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 We live in a world where its obvious indicator is the existence of the machines , 

factories, assembly lines and sophisticated information systems in large bureaucratic 
organizations, each of us are earning money and studying in schools, universities and 

bureaucratic industries. The key words of our current era are planning, organizing, 

motivation, controlling, stability, compatibility, predictability of rules and regulations; 
however, the ambiguity, complexity and chaos and the related concepts of 

postmodernism are threatening our defined world. The main objective of this paper is to 

identify and explain the components of marketing by the help of Delphi fuzzy 
Technique. To learn more about the concepts which were used, at first, a brief 

definition was stated and then they were asked from experts to tell their own ideas to 

identify and explain the components of marketing paradise, and it was assessed by the 
use of Delphi fuzzy Technique. Data collection methods in this study were in the level 

of identifying the administrative barriers of using literature and the existing records and 

papers of the sophisticated experts and it was used from the questionnaire’s tool to 
identify and explain the components. The questionnaire of present study was designed 

according to the techniques of fuzzy analytical hierarchy process (AHP) and has been 

statistically distributed and analyzed among 12 members of the statistical population 
who are marketing experts. The results show that all indicators except "considering all 

citizens in an almighty society" have the mean differences of less than 0.2. 
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INTRODUCTION 

 
 The past decade has been the most turbulent days for different countries. On the one hand, environmental 

change, and on the other hand, the financial crisis has led the majority of attentions toward human lifestyle. Life 

in which the human cannot be viewed and considered as just a physical creature and their natural and spiritual 

values are also considered. Technological advances have resulted in the development of massive changes in 

consumers, markets and marketing over the past century. Nowadays, companies must cooperate and participate 

with their consumers. Participation begins when the marketing managers listen to the consumers’ messages to 

understand their mentality, and to gain the special insight into the potential of market [3]. Before the fifties, 

traditional views were governing on marketing knowledge and the marketing rules were defined and explained 

by looking from the inside of organizations to outside. The prevailing reflection at that time, was the thinking of 

production and sales. The responsibility of sales marketing section was anything that company could produce 

and the business units with monopolizing information and the mass production policy and by the use of 

governing the markets, were thinking of increasing sales and profitability [9]. The researchers in this research 

are trying to suggest an approach that shows respect to the human needs and identifies the influencing factors 

and its impact on the consumer and organization.  

 Whenever the macroeconomic environment is changing, the consumer’s behavior will change, and this 

change is involved in marketing. Marketing concept suggests that the activity of each business unit starts by 

identifying the clients and their needs and not by having the exploitation license, purchasing of raw materials or 
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by operating a skill in selling. So an organization is responsible for satisfying the customers and not just the 

production and sales of goods or services, and there will be the possibility of continuing life for them, just until 

they are successfully able to meet the needs and demands of their customers. "Says Philip Cutler" now the 

market is changing faster than our marketing knowledge. Therefore classic marketing models must adapt to the 

current situation, and researchers and marketers should re-define and re-structure the marketing based on the 

characteristics of the updated information that has increased the level of competition in the logarithmic forms in 

markets [9]. Cutler believes that now is the time to end the dichotomy between marketing - consumer. Marketers 

of each services or products must recognize that they are also the consumers of other products and services. 

Also, consumers should be aware of that they may be used the marketing to convince other consumers in their 

daily lives. Each one of the marketer and the consumer  [3]. Organizations’ managers who have informative 

oriented marketing should maintain a balance between the four demands of target customers needs, target 

customers' long-term interests, long-term interests of society, the company's long-term investment efficiency 

goal. Despite all the changes occurring in the competitive world of marketing era which has led to the evolution 

in the modern era, the question which has preoccupied the minds of people, is whether can be identified and 

established the components of marketing paradise or not? 

  

Theoretical Foundations:  

 Marketing Paradise in 1995, Collen Ballerino Cuhen was the first person who used the marketing paradise 

term in a tourism project. Michael Thomas in 2000, displays the differences between a machine-oriented 

careerism, market-oriented and business-oriented and the careerism of social – civic oriented responsibility, in 

order to achieve the ideal world of marketing. Howard Bowen is known by many people as the father of the 

corporate social responsibility movement. Boone, believes the social responsibility in business as traders’ 

obligation in order to follow those policies and decisions which are appropriate for the goals and values of the 

community. His concentration was directly on managers’ decisions and commitment to a broader community, 

not just those within the organization. Archie Carroll is known as the son of Boone in corporate social 

responsibility. Carroll has described four types of corporate social responsibility: economic, legal, ethical and 

humanitarian. However, this classification has been criticized in recent years, but it is still used widely [8].  

 From 1980 to 1990, the shareholders of the United States and Europe have helped the expansion of 

corporate responsibility fields of companies. In Europe, the focusing point is more on the institutionalization of 

business ethics in the business toward business responsibility, and as a separate discussion, they were discussed 

about environmental protection and sustainability, and later, the companies’ corporate social responsibility and 

environmental concerns have led to a comprehensive understanding of social responsibility [8]. Laczniak and 

Murphy 2013 in particular, are linked the corporate social responsibility and ethical marketing activities. The 

authors suggest that corporate social responsibility and ethical marketing concepts are related.  

  

Methodology:  

 Data collection methods in this study was in the level of identifying the administrative barriers of using 

literature and the existing records and the papers of the sophisticated experts and it has been used of 

questionnaires’ tool in the level of rating the identified factors. The questionnaire of this study, was designed 

according to the multi-criteria decision techniques (Fuzzy analytical hierarchy process) and it was statistically 

distributed and analyzed between 12 individuals of statistical population who are the marketing experts. The 

research was applied functionally and due to the type and nature of the variables and methods of conducting 

research, since the current situation is identified, the presented study is known as a non-experimental and 

descriptive study. In the present study is used from the techniques of fuzzy analytical hierarchy process (AHP).  

 The using of Delphi method is mainly aims to explore reliable and innovative ideas and providing 

appropriate information to make decisions. The Delphi method is a structured process for collecting and 

classifying knowledge among the group of experts that it’s conducted by distributing the questionnaires among 

these individuals and the controlled feedback of responses and received comments in this population.  

 According to Helmer in 1997, Delphi is a useful means of communication between members of the group 

of experts, which makes it easy to formulate opinions. The main elements of the original Delphi method are:  

1. The structuring of information flows.  

2. Providing feedback to the participants.  

3. The failure to disclose the identity of the participants  

  

The Using factors of Delphi method:  

1. Predicting an identified single issue in the future.  

2. Building consensus.  

3. Preventing from the prevailing idea of group think and the spiral of silence of minority. 

4. Creating innovative ideas.  

5. Predicting long-term strategic decisions.  
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Study Findings:  

 We live in a world where most things that seem right, are "rarely" correct and about the verification of the 

real phenomena, there is always some degrees of "uncertainty". In other words, the real phenomena are not only 

black or white, but they are rather gray [1]. The data in this study collected with qualitative data collection and 

by the use of common and accepted methods in the research method has turned to a quantitative data.  

  

First step: Collecting data from the first questionnaire:  

 Since experts have different characteristics, so their minds are different as well. And if the options answered 

based on different mentalities, analysis of variables is null. However, the definition of qualitative variables, the 

experts will answer the questions with the same mentality. Therefore, qualitative variables are defined as 

trapezoidal fuzzy numbers, Figure 1.  

  

 
Red line: low, Blue line: medium, Green line: high 

 

Fig. 1: Three levels of linguistic variables. 

  

Second Step:  

 Inventory data by the using of fuzzy numbers of the previous step, entered Excel and the results of the 

survey of this questionnaire and the average expert opinions in Table 1 are presented.  

  
Table 1: The results from the accounting of the first questionnaire responses and the average of experts’ views.  

 
Indicators 

Counting Results 
Average 

Low Average High 

1 
All-round development of human virtues in 

an excellent community 
0 1 11 (9.8 and 9.7, 7.7 and 5.8) 

2 Personal and professional integrity 0 2 10 (9.5 and 9.3 and 7.3 and 5.5) 

3 

Creating a common language between 

different functional units in order to 
implement the policy of Knowledge 

Management in Enterprises 

0 2 10 (9.5 and 9.3 and 7.3 and 5.5) 

4 To share power 0 2 10 (9.5 and 9.3 and 7.3 and 5.5) 

5 Due to all the citizens of a noble society 2 1 9 (8.2 and 7.8, and 6.3 and 4.8) 

6 Positive thinking 1 1 10 (9.3, 9, 7, 5.3) 

7 

Marketers’ attention to social problems, 

such as poverty, unemployment, substance 

abuse, sexual crooked tasks 

0 1 11 (9.8 and 9.7, 7.7 and 5.8) 

8 Dynamic and learner organization 0 0 12 (10, 10, 8 and 6) 

9 

Advances in collaborative learning with 

social development objectives and the 

performance of individual and collective 
self-promotion 

0 1 11 (9.8 and 9.7, 7.7 and 5.8) 

10 
A system of job duties which is conducted 

by the cooperation between the people 
0 2 10 (9.5 and 9.3 and 7.3 and 5.5) 

11 
Prosperity for both customers and the people 

who are employed in the companies 
0 0 12 (10, 10, 8 and 6) 

12 

Leading by creating require incentives in 

employees for personal and professional 

development 

0 0 12 (10, 10, 8 and 6) 

13 
Mutual accountability between staff and 

customers to achieve the best results 
1 0 11 (9.5 and 9.3 and 7.3 and 5.5) 

14 
Relations based on constructive and 

cooperative competition 
0 0 12 (10, 10, 8 and 6) 

 

Step Three:  

 The differences of ideas of the marketing experts with average arranged in the questionnaire and were asked 

from them again to tell their comments. The results of the questionnaire and the average views of the experts are 

revealed in Table (2).  
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Table 2: The results from the accounting of the second questionnaire responses and the average of experts’ views. 

 
Indicators 

Counting Results 
Average 

Low Average High 

1 
All-round development of human 

virtues in an excellent community 
0 0 12 (10, 10, 8 and 6) 

2 Personal and professional integrity 0 1 11 (9.8 and 9.7, 7.7 and 5.8) 

3 

Creating a common language 
between different functional units 

to implement the policy of 

Knowledge Management in 
Enterprises 

0 0 12 (10, 10, 8 and 6) 

4 To share power 0 1 11 (9.8 and 9.7, 7.7 and 5.8) 

5 
Due to all the citizens of a noble 

society 
1 1 10 (9.3, 9, 7, 5.3) 

6 Positive thinking 0 1 11 (9.3 and 9.7, 7.7 and 5.8) 

7 

Marketers’ attention to social 

problems, such as poverty, 

unemployment, substance abuse, 
sexual crooked business 

0 0 12 (10, 10, 8 and 6) 

8 Dynamic and learner organization 0 0 12 (10, 10, 8 and 6) 

9 

Advances in collaborative 

learning with social development 

objectives and the performance of 

individual and collective self-

promotion 

0 0 12 (10, 10, 8 and 6) 

10 
A system of job duties which is 
conducted by the cooperation 

between the people 

0 0 12 (10, 10, 8 and 6) 

11 
Prosperity for both customers and 
the people who are employed in 

the companies 

0 0 12 (10, 10, 8 and 6) 

12 
Leading by creating incentives to 

employees for personal and 

professional development 

0 0 12 (10, 10, 8 and 6) 

13 

Mutual accountability between 

staff and customers to achieve the 
best results 

0 0 12 (10, 10, 8 and 6) 

14 
Relations based on Constructive 

and cooperative competition 
0 0 12 (10, 10, 8 and 6) 

  

Step Four:  

 In this step by calculating the mean of the two stages by using the relationship between fuzzy numbers, 

consensus of expert opinion can be calculated. If the calculated difference is less than 0.2, the Delphi method 

stops (Table 3).  

  
Table 3: Mean experts in the first and second. 

Index 1 2 3 4 5 6 7 8 9 10 11 12 13 14 

The Mean of 

Difference 
0.1 0.14 0.2 0.14 0.35 0.2 0.1 0 0.1 0.2 0 0 0.2 0 

  

Discussion And Conclusion:  
 In an era of globalization, careerism of social-civil responsibility, should be the law of play. Personal 
interests should not be used more than as it is described in the marketing profession. Professional marketers 
should also help to meet the needs and desires of other people; they should not pretend like before that they 
considered the needs and demands of consumers as a means of achieving business objectives, in the present 
world, the needs and demands of group of clients cannot be assumed to be identical and equal with the needs 
and demands of society. The dreamy paradise in this world for a marketer is a society that in the form of a 
network and globally linked and integrally tied together and move along in order to promote welfare, with the 
presence of marketing experts with social responsibility that conducted a fairly, equitable and consistent 
economic and social development. Profession-oriented (careerism) of social responsibility, develops the civic 
democracy and creates certainty about the existence of social responsibility; in other words, with this approach, 
marketing instead of considering spends toward individual interests and narrow concentration on customer and 
the person who spends money at the end and creates revenues for company, and placed the social trust 
frontispiece in the direction of achieving social justice and with a clear and comprehensive vision in order to be 
successful and the mighty society and its position in the world order, the claims which made by value neutrality 
and objectivism which leave the legacy of science philosophy and it is considering on the social responsibility, 
because they are facing with customers from all nations of the world.  
 A marketer who has the social-civic responsibility should be skilled not only in the exploitation of 
information based on technology, but also along with promoting the marketing skills, should pay attention to the 
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planning, strategy structuring, creativity and innovation based on a comprehensive understanding according to 
the global market, market forces and the need to provide superior value and thus will lead to the survival and 
success of future business. Marketers of this era as professionals should take the opportunities and in a strict 
way, indicate that their profession considers the survival of organizations which are serving them and generally, 
the community. Marketing as an excellent culture in the community-oriented mission, which means that 
professionals in the marketing, play a vital role in protecting the rights of consumers as well as the critical value 
system that puts the customer in the first place, but they do not introduce the client as the final buyer, but from 
the internal and external standpoint of customer marketing of everyone who somehow has been associated with 
our business and this means all people around the world who have formed the global village by the 
interpretation of Ward Hanson. The marketers’ relationships get complicated day by day and the mutual 
dependence, strategic alliance and organizational networks require proper insight, an insight beyond what have 
been identified as traditional form as a function of marketing and promotion and distribution under 
management, managing the sales forces and management of pricing strategies and product development. In the 
global economy and in the face of competitive forces in the business or the country will be able to survive and 
grow and prosper superior value to market, if marketers continue to blindly follow the market forces, and remain 
under the capitalism's governing, they will gradually marginalized and unstable to be trusted. Marketing which 
is able to explain their ability to create value for all the people as the global customers and also playing the role 
of social and civic responsibility, they will lead their career toward marketing paradise.  
 Marketing, at first, was as one of several important functions that can be produced with the financial and 
human resources support; marketing’s main task is to create demand for the products. The presented 4P by 
McCarthy that briefly described the trends in those days of product management. The world is going through a 
period of rapid and complex changes. The financial crisis, poverty and unemployment rates have increased in 
most countries; as well as climate change and increasing pollution causes more cost to prevent further damage. 
Movement of the mechanical world toward digital has profound effects on consumers and producers’ behavior. 
Updated technological advances have led to a massive changes in consumers, markets and marketing over the 
past century. The future of marketing will form partly by the achievements of the current and partly by the long-
term factors. New marketing concepts appear to arise as a response to the ever changing business environment. 
In this study because the research’s topic is fresh and new and because of using the small number of experts, 
they were used from the research and application of Delphi fuzzy method in which to achieve credible results 
with the use of this method. Due to the fact that the mean differences of all criteria is less than 0.2, so we have 
reached a good consensus. According to the table of mean differences can be seen that variables due to all 
citizens in a transcending society have taken out more mean differences. Therefore it should be remove from the 
questionnaire. And can be interpreted that this factor has not got much importance in the assessment of the 
present subject matter according to the number of experts and surveys of the samples.  
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