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	Please insert your completed assignment ( in word format)  here:
1.1 Various organisations have different opinion about the word “marketing” however according to Kotler (2003) marketing is the process of a product or a service which move from the seller to the consumer including other tasks such as: advertising, delivering, pricing (marketing exchange process) (4). CIM (charted Institute marketing) clearly describes marketing as follow “Marketing is the management process which identifies, anticipates, and supplies customer requirements efficiently and profitably”. (1) AMA (American Marketing Association) states “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” (2)



 
     
      



Example of marketing exchange process according to Kotler
Both organisations have been put under the microscope  as they focus mainly on the role of marketers or sellers that their main important duty is to carry out the sale to benefit the companies they represent leaving consumers in submissive position.    (1, 2, 3) Unfortunately this kind of approach has had some repercussions on not profit organisations too which have fair causes to carry out and they may be labelled as the above ones although they operate for different purposes (6).

1.2 According to Kotler production concept of marketing is the trend of consumers to buy in large quantities cheap products. As consequence of this, manufacturers focus their attention on units produced and introduce them on the market at low price although products do not fulfil completely costumers’ needs. This tendency mainly influenced businesses after the WWII with high productions of goods and services which also met consumers’ demand in those periods. (5)
Alternatively, with wealthier societies this strategy may not be applicable as consumers may not be interested as before in inexpensive goods or services and they may change their expectations positioning their needs to another level. As consequence of this, producers may find more attractive markets elsewhere which may have scope to accommodate large productions of economical goods and services (5). Furthermore Maslow also showed in his studies individuals once achieved and settled at a level of the pyramid or needs, they may want to move to the above level aiming to new expectations or needs, consequentially the need to buy different products and services (not necessarily cheap ones). (see below pyramids of needs of Maslow) (7)
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(Example of Pyramids of needs elaborated by Maslow ref. 7)

Maslow’s studies have given a great contribution to marketers who have been able to predict trends by analysing wealth of singles markets and identify needs and wants of people and make reliable predictions for new products or services. (7)

Although we experienced the production concept marketing era in 20-30s, nowadays according to the Financial Times report, many shops which sell cheap products (pound shops) are in constant growth. (14) Furthermore a “The Independent” research shows evidently the society has evolved and created 7 different layers of social classes with obvious room for operation for producers able to target those classes willing to buy cheap goods. (15)

1.3. Sales concept marketing is an approach which was first applied in 30s when the only intent was to fulfil producers’ needs by selling services or goods without taking into account buyers’ needs. Late in 50s, according to Palmer (2009), producers required skilled sellers to sell products even though buyers did not need. In this case sales were the main concern even though this could have been to the detriment of buyers. Productions was greater than demand therefore there was the need and implementation of aggressive selling strategies (pushing strategies) by hiring sales people with a more personal touch with the clear intent to establish a personal relationship between them and buyers. On the other hand, consumers’ feedback was not taken into account with clear repercussions on producers’ reputations that did not take into much account buyers concerns. (9, 10, 19)

This behaviour clearly did not fully help to build a concordant relationship between producers and buyers with obvious effects on sales on long terms.(9


  Example of Sales Concept marketing cycle
                                                                                       according to Palmer

                                                                                                                                   

As the above diagram shows whereas producers are only oriented to make sales regardless the satisfaction of consumers however, the latter, on long term, they would play an important role on sustaining producers production. (9)

1.4 McCarthy’s studies clearly identified the need or marketers to carry out some specific researches prior introducing services or goods on the market. In this occasion, McCarthy gave a great contribution by introducing the 4Ps (Product, place, promotion, price) which is a tool for the implementation of researching strategies. (4) Product: it has to be required by the market and meet customers’ expectations. Place: producers have to put available their services or goods for customers in the most favourable ways possible. Promotion: producers and seller have to use all suitable marketing tools or selling strategies to meet targeted consumers’ expectations. Price: has to be suitable for what consumers are ready to pay. Not necessarily price has to be the lowest, but right to meet consumers’ expectations. (11) Although this model showed clearly positive outcomes in B2C (business to customers), it has also been used in B2B (business to business) with equal results but by differentiating strategies as customers in this case are business people.(10)
    McCarthy 4Ps Market Mix                      



1.5 Marketing orientation is the approach of companies to satisfy customers’ needs and wants. Customers are at the heart of process and researches are conducted in way to improve or introduce new products or services on the market. Furthermore, communication within firms’ departments, they are also more frequent to finalise a common strategy to meet customers’ expectations. (12)

Producers are very customer centred as the latter are very well-informed about trends and new products therefore their expectations have raised and producers have to make greater efforts to keep or gain new customers and anticipate their needs. Competitors also play another important role by providing useful information and suggestions about their strategies and products. In this scenario consumers’ feedback becomes very important as it can provide areas to intervene and useful information to have a general picture of market environment. Failure of understanding inputs from market and customers, it could lead producers to lose market share and consequentially businesses shut down. Although many companies have been judged because of this complacent approach towards customers, results in profitability showed undisputable profits with positive effects on companies’ accounts.(13)


                                


2.Although many people think the terms “marketing” and “sales” are similar, they have actually different meanings and applications; whereas sales is oriented on the actual sale of the product or service to customers and satisfying the seller’s purpose, in the other hand marketing is all the other processes from designing, producing , advertising, delivering and pricing. (16, 19)

According to Kotler, both sales and marketing departments are equal important however, whereas sales look at the present with immediate focus on sales/profit, and related bonuses for sales people, marketing has a more long term point of view from the identification of consumers’ needs, designing, production of the good/service, the sale and finally the established long term relationship with customers. Within organisations problems may occur when sales and marketing departments have to find common solutions with clear repercussions on companies’ profits. The causes of these divergences may be various but most likely are budgeting and cultural. (16)

Very frequent in small companies there is one department which looks after sales and marketing and which in most of cases, it performs extraordinarily well as the same manager takes care of both areas giving a personal fair judgement to the taken decisions. As soon companies start growing they identify the need to elaborate new marketing and sales tools and strategies, therefore new departments get created with the related complications they may bring. (13,17)

As Kotler pointed out, many companies have struggled as they thought to do effective marketing. When economy slumps occur, according to Kotler, firms should overcome those phases with planned marketing strategies and anticipate and meet consumers’ needs. Furthermore, during all phases of the economy, sales managers are more focused on making sales, achieve targets and getting bonuses. All this unfortunately does not help to try to understand market orientation, customers’ needs and wants. (16,17)
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(Example of differences between marketing vs sales ref. 18)
3. Many companies have found marketing a useful approach to achieve success and gain market share. Marketing is not only limited to the sale of products or service: it is a set of tools and strategies which are linked each other and aimed to identify customers’ needs, targeted markets, promotion and selling. (4, 19, 20, 21)

Customers must know the existence of products and services available for them, therefore producers have to use marketing tools to reach potential customers and establish with them a long term relationship to sustain the demand of products and services. Positive relationship between the two parts, it allows producers to have a constant idea of market demand and inputs for possible business opportunities. Competitors also are on the market eager to gain market share by offering improved or more suitable products/service to the customers’ demand. Timing, in this occasion, it becomes very important for firms involved in this process. (4, 19, 20, 21)

The need of making good marketing has increased in the last decades due to the large number of competitors on the market. If this competition leads to confront with each other, on the other hand customers have a more profitable position as they can choose from a wider variety of products and offers. (4, 19, 20, 21)

As consequence of this, firms must build effective customer services with their clientele in way to have update feedbacks, suggestions for improvements, inputs for possible new demands/trends and finally to understand the perception of customers how firms are doing. All the above points are positive indications for a successful marketing. (4, 19, 20, 21)

Although marketing can bring many benefits, it could involve many costs that firms may not be able to afford. Marketing may engage many external and internal people. Various tasks are also involved in the marketing process with the creation of specific departments which carry out researches, tasks and studies regarding the marketing plan. (4, 19, 20, 21)

Effective marketing plans are very important when economic changes occur or companies’ policies get different directions. According to Kotler, (13) various firms have assumed they had skilled marketing managers, but unfortunately, as it has been demonstrated, when global economic conditions have changed, they have lost market share which evidently showed those marketing managers were not prepared enough to predict the economy slumps. In these occasions, Kotler pointed out it is fundamental to have well knowledgeable marketing managers to predict and overcome economic changes, and what is the most important, to meet customers’ needs, wants and  establish a cohesion between them and firms. (4, 19, 20, 21)
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