author most likely support?

1.

Marketing should focus primarily on persuasion techniques,
even if they weaken consumer trust in companies.

. The collection and use of personal data should expand freely

without ethical limits or government regulation.

. Ethical issues in marketing matter less than adopting the

newest digital technologies as quickly as possible.
Successful modern marketing requires understanding
consumer values and responding to them in responsible ways.
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