Introduction to Marketing
1. Give short answer to the following questions: (15)
i. What is marketing? 
Marketing is used to describe the activities which take place at the crossing point between an organisation and its customers. Its origins lie in the model of a marketplace, where the purchaser and seller assemble to cut deals, which are of benefit to both parties.
ii. What is the production concept of marketing?
The production concept is; the widespread mind-set among manufacturers was that the only thing that mattered was to get production right; this is known as the concept of production. This concept normally succeeds in market conditions where the demand greatly surpasses the supply. However, with increasing prosperity individuals are no longer willing to tolerate ordinary products. Along with growing markets producers are able to collect the advantages mass production offers regardless of having to supply more individualized goods. The added cost of providing the specialized goods that fit the needs of individuals, more precisely is not increased by that much, so as to make a significant impact on the final price.
 iii. Explain the sales concept of marketing. 
The idea emerged that a ‘natural salesman’ could sell everything to everyone and if enough good sales peoples were available, then, the extra costs could be eliminated. This is known as the sales concept and it depends on the notion that the consumer can be tricked, and that he will allow the manufacturer to do it repeatedly.
 It is also believed that any problems with the products can be talked around by an over-clever sales person. Selling on a personal level along with advertising, were considered to be the most valuable and frequently the only marketing strategies during the early 1950s.  The sales concept is based on the theory that typically consumers will not purchase enough products to fulfil a company’s needs, so they have to be encouraged to increase the purchase.  Hence, the sales concept puts seller’s needs first and disregards buyer’s needs. Other words businesses were producing goods during this period (known at times as the sales era) with a fixed set of qualities, and then convincing the customers to fit the qualities. This was not easy to do. The act of selling something and selling orientation are different phenomenon. Contemporary salespeople focus more on establishing extended relationships with consumers, so they return for further purchases.
iv. What are the “four Ps” of marketing mix according to McCarthy? 
The four P’s are-
 Product-This should fulfil the requirements of what the target consumer require it for, it should be functional and it should meet the consumer expectations. 
Place-The product must be made obtainable from where the manufacturer’s intended consumers find it easiest to acquire. This can be through mail order catalogue, coupon in a magazine, home delivery, or it might be a high end shop. 
 Promotion-The manufacturer’s point must be delivered to the customers and consumers using all possible communication tools, such as sales promotion, personalized selling, public relations and advertising. It should be done in a way that would correspond to how the target group would like to hear it; it may come as an emotional appeal or it can be delivered as an informative piece.  
Price- The product must always be presented as great value for the money. This is not to say that it should be the least expensive offering. One of the main cornerstones of marketing concepts is that consumers will willingly pay more if a product fulfils their needs
v. Explain the term ‘marketing orientation.’
Market orientation is a business philosophy where the focus is on identifying customer needs or wants and meeting them. ... Many marketing gurus define market orientation as a coordinated marketing campaign between a supplier and its buyers.
2. Describe the difference between sales and marketing. (7)
The terms marketing and selling are used synonymously by a large number of people. However, in Marketing Management, the words hold dissimilar meanings. Selling is merely an action that changes a product into ready money. Marketing, on the other hand is made up of all the functions related to pricing, planning, promoting, and distributing the service or goods. Marketing is buyer oriented while selling concentrates on the seller’s needs. Selling is a substitute for the barter system in contemporary times. The duty of sales people begins with the completion of production.  It becomes obligatory for the sales division to sell what the production division has manufactured. Hard-hitting sales methods are warranted to meet goals without any regard to the requirements of the customer. However, marketing is a larger and all-encompassing pursuit to an organization. The job which begins with detecting consumer requirements is not complete until there is feedback on customer contentment after product utilization. The long chain of events consisting of production, packing, promoting, distributing, and finally, selling according to customers’ requirements constitutes the force backing all the activities. While profits are not discounted, they are fostered over a long term basis
3. ‘Marketing is considered to be the most important activity of the present day business’. Discuss this.


Marketing is perhaps the most important activity in a business because it has a direct effect on profitability and sales. Larger businesses will dedicate specific staff and departments for the purpose of marketing.
[bookmark: _GoBack]It is important to realise that marketing cannot be carried out in isolation from the rest of the business. For example: The marketing section of a business needs to work closely with operations, research and development, finance and human resources to check their plans are possible. Operations will need to use sales forecasts produced by the marketing department to plan their production schedules. Sales forecasts will also be an important part of the budgets produced by the finance department, as well as the deployment of labour for the human resources department.


