



1.1 – What is marketing?
‘Marketing is the management process for identifying, anticipating and satisfying customer requirements profitably.’ (The Chartered Institute of Marketing [CIM])’.
Marketing is the process of getting consumers interested in a company’s product or service. This can be done through market research to find out the consumers wants and needs, knowing that consumers will only return if the product or service is of a good standard, relevant or appropriate to the target audience and value for money.
Marketing covers all aspects of a company’s ‘selling’ journey which can be split into 5 distinct marketing strategies; production concept, product concept, sales concept, marketing concept and societal concept.

1.2 – What is the production concept of marketing?
The production concept is the oldest of the concepts in business and was an era where business concerned itself mainly with the production and manufacturing of a product. It suggests that the consumers will prefer products that are widely available and inexpensive. This concept concentrates on achieving high production efficiency, low costs and mass distribution.  
It holds the idea that consumers are willing to tolerate lower quality items at a lesser price, than that of a higher quality product at a higher price. This concept soon became outdated as the marketplace turned into an increasingly crowded and global one.

1.3 – ‘Marketing orientation’
A marketing orientated approached means that businesses react to what customers want. The decisions around the product or service are based around information about the customer’s needs and wants, gathered through market research, rather than what the business thinks is right for the customer.
From the beginning companies focused on the production concept/orientation, maximising economies of scale and minimizing production costs. Brands could make products on a massive scale that were durable but it ignored elements such as add-on features and design. Through the 50’s and 60’s company’s adopted a sales orientation method which focused first on making the product, then selling it to customers. Despite the move in strategy, customers were still excluded from the product development process.
This is where marketing orientation came in in the 70’s. Rather than making products for the sole purpose of generating profit, the shift in strategy meant developing products based on customers’ wants, needs and opinions. This meant companies could produce products that supported their business strategy and deliver solutions for current and future customer needs.

1.4 – Difference between sales and marketing
The difference between sales and marketing is that marketing gets the customers attention and is made up of all of the functions related to pricing, planning, promoting, and distributing the product or services. Selling is closing the deal and turning the product into money.
In marketing the consumer’s requirements are determined first, with production and distribution developed afterwards to fulfil the needs of the consumer. The job of marketing starts with identifying consumer needs and is not finished until there is feedback on consumer satisfaction after the product has been utilised. The main focus is concerned with profit and emphasis is on the desires of the consumer.  
In selling, the focus is on the product/service, with the product produced first and then the selling strategy. The main focus is concerned with the volume of sales, with strong sales methods to meet targets, with the emphasis being on the requirements of the seller/company without any regard to the requirements of the consumer. 
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