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Abstract

Development of society in the marketing era has differences in each period. In the era of Marketing
3.0, the new wave of technology, consumers demand for goods and services which meet their specific need
and also create benefits for humanity and society. As a result, organizations in the era of marketing 3.0 need
to drive with its mission, vision and values focused on approaching to individual consumers and contributing
to society. Being the marketing 3.0 organization helps it gain a competitive advantage due to the fact that
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it is prefered by the consumers. Organizations, consequently, have competitive advantages over other
organizations in attracting people of all generations, retaining those with high potential to stay with the
company, and allowing employees with all ages to achieve their higher performances. In addition, the trend
of human resource management in the next decade demonstrates that executives up to 71% agreed that
the key to sustainable growth is “human capital” to develop and drive the organization. Mostly, organizations
have diverse staffs of up to 3 generations in the workplace. Hence, organizations need policies to manage
a diverse range of ages in organizations for the ultimate benefit. These policies include organization culture,
staff development, establishing a performance system that encourage cooperation and teamwork, and
developing a strategy to build employee engagement and communication channels. As organizations have
a great number of “generation y” workers, executives need to conduct business with ethics and social
responsibility aligning with the marketing 3.0 organization’s practices, as well as adjusting organization to

increase work commitment among this generation of employees.
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