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Introduction
[bookmark: _Toc194623708]	Marketing is sometimes erroneously defined as advertising, but it is first and foremost the strategic process used by a corporation to match its value proposition to the needs of the consumer. Within the sophisticated American aerospace and defense (A&D) industry, in which transnational giants such as Lockheed Martin operate, marketing represents more than simple retailing; it emphasises national security alliances and specialised procurement agencies. This essay provides a summary of the basic concepts of marketing, reviews its evolution across eras, explores approaches needed to determine the market, compares the nature of consumer and government buyers, and describes the major operational components involved in the day-to-day activities of marketing execution in today's A&D environment.

The Context and Concept of Marketing 
	Marketing can be defined as the management process that identifies, anticipates, and fulfils customer requirements profitably. In the A&D industry, this might be extended to define the alignment of corporate innovation and advanced manufacturing processes with the strategic security needs of national defence organisations (Gélain, 2021). Marketing has undergone a rich historical development. The Production Era, seen during World War II, was characterised by the primary corporate concern being with production and efficiency of manufacturing to satisfy the voracious demands of war.	Comment by abc: Bc12	Comment by abc: Bc12	Comment by abc: Bc12

	 This evolved into the Sales and Marketing Eras, when corporations began to actively pursue customers and then re-engineer their product mixes to target specific needs in the marketplace rather than just churning out products. Now the industry is firmly in the Relationship Era. Contemporary marketing, especially in the Business-to-Government (B2G) space, focuses on developing and sustaining long-term, trusted, and technologically dependent relationships. For a defense company like Lockheed Martin, this means opportunities to use Account-Based Marketing (ABM) concepts to ensure continuous engagement with long-term core customers, such as the Department of Defense (DoD). This precision targeting supports constant adaptation to shifting defense strategies, treating government accounts as "markets of one" and responding with tailor-made technological solutions (Merritt Group, 2023).

Determining the Marketplace 
	 For a company, determining the marketplace typically involves demographic, geographic, psychographic, and behavioural segmentation strategies to identify certain consumer segments with distinct wants and needs. A&D companies must take a quite different approach to determining their marketplace. Rather than the market being delineated by individual income, lifestyle, and age, it is defined by budget and congressional funding levels, and the development of global threats.	Comment by abc: Bc12
	The size of the total addressable market for a defense contracting firm grows or shrinks due to geopolitical factors. For instance, international political tensions such as the war in Ukraine instantly shift the market in action and significantly affect the performance of defense shares, which in turn impacts how A&D firms will project the market and direct their technology investments (Adnan, Mahmud, and Al Mamun, 2026). Additionally, worldwide economic forecasts, supply chain resiliency issues, and shifts in defense priorities among allies define defense market opportunities and how a multinational defense firm will structure its products and investment in technology (PwC, 2025). The savvy defense marketer needs to keep a watchful eye on these environmental changes in order to identify where and how their specific offering can play a role globally.

Buyer Behavior: Consumer (B2C) vs. Business/Government (B2G/B2B)
	 Buyer behavior is a key element of marketing, but it is different for Consumer (B2C) and Business-to-Government (B2G) markets. The average B2C consumer is often emotional, impulsive, personal, and has an overall brand image. For example, a consumer purchase of a consumer electronics product is made speedily and with little thought to its use and cost, as well as brand name.
	By contrast, B2G is extremely complex, risky, and slow-moving. In A&D businesses, the "consumer" is not a singular entity; it is a committee of highly specialized purchasing agents, military operators, and harsh regulators. The buying process is completely logical and highly structured, usually carried out through elaborate Requests for Proposals (RFPs), requiring detailed technical specifications, risks, and stringent compliance measures (Merritt Group, 2023). The sales cycle could take years for this process, with extensive patience demanded, along with marketing strategies that prioritise education and trust over impulse purchases. Moreover, contemporary government procurement patterns also heavily consider factors beyond just technology. Environmental, Social, and Governance (ESG) assessments and a contractor's compliance with international trade restrictions are of particular importance to government buyers when awarding billion-dollar government contracts, adding a layer of complexity that is not typically found in the classic B2C buying cycle (A&O Shearman, 2026).

Key Operational Functions of Marketing
 	Marketing can be broken down into two main categories: strategic and operational marketing. In the case of a defense contractor, many of the daily operational activities are extremely technical. Operational marketing involves handling complex display exhibitions (e.g., the AUSA Convention and Exposition, or the Space Symposium), producing highly technical Request for Proposals (RFPs), and creating highly technical specification sheets for highly educated and well-informed military and engineering professionals.	Comment by abc: Bc12
bc15 
	Further, operational marketers within this industry are increasingly marketing their technologically and operationally superior manufacturing. Using data from "Industry 4.0" projects (such as efficiency, integration, and advanced quality metrics for smart manufacturing), marketers produce daily marketing collateral that demonstrates operational sustainability and reliability to government procurement managers, thereby assisting in achieving sales and procurement objectives (Pop, Titu, and Pop, 2023; Tabaković and Durakovic, 2021). This form of data-driven manufacturing realization links the engineering and marketing reality and builds the company's competitive advantage in the high-pressure environment of the market.
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, ensuring the company remains competitive in a highly scrutinized marketplace.

Conclusion
 	Although the core tenets of meeting the needs of the market remain a timeless industry approach to business, the tactics and technical elements of marketing to satisfy the demands of highly regulated US aerospace and defense markets demand unique skill sets. Operational marketing serves as an effective bridge between these advanced, highly rational, B2G purchasing paradigms and geopolitical dynamics, and their tactical execution to drive long-term strategic market success.
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