Creating the New Marketing Department

So there I was, at my first restaurant job and fresh out of college.  As I arrived at what was a pretty hopping restaurant for my first day as bar manager, when I was introduced to our “marketing department.”  I was greeted with a pleasant hello and a warning.

“This is the line in the sand” I was told.  Of course it was figuratively speaking (I have yet to work at a firm with sand in the offices, although, admittedly, when I am the boss that may become the norm, with flip-flops mandatory of course.)  “We are the marketing department, you are the operations department, don’t bother us and we won’t bother you.”

Now I hadn’t paid much attention as an undergrad student in marketing class, actually, I was rarely awake during class (sorry Dr. Shiring), but there was one thing that stuck in my few moments of lucidity during that semester.  The “marketing department” doesn’t end at the wall plaque of the “marketing department.”
But I digress…this brings me back to an old adage and basic philosophy that is often overlooked by many…every employee works in the marketing department.
Yeah, that’s easy to say, and I have said it so many times…but yet so many companies still don’t get it.  I get asked everyday, but countless numbers of people…”what do you do?”  To which I reply, I am a Market Consultant.  The follow-up question is always, “so you’re a sales man?”  What is the answer to that?  I used to say NO, and then extend into a lengthy, although very one-sided, discussion about the philosophy of marketing.  But I changed my views recently in falling back to that haunting adage, I am really a salesman, we are all sales people.  That is what marketing is about!  Not a department of “marketing gurus” playing darts behind a closed door as they try to determine the next great marketing plan.  Rather, marketing is (or should be) the life-blood of every person in the organization.  Marketing, at its heart, is about selling, that is often where the focus gets lost.  We have to all work together to destroy the evil empire of the marketing department gurus and put the power of marketing back in the hands of the people…where it belongs.
