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Vedantu	is	a	well-known	platform	to	avail	education	for	students	of	all	grades.	Not	only	schooling	subjects	are	available	but	this	educational	portal	has	been	perfectly	designed	for	making	you	prepared	for	your	competitive	examination.	Studying	marketing	management	philosophies	from	Vedantu	will	not	only	bring	marks	to	your	scoresheet	but	will
also	prepare	you	for	workplace	activities	in	advance.	Marketing	is	a	standard	process	of	selling	and	buying	used	to	gain	profit	either	in	monetary	terms	or	in	Fringe	benefits.	It	is	a	part	of	the	entire	management	phenomenon.	Management	is	the	easiest	structured	way	followed	by	an	organization	from	the	initial	step	to	the	implementation	process.	The
step-by-step	procedure	to	achieve	the	ultimate	objective	of	an	organization	in	an	organized	manner	is	nothing	but	the	management.From	these	two	definitions,	we	can	derive	the	concept	of	marketing	management.	Beautiful	kisses	only	on	the	selling	and	buying	goods	or	bonds	or	any	other	items	in	your	Market	to	gain	something	in	return.	The
marketing	concept	is	a	management	philosophy	that	affects	various	factors.	These	factors	are	nothing	but	influencing	aspects	of	marketing	management.	Some	of	those	factors	are	as	given	below,Population	Growth:	Population	growth	is	defined	as	the	rise	in	the	count	of	people	in	a	population.	The	population	is	classified	into	two	ways,	one	is	the
overall	count	of	the	population	throughout	the	year	and	one	is	counted	within	a	single	nation.	If	we	talk	about	the	world	population	then	it	is	estimated	as	83	million	annually	in	other	words	1.1%	per	year.	Expanding	Household	needs:			Expansion	of	household	needs	could	be	associated	with	anything	from	the	requirement	of	having	a	new	car	to	the
hope	of	shifting	to	a	new	house.	This	expansion	also	accounts	for	an	increase	in	requirements	when	you	welcome	a	newborn	to	your	home.	You	may	realize	that	your	current	room	space	is	not	sufficient.	This	is	how	the	expansion	of	household	needs	keeps	going	on.	Removal	of	Income:	There	is	a	non-operating	income	that	is	the	portion	of	a	company’s
income	as	it	is	earned	from	those	activities	that	are	not	related	to	its	mainstream	business	operations.	It	may	include	profits,	losses,	and	dividends	by	the	foreign	exchange	as	well	as	asset	write-downs.		Excess	Income:			Depending	on	the	changing	spending	habits,	the	income	effect	might	have	both	negative	and	positive	consequences	especially	on	a
small	business	according	to	different	factors.	Technological	Development:	Each	business	focuses	on	technological	development	under	the	marketing	management	as	it	is	essential	to	impress	target	customers.	Stay	assured	of	understanding	all	topics	in	simple	language	as	Vedantu	has	designed	a	superb	format	for	its	lovely	students	sitting	across	the
world.	Mass	Communication	Media:	These	days,	mass	communication	media	has	become	an	integral	part	to	spread	word	of	mouth.	Here,	each	company	is	competing	to	grab	the	market	behavior	and	work	on	all	the	parameters	that	contribute	to	wooing	more	and	more	customers.	Credit	Purchases:	It	means	to	say	that	you	are	purchasing	on	credit	to
receive	services	or	goods	right	away	by	paying	for	a	later	scheme.	Students,	you	need	to	remember	that	this	is	really	a	crucial	term	in	marketing	management,	so	do	not	worry	Vedantu	tutors	will	explain	it	step	by	step	for	you.	Altering	Social	Behaviour:	Marketing	management	is	based	on	the	behavior	of	the	customers	so	organizations	also	have	to
keep	an	eagle	watch	on	their	altering	social	behavior.	Describe	Market	Management	PhilosophiesMarketing	management	has	four	philosophies	to	achieve	the	objectives	of	an	organization	easily.	The	evolution	of	marketing	management	philosophies	was	started	in	the	mid	of	the	18th	and	19th	centuries.	It	took	place	during	the	industrial	revolution	for
the	first	time.	Then	after	it	grew	on	increasing	day	by	day	and	derived	several	philosophies.	Among	them,	the	major	4	marketing	management	philosophies	can	be	explained	as	below:This	concept	explains	the	importance	of	production	in	marketing	management.	It	is	first	among	the	four	marketing	management	philosophies.		Some	organizations	may
believe	that	if	the	product	has	come	into	the	market	at	a	low	cost,	without	considering	the	customer's	requirement,	it	can	be	attracted	by	the	customers.	It	means	the	product	itself	can	create	its	demand	as	the	supply	is	more.Another	important	concept	of	marketing	management	taken	from	the	four	marketing	management	philosophies	is	the	product
concept.	These	people	believe	that	rather	than	the	production,	supply,	price,	the	growth	of	an	organization	depends	on	the	quality	of	the	product.	A	qualitative	product	can	easily	change	the	customer's	purchasing	decision,	even	if	it	is	expensive	and	doesn't	available	in	large	quantities.The	vital	concept	of	the	four	marketing	management	philosophies.
Because	every	organization's	final	goal	is	to	increase	its	sales.	So	the	selling	concept	plays	a	vital	role.	It	doesn't	consider	the	quality	or	quantity	and	other	criteria.	It	only	focuses	on	the	selling	of	available	goods	as	much	as	we	can.	It	considers	every	customer	as	valuable	and	tries	to	make	them	favorable.In	this	21st	century,	the	market	plays	a
significant	role.	Because	it	is	the	place	where	the	organizational	outputs	may	meet	the	customer	requirements.	It	is	a	platform	where	all	the	organizations	should	exhibit	their	creative,	innovative,	and	qualitative	products	to	attract	more	customers	and	to	gain	the	highest	market	share.In	the	Marketing	Management	Philosophies	class	12,	another
philosophy	is	also	added	to	make	five	marketing	management	philosophies	in	total.	So	the	next	philosophy	is,	Societal	marketing	concept:-	we	can	consider	this	concept	as	an	extension	of	the	marketing	concept.	Along	with	all	specifications	of	marketing	philosophy,	it	also	considers	the	well-being	of	society	and	the	growth	of	the	country	depends	on
the	growth	of	society.	Society	means	public.These	are	the	major	5	marketing	management	philosophies.	Each	concept	has	its	advantages.	All	the	concept's	final	objective	is	to	increase	the	growth	of	an	organization.	So,	we	can't	differentiate	marketing	management	philosophies.	ConclusionThus	marketing	management	is	a	disciplined,	structured	way
of	selling	and	buying	goods	which	leads	to	developing	the	organization.	To	achieve	these	outputs,	we	have	observed	several	philosophies,	strategies,	etc.	Vedantu	brings	the	entire	syllabus	under	one	roof	where	students	do	not	need	to	collect	the	material	from	different	sources.	They	have	sorted	topics	that	have	been	well	explained	from	the
examination	point	of	view.	Vedantu	serves	the	students	from	all	corners	of	the	world,	the	best	part	is	that	they	do	not	have	to	step	out	of	their	homes	and	can	grab	all	the	learning	from	the	comfort	of	their	home.	Download	the	study	material	from	Vedantu	and	observe	the	difference	within	your	knowledge	of	the	subject.		Since	the	era	of	modern-day
arrival,	companies	have	been	forced	to	apply	different	management	and	marketing	practices	to	beat	the	competition	and	earn	profits.	Do	you	think	sticking	to	one	marketing	concept/philosophy	gives	better	results?	Due	to	competition	choosing	the	right	marketing	concepts	or	philosophies	has	been	a	challenging	task	for	marketers	today.	Here,	I	will
explain	in	detail	different	marketing	philosophies	also	called	marketing	concepts	and	marketing	management	philosophies.	The	explanation	will	be	in	the	order	of	how	they	evolved	from	the	beginning	to	the	modern	days	(today).	A	marketing	philosophy	is	an	idea	of	assisting	companies	to	market	their	products,	satisfy	customers’	needs	&	wants,	and
achieve	the	business	marketing	goals.	It	guides	companies	on	how	to	build	marketing	strategies	and	implement	them	in	the	field.	There	are	different	marketing	philosophies	or	concepts	that	have	evolved.	The	evolution	of	marketing	concepts	is	seen	along	with	the	civilization	of	our	human	beings.	The	marketing	concepts	that	evolved	at	the	beginning
of	human	civilization	are	called	traditional	marketing	concepts	and	those	that	evolved	with	modernization	are	called	modern	marketing	concepts.	The	main	marketing	philosophies	that	evolved	till	now	are:	Production	Concept	Product	Concept	Selling	Concept	Marketing	Concept	Societal	Marketing	Concept	Holistic	Marketing	Out	of	these	six
concepts,	the	production	concept	evolved	first,	and	later	the	other	5	marketing	concepts.	The	weaknesses	or	say	failures	of	the	previous	marketing	philosophies	have	led	to	the	development	of	the	next	ones.	These	are	also	called	the	types	of	marketing	philosophy.	Now	let’s	understand	these	marketing	management	philosophies	in	detail.	The
production	concept	of	marketing	assumes	that	consumers	are	price	sensitive	and	they	buy	products	that	are	widely	available	at	lower	costs.	The	basic	idea	of	the	product	concept	is	to	ensure	mass	production,	reduce	per-unit	cost,	and	make	products	easily	available	everywhere	which	ultimately	leads	to	more	sales.	The	philosophy	of	production
concept	perfectly	matches	Say’s	Law	of	Market	“Supply	Creates	Its	Own	Demand	Itself”.	What	this	concept	argues	is	that	if	possible	make	products	available	as	you	can	to	wider	locations	which	ultimately	increases	sales.	The	production	concept	is	the	first	marketing	concept	or	philosophy	which	came	into	existence	in	the	early	1930s.	It	tries	to	bring
efficiency	to	production,	achieve	economies	of	scale,	promote	mass	distribution,	and	think	price	is	a	key	marketing	variable.	This	concept	is	fit	when	the	demand	is	higher	than	supply,	labor	cost	is	low,	and	resources	are	easily	available.	But	it	won’t	work	well	when	the	supply	is	higher	than	demand,	competition	is	high,	and	people	search	for	quality
products.	Pros	of	Production	Concept:	It	ensures	the	availability	of	products.	Fit	for	price-sensitive	customers.	Helps	to	achieve	economies	of	scale.	May	generate	employment	for	local	people.	Increases	the	sales	and	profit	of	the	business.	Cons	of	Production	Concept:	Fails	in	a	competitive	environment.	Low-quality	products.	Ignores	customers’	needs,
wants,	and	preferences.	Not	so	applicable	today.	Example.	One	of	the	best	examples	of	the	production	concept	of	marketing	is	Ford	Company’s	Car	Model	T.	With	mass	production	company	was	able	to	sell	the	car	for	between	$260	to	$850	in	1908.	Related:	The	5	Core	Concepts	of	Marketing	The	product	concept	assumes	that	people	purchase	the
qualitative	product.	What	the	product	concept	tells	us	is	that	people	even	ignore	the	price	when	they	see	quality	products.	The	main	idea	of	the	product	concept	is	that	companies	must	manufacture	quality	products	that	have	innovative	features	and	give	the	best	performance.	It	strongly	argues	two	things	first,	the	product	should	be	qualitative,	and
continuous	improvement	is	necessary.	The	product	concept	is	essential	to	gain	a	competitive	position	and	advantage.	Almost	the	same	time	1930s,	it	evolved	when	the	production	concept’s	low-priced	products	did	not	get	enough	attention	from	customers	and	reach	the	desired	sales	levels.	The	idea	of	producing	quality	products	evolved.	Related:
Difference	Between	Product	and	Production	Concepts	Even	though	the	product	concept	is	an	improved	version	of	the	production	concept	it	still	has	not	considered	the	needs	and	wants	of	customers.	Following	are	some	pros	and	cons	of	this	product	marketing	philosophy:	Pros	of	Product	Concept:	It	ensures	quality	products.	Best	for	quality-sensitive
people.	Helps	to	gain	prestige,	position,	and	status.	High-income	people	prefer	quality	products.	Helps	to	gain	a	competitive	position.	Develops	curiosity	in	people.	Cons	of	Product	Concept:	It	neglects	customers’	needs,	wants,	and	preferences.	Seller’s	choice	products.	Low-income	and	price-conscious	people	do	not	prefer	it.	Example.	One	of	the	best
examples	of	the	product	concept	is	Apple	i.e.	iPhone.	People	buy	it	even	if	it	is	costly	because	of	its	quality	and	prestige	benefits.	The	selling	concept	believes	that	people	generally	do	not	buy	the	products	they	need	to	be	influenced	to	buy	the	products.	It	assumes	aggressive	selling	and	heavy	promotions	are	the	keys	to	influencing	people	and	making
their	purchases.	This	marketing	philosophy	came	due	to	the	failure	of	the	above	philosophies	(product	and	production)	in	the	sense	that	both	concepts	had	made	the	availability	of	products	and	quality.	Only	making	quality	products	and	availability	of	products	did	get	the	expected	results.	Then	the	concept	was	raised	that	marketers	should	visit	the
customers,	present	the	benefits	of	their	products,	and	influence	them	to	buy.	It	came	into	existence	between	the	1930s	and	1950s	except	for	the	time	of	WWII.	It	did	well	with	two	marketing	concepts	but	it	has	still	ignored	the	customer’s	needs	and	wants.	The	products	were	produced	by	sellers’	choice,	with	no	consideration	for	people’s	choice.	And	a
funny	thing	about	what	the	selling	concept	believes	is	that,	even	if	people	have	no	intention	to	buy	if	you	persuade	them,	they	will	buy,	and	if	they	get	disappointed,	later	they	will	forget,	even	if	they	do	not	tell	anyone	of	their	bad	experience.	What	do	you	think	about	it?	Pros	of	Selling	Concept:	May	increase	sales	volume	and	profits.	Right	for	products
like	insurance,	expensive	cars,	expensive	clothes,	etc.	Increases	the	market	coverage	of	the	business.	Free	up	the	stock.	Cons	of	Selling	Concept:	The	selling	concept	has	ignored	the	customer’s	consideration.	It	only	focuses	on	short-term	goal	achievement.	It	does	not	value	repeat	business.	The	wrong	assumption	people	will	forget	in	the	long	run.
Example.	The	selling	of	an	insurance	policy	is	the	right	example	of	this	selling	concept.	The	seller	or	insurance	agent	is	continually	involved	in	persuading	people	to	buy	the	insurance	policies.	And,	even	if	people	do	not	have	the	intention	to	do	so	they	are	influenced	and	purchase.	Read	More:	What	is	Core	Product?	The	marketing	concept	believes
companies’	success	relies	on	customer	satisfaction.	It	explains	companies	should	first	consult	consumers	about	their	needs	and	preferences	and	based	on	their	choices	should	produce	products.	The	marketing	concept	is	a	customer-centric	marketing	philosophy.	It	gives	priority	to	customers’	needs	and	wants	and	aims	to	serve	what	they	want	and
generates	better	customer	value	and	satisfaction.	This	concept	is	fit	in	the	competitive	markets	to	confront	the	competition	and	achieve	a	better	market	position.	With	the	failure	of	the	above	three	(production,	product,	and	selling)	marketing	philosophies	to	meet	customers’	satisfaction	and	stand	in	competitive	markets	the	marketing	concept	evolved.
Its	existence	is	seen	since	the	late	1950s.	The	above	three	marketing	concepts	were	based	on	selling	products	that	the	company,	seller,	or	marketer	wants	but	the	marketing	concept	produces	products	that	customers	want.	Thus,	it	is	very	relevant	in	confronting	competition	successfully	and	achieving	long-term	success.	Pros	of	Marketing	Concept:
The	marketing	concept	helps	to	achieve	customer	satisfaction.	Increases	repetitive	buying.	Ensures	long-term	success.	Increases	market	share.	Helps	to	build	a	good	public	image.	Cons	of	Marketing	Concept:	Visiting	customers,	identifying	their	needs	and	wants,	and	producing	their	desired	products	may	result	in	a	costly	process.	Skilled	and	quality
marketers	are	required.	It	is	time-consuming	also.	Example.	Take	the	example	of	the	Lamborghini	car	company	which	first	takes	orders	from	customers	and	delivers	them	products	as	per	their	choices.	The	societal	marketing	concept	holds	that	companies	should	think	about	the	long-term	interests	of	customers	and	society	as	a	whole	while	delivering
and	satisfying	customers’	needs	and	wants.	It	is	a	socially	responsible	marketing	philosophy.	What	societal	marketing	tells	us	is	that	while	making	products	and	marketing	decisions	a	company	must	consider	the	customer’s	interests,	their	satisfaction,	and	the	welfare	of	society	and	the	surrounding	environment.	It	states	companies	operate	in	society,
they	get	resources	from	the	environment,	and	they	should	repay	them.	The	societal	marketing	concept	is	marketing	concept	+	society,	it	is	the	addition	of	society’s	welfare	to	the	marketing	concept.	According	to	it,	a	company	must	balance	the	company’s	profit	goal,	customers’	interest,	and	well	well-being	of	society.	It	is	one	of	the	new	through	in
marketing	management	philosophies.	During	the	1972s	it	came	into	existence	due	to	the	ignorance	of	the	marketing	concept	of	society’s	well-being	in	the	process	of	satisfying	customers	and	the	movement	of	consumerism	and	environmentalism.	Also	Read:	Social	Responsibility	in	Business	Pros	of	Societal	Marketing	Concept:	Helps	to	achieve
customer	satisfaction.	Societal	marketing	helps	in	achieving	society’s	welfare.	Supports	in	gaining	a	competitive	position.	Ensures	good	public	image.	Increases	customer	retention.	Cons	of	Societal	Marketing	Concept:	It	might	be	costly.	It	might	be	difficult	to	convince	employees	and	society	about	environmental	marketing	strategies.	The
implementation	may	take	a	long	time.	Example.	Take	an	example	of	The	Body	Shop	a	cosmetic	company	that	has	been	producing	products	only	by	using	ingredients	from	natural	resources	that	have	no	harmful	effect	on	human	and	society’s	well-being.	Holistic	marketing	is	the	latest	addition	to	marketing	management	philosophies.	It	is	the
combination	of	marketing	and	societal	marketing	concepts.	The	holistic	marketing	concept	holds	the	belief	that	an	organization	is	a	system	of	different	interconnected	units	and	for	effective	marketing	results,	all	units	should	have	a	shared	purpose	to	achieve	as	effectively	as	possible.	It	compares	an	organization	with	a	human	body.	What	holistic
marketing	tells	us	is	that	for	the	human	body	to	perform	well	every	body	part	should	work	properly,	and	for	the	organization	to	succeed	every	component	(i.e.	all	employees,	departments,	business	units,	marketing	strategies)	should	work	properly	yet	collectively.	Read	Next:	What	is	STP	Marketing?	Holistic	marketing	emphasizes	proper	integration
and	coordination	of	all	marketing	efforts	to	achieve	common	marketing	goals.	Its	idea	upholds	this	interconnectedness	and	holds	that	the	greatest	outcomes	require	a	wide-ranging,	comprehensive	viewpoint.	Pros	of	Holistic	Marketing:	Holistic	marketing	is	effective	in	this	present	time.	Brings	coordination.	Helps	in	achieving	a	competitive	advantage.
Better	customer	satisfaction.	Goods	brand	value	and	public	image.	Helps	to	achieve	long-term	success.	Cons	of	Holistic	Marketing	Concept:	As	holistic	marketing	is	a	comprehensive	marketing	strategy	it	is	difficult	to	implement	properly.	It	might	also	cost	more.	Managing	people	and	bringing	coordination	among	diverse	people	is	a	challenging	task.
Example.	Take	an	example	of	Coca-Cola‘s	product	Real	Magic	which	is	a	very	human-supporting	and	environmentally	product.	The	whole	Coca-Cola	company	is	properly	adopting	the	holistic	marketing	concept.	Now	you	may	have	understood	the	theme	of	these	six	basic	marketing	concepts.	Each	concept	has	its	means,	focus,	and	ends.	They	all	have
an	impact	on	companies’	marketing	activities	and	performance.	You	should	choose	the	marketing	philosophy	that	best	fits	your	marketing	goals	and	the	capacity	of	your	business	to	successfully	implement	it	and	achieve	the	desired	goals.	Great	start	ahead!	Read	Next:	14	Principles	of	Management	Sajan	Kushmi	is	a	content	writer	with	more	than	4
years	of	experience.	He	holds	BIM	Degree.	He	write	on	the	topics	related	to	Management,	Marketing,	and	Entrepreneurship.	Marketing	philosophies	are	a	set	of	guiding	principles	that	shape	an	organization’s	approach	to	promoting	and	selling	its	products	or	services.	These	philosophies	help	companies	understand	their	customers’	needs	and	wants,
leading	to	better	business	decisions	and	customer	satisfaction.	The	five	marketing	philosophies	are:	The	Production	Concept:	The	Product	Concept:	The	Selling	Concept:	The	Marketing	Concept:	The	Societal	Marketing	Concept:	Each	of	these	marketing	philosophies	offers	a	unique	perspective	on	how	businesses	can	best	serve	their	customers	and
achieve	their	marketing	goals.	By	understanding	and	applying	these	philosophies,	companies	can	create	strong,	customer-focused	marketing	strategies	that	drive	growth	and	success.	In	this	article,	we’ll	explore	the	five	marketing	philosophies	in	depth,	along	with	real-life	examples,	to	help	you	understand	how	they	work	in	the	business	world.	Let’s
run	through	each	concept!	Marketing	philosophies	serve	as	the	foundation	for	an	organization’s	marketing	strategy.	They	guide	businesses	in	understanding	their	customers’	needs	and	wants	and	in	delivering	products	or	services	that	meet	those	needs.	When	choosing	a	marketing	philosophy,	companies	must	consider	various	factors,	including
customer	demand,	competition,	and	the	overall	business	environment.	In	the	following	section,	we’ll	break	down	the	five	major	marketing	philosophies	for	you	so	that	you	have	a	clear	understanding	of	how	they	all	work.	The	production	concept	is	one	of	the	oldest	philosophies	in	marketing.	It	focuses	on	creating	products	efficiently	and	making	them
widely	available	and	affordable	to	customers.	Companies	that	follow	this	concept	prioritize	production	and	distribution	efficiency	over	other	factors.	Key	Aspects	of	the	Production	Concept:	Low	Production	Costs:	The	primary	goal	is	to	produce	high-quality	goods	at	a	low	cost.	This	is	achieved	by	using	efficient	production	methods,	standardized
processes,	and	economies	of	scale.	Wide	Distribution:	The	focus	is	on	making	products	available	in	as	many	locations	as	possible.	This	requires	building	a	strong	distribution	network	and	ensuring	that	products	are	easily	accessible	to	customers.	High	Volume	Sales:	Companies	using	the	production	concept	aim	to	sell	large	quantities	of	products.	They
often	rely	on	mass	marketing	and	price	competition	to	attract	customers.	Basic	Product	Features:	The	emphasis	is	on	creating	products	that	are	functional	and	affordable.	Advanced	features	and	customization	are	not	a	priority.	Example	of	the	Production	Concept	in	Action:	An	example	of	a	company	that	has	historically	followed	the	production
concept	is	Ford	Motor	Company.	Ford	revolutionized	the	automobile	industry	with	its	production	of	the	Model	T,	which	was	designed	to	be	affordable	and	efficient	to	manufacture.	Ford’s	production	line	techniques	allowed	them	to	produce	cars	at	a	rapid	pace,	making	them	widely	accessible	to	the	public.	Now,	let’s	explore	The	Product	Concept.	The
product	concept	focuses	on	creating	high-quality	products	that	meet	or	exceed	customer	needs	and	wants.	It	assumes	that	customers	will	prioritize	quality,	performance,	and	innovative	features	over	other	factors,	such	as	price	or	convenience.	Key	Aspects	of	the	Product	Concept:	Product	Quality:	The	main	focus	is	on	designing	and	producing
products	with	superior	quality	and	performance.	Companies	using	this	concept	invest	heavily	in	research	and	development	to	improve	their	products	continuously.	Innovation:	The	product	concept	encourages	companies	to	be	innovative	and	to	regularly	introduce	new	and	improved	products	to	the	market.	Customer	Needs:	Companies	using	the
product	concept	conduct	extensive	market	research	to	understand	customer	needs	and	preferences.	They	use	this	information	to	develop	products	that	cater	to	specific	customer	demands.	Brand	Loyalty:	The	goal	is	to	build	strong	brand	loyalty	by	offering	products	that	consistently	meet	or	exceed	customer	expectations.	Example	of	the	Product
Concept	in	Action:	Apple	Inc.	is	a	prime	example	of	a	company	that	has	successfully	adopted	the	product	concept.	Apple’s	products,	such	as	the	iPhone,	MacBook,	and	iPad,	are	known	for	their	innovative	design,	superior	performance,	and	user-friendly	features.	Apple	invests	heavily	in	research	and	development	($29.92	Billion	in	2023)	to	continually
improve	its	products,	and	its	loyal	customer	base	is	a	testament	to	the	success	of	this	approach.	Now	it’s	time	to	sell,	sell,	sell.	Let’s	look	into	The	Selling	Concept	The	selling	concept	revolves	around	the	idea	that	aggressive	sales	and	promotion	techniques	are	necessary	to	convince	customers	to	buy	a	product	or	service.	This	philosophy	assumes	that
customers	may	not	buy	a	product	or	service	unless	they	are	persuaded	to	do	so	through	marketing	efforts.	Key	Aspects	of	the	Selling	Concept:	Aggressive	Marketing:	Companies	using	the	selling	concept	rely	on	aggressive	marketing	and	sales	techniques	to	create	customer	demand.	High	Sales	Efforts:	The	focus	is	on	maximizing	sales	volume	through
extensive	sales	efforts,	often	involving	direct	selling	and	persuasive	advertising.	Short-Term	Orientation:	This	philosophy	tends	to	have	a	short-term	orientation,	with	a	primary	goal	of	generating	immediate	sales	rather	than	building	long-term	customer	relationships.	Customer	Relationship:	The	selling	concept	places	less	emphasis	on	understanding
and	fulfilling	customer	needs	and	more	on	convincing	customers	to	make	a	purchase.	Example	of	the	Selling	Concept	in	Action:	Timeshare	companies	often	adopt	the	selling	concept.	They	use	high-pressure	sales	tactics,	such	as	offering	free	gifts	or	limited-time	offers,	to	persuade	potential	customers	to	purchase	a	timeshare	property.	These
companies	invest	heavily	in	sales	training	and	employ	salespeople	who	are	skilled	at	closing	deals.	Our	second	last	concept	is	The	Marketing	Concept,	let	check	it	ou.	The	marketing	concept	focuses	on	identifying	and	satisfying	customer	needs	and	wants	more	effectively	than	competitors.	It	places	the	customer	at	the	center	of	all	marketing	activities
and	emphasizes	building	long-term,	mutually	beneficial	relationships	with	customers.	Key	Aspects	of	the	Marketing	Concept:	Customer	Orientation:	The	marketing	concept	places	a	strong	emphasis	on	understanding	and	fulfilling	customer	needs	and	wants.	This	requires	extensive	market	research	and	customer	feedback.	Value	Creation:	Companies
using	the	marketing	concept	strive	to	create	superior	value	for	customers	by	offering	products	that	meet	their	needs	and	provide	benefits	that	exceed	the	cost.	Long-Term	Focus:	The	goal	is	to	build	long-term	customer	relationships	by	delivering	consistent	value	and	satisfaction.	This	approach	values	customer	retention	and	loyalty.	Integrated
Marketing:	The	marketing	concept	encourages	companies	to	coordinate	all	marketing	activities	to	ensure	a	consistent	and	customer-focused	approach.	Example	of	the	Marketing	Concept	in	Action:	Amazon	is	a	prime	example	of	a	company	that	has	successfully	adopted	the	marketing	concept.	Amazon’s	success	is	largely	attributed	to	its	customer-
centric	approach.	The	company	uses	extensive	data	analysis	to	understand	customer	preferences	and	behavior.	It	offers	a	wide	range	of	products,	personalized	recommendations,	and	a	convenient	shopping	experience,	all	aimed	at	satisfying	and	retaining	customers.	Last	but	definitely	not	least,	let’s	dive	into	Societal	Marketing.	The	societal
marketing	concept	is	an	extension	of	the	marketing	concept	that	focuses	on	the	well-being	of	society	as	a	whole.	In	addition	to	meeting	customer	needs	and	wants,	companies	that	follow	this	philosophy	also	consider	the	long-term	impact	of	their	actions	on	the	environment,	communities,	and	other	stakeholders.	Key	Aspects	of	the	Societal	Marketing
Concept:	Social	Responsibility:	Companies	adopting	the	societal	marketing	concept	recognize	their	role	in	addressing	societal	issues	and	act	responsibly	to	contribute	to	the	greater	good.	Ethical	Business	Practices:	The	focus	is	on	conducting	business	in	an	ethical	and	socially	responsible	manner,	even	if	it	means	sacrificing	short-term	profits.
Environmental	Sustainability:	The	societal	marketing	concept	emphasizes	environmental	sustainability	and	reducing	the	negative	impact	of	business	activities	on	the	planet.	Stakeholder	Consideration:	In	addition	to	customers,	this	philosophy	considers	the	well-being	of	all	stakeholders,	including	employees,	suppliers,	and	local	communities.	Example
of	the	Societal	Marketing	Concept	in	Action:	Patagonia	is	a	company	that	has	embraced	the	societal	marketing	concept.	The	outdoor	clothing	and	gear	manufacturer	is	known	for	its	commitment	to	environmental	sustainability	and	ethical	business	practices.	Patagonia	donates	a	portion	of	its	profits	to	environmental	causes,	uses	recycled	and
environmentally	friendly	materials,	and	actively	engages	in	advocacy	efforts	for	environmental	conservation.	By	doing	so,	the	company	has	built	a	strong	brand	image	and	a	loyal	customer	base	that	shares	its	values.	I	know	what	you’re	thinking:	which	philosophy	or	concept	is	the	best,	or	can	they	be	used	together?	Let’s	see.	Each	of	the	five
marketing	philosophies	discussed	above	has	its	own	merits	and	is	suitable	for	specific	business	situations.	The	best	marketing	philosophy	for	a	particular	company	depends	on	various	factors,	including	the	nature	of	the	product	or	service,	the	target	market,	and	the	competitive	landscape.	Let’s	consider	a	few	examples:	The	production	concept	may	be
best	suited	for	companies	selling	basic	necessities,	where	customers	are	primarily	concerned	with	availability	and	affordability.	The	product	concept	is	more	appropriate	for	companies	in	industries	where	innovation	and	product	quality	are	critical,	such	as	technology	or	luxury	goods.	The	selling	concept	is	often	used	in	industries	with	high
competition	and	products	that	are	not	necessarily	differentiated	by	features	or	quality,	such	as	certain	consumer	goods	or	commodities.	The	marketing	concept	is	generally	considered	the	most	effective	in	the	long	term,	as	it	focuses	on	understanding	and	meeting	customer	needs,	building	strong	customer	relationships,	and	creating	sustainable
competitive	advantages.	The	societal	marketing	concept	is	becoming	increasingly	important	in	today’s	world,	as	consumers	are	more	conscious	of	environmental	and	social	issues.	This	philosophy	can	be	particularly	beneficial	for	companies	looking	to	differentiate	themselves	and	appeal	to	socially	responsible	consumers.	In	summary,	the	“best”
marketing	philosophy	is	the	one	that	aligns	with	a	company’s	goals,	target	market,	and	competitive	environment.	Many	successful	companies	integrate	multiple	marketing	philosophies,	depending	on	the	specific	products	or	services	they	offer.More	of	a	video	learner?	Check	out	the	clip	below;	they	explain	things	really	well.	Share	—	copy	and
redistribute	the	material	in	any	medium	or	format	for	any	purpose,	even	commercially.	Adapt	—	remix,	transform,	and	build	upon	the	material	for	any	purpose,	even	commercially.	The	licensor	cannot	revoke	these	freedoms	as	long	as	you	follow	the	license	terms.	Attribution	—	You	must	give	appropriate	credit	,	provide	a	link	to	the	license,	and
indicate	if	changes	were	made	.	You	may	do	so	in	any	reasonable	manner,	but	not	in	any	way	that	suggests	the	licensor	endorses	you	or	your	use.	ShareAlike	—	If	you	remix,	transform,	or	build	upon	the	material,	you	must	distribute	your	contributions	under	the	same	license	as	the	original.	No	additional	restrictions	—	You	may	not	apply	legal	terms	or
technological	measures	that	legally	restrict	others	from	doing	anything	the	license	permits.	You	do	not	have	to	comply	with	the	license	for	elements	of	the	material	in	the	public	domain	or	where	your	use	is	permitted	by	an	applicable	exception	or	limitation	.	No	warranties	are	given.	The	license	may	not	give	you	all	of	the	permissions	necessary	for
your	intended	use.	For	example,	other	rights	such	as	publicity,	privacy,	or	moral	rights	may	limit	how	you	use	the	material.	Marketing	is	a	key	business	area	dedicated	to	attracting	customers	and	promoting	a	company’s	products,	services,	and	brand.	Marketing	management	involves	managing	a	company’s	various	marketing	efforts.	That	may	mean
overseeing	an	entire	marketing	department	or	a	team	dedicated	to	an	area	of	marketing,	such	as	digital	marketing	or	product	marketing.	Either	way,	working	in	marketing	management	tends	to	be	high-paying	with	strong	growth	opportunities.Discover	more	about	marketing	management	and	the	possible	career	paths	you	can	explore	when	you’re
interested	in	this	type	of	work.What	is	marketing	management?Marketing	management	often	sets	a	company’s	marketing	plan	and	ensures	that	the	various	marketing	strategies	that	emerge	from	that	plan	are	implemented	effectively.	As	the	name	suggests,	marketing	management	takes	on	managerial	functions	in	marketing,	which	may	entail
oversight	of	planning	and	decision-making	before,	during,	and	after	a	company	executes	its	marketing	campaigns.Working	in	marketing	management	typically	requires	a	deep	understanding	of	marketing	processes,	tools,	trends,	and	channels,	as	well	as	strong	leadership	skills.Why	is	marketing	management	important?Marketing	management	is	vital
to	a	business’s	ability	to	establish	a	brand,	better	understand	its	customer	base,	and	generate	revenue.Marketing	management	works	to	ensure	a	company	is	profitable	by	gaining	new	customers,	expanding	its	customer	base,	building	its	reputation,	and	improving	customer	interactions.	Some	essential	marketing	functions	of	marketing	management
include	managing,	analyzing,	and	aligning	with	a	company’s	larger	business	goals.	Marketing	management	is	important	because	it	enables	companies	to	do	the	following:Focus	their	marketing	efforts	on	achieving	priority	goals,	such	as	increasing	brand	awareness	or	boosting	revenueOptimize	marketing	campaigns	to	gain	new	customers	and	retain
loyal	onesTrack	results	of	marketing	efforts	using	software	and	automationAs	a	marketing	manager,	you	will	design	a	strategy	that	considers	the	four	elements	of	marketing,	also	known	as	the	four	Ps:	product,	price,	place,	and	promotion.	Understanding	each	of	these	elements	can	help	you	create	a	cohesive	strategy.	You’ll	need	to	know	what	makes
your	product	distinctive	in	the	market	and	why	your	customers	want	it,	an	appropriate	price	that	balances	sales	and	demand,	where	and	how	you	will	sell	your	product,	and	how	you	will	explain	the	product’s	value	and	incentivize	your	customers	to	purchase	the	product.	What	are	the	tasks	of	a	marketing	manager?Marketing	managers	are	responsible
for	ensuring	that	a	company’s	marketing	campaigns	and	initiatives	are	successful.	While	each	marketing	manager	role	may	have	specific	tasks	not	covered	below,	review	some	of	the	more	common	responsibilities.1.	Setting	goalsOne	of	the	foundational	requirements	for	effective	marketing	is	setting	a	goal.	Marketing	managers	will	establish
marketing	goals	based	on	key	business	needs	or	goals,	such	as	increasing	sales	by	expanding	the	customer	base	or	finding	a	niche	market	to	better	engage	customers.	Learn	about	key	performance	indicators	(KPIs),	reports,	and	dashboards	in	this	video	from	the	Meta	Data	Analytics	Methods	for	Marketing	course:2.	Conducting	market	researchAfter
marketing	managers	have	set	a	goal	that	aligns	with	the	company’s	objectives,	it’s	time	to	understand	the	target	market	and	the	competitors.	Market	research	involves	analyzing	economic	patterns	and	gathering	customer	data.	Information	like	demographics	and	location	can	help	determine	who	is	buying	a	product	or	service	and	why.	Some	tools	to
conduct	market	research	may	be	online	surveys	or	web	analytics	using	search	engines	like	Google.	Understanding	the	competition	is	sometimes	more	important	than	understanding	the	target	consumers.	If	you	find	what	makes	a	competitor	successful	or	why	customers	purchase	from	them,	you	may	be	able	to	replicate	those	efforts	for	your
brand.	Read	more:	What	Is	a	Market	Research	Analyst?3.	Devising,	launching,	and	coordinating	campaignsMarketing	managers	use	research	to	devise	targeted	and	effective	marketing	campaigns	and	then	oversee	teams	dedicated	to	executing	and	coordinating	them.Given	the	rise	in	marketing	technology	(or	MarTech),	marketing	managers	will	likely
rely	on	a	range	of	tools	for	tracking	the	success	of	each	campaign	to	understand	what	works	and	what	they	may	need	to	adjust.4.	Building	successful	customer	relationshipsBuilding	successful	customer	relationships	is	important	in	marketing	management.	A	good	relationship	with	customers	can	extend	the	life	of	a	brand	and	help	build	a	valued
reputation.	Customer	retention	should	be	woven	into	marketing	efforts	to	create	lifelong	and	loyal	consumers.	As	a	marketing	manager,	you’ll	use	methods	like	storytelling,	interactive	emails,	free	content	like	blog	posts	or	infographics,	and	social	media	polls	to	build	audience	relationships.	Engagement	may	lead	to	relationships	in	marketing,	so
marketing	managers	are	always	looking	for	ways	to	engage	and	connect	with	target	consumers.	Careers	in	marketing	managementYou	can	find	marketing	management	roles	in	most	industries	that	use	marketing	to	generate	revenue	and	build	a	brand.	A	marketing	management	salary	can	vary	based	on	job	title,	location,	qualifications,	and
industry.	Review	the	job	titles	below	to	begin	your	research	into	career	possibilities.	Please	note,	beyond	the	average	annual	salaries	outlined,	many	marketing	manager	roles	feature	additional	compensation	such	as	bonuses	and	stocks.Marketing	managerMarketing	managers	develop	strategies	for	companies	and	help	identify	target	markets	based
on	a	product	or	service.	In	this	role,	you	will	oversee	campaigns	and	other	marketing	efforts	and	use	metrics	to	measure	the	effectiveness	of	marketing	plans.	You’ll	also	work	with	ad	sales	professionals	and	individuals	from	marketing	departments,	financial	departments,	and	more	to	coordinate	and	finance	marketing	campaigns.	Average	annual
salary	(US):	$81,133	[1]Social	media	managerSocial	media	managers	create	campaigns	for	social	media	platforms	based	on	a	company’s	marketing	goals.	You	may	oversee	a	team	that	executes	each	campaign,	or	you	may	develop	that	content	yourself.	You’ll	also	use	social	media	metrics	to	target	efforts	while	monitoring	and	measuring	the
performance	of	posts.Average	annual	salary	(US):	$55,759	[2]Brand	managerBrand	managers	develop	and	execute	brand	strategies	for	the	companies	they	work	for	and	implement	tactics	to	achieve	brand	business	objectives.	Tasks	include	staying	current	on	marketing	trends	and	competitive	activity,	developing	the	brand	narrative	and	assets,	and
helping	to	manage	marketing	campaigns.Average	annual	salary	(US):	$110,623	[3]Product	marketing	managerProduct	marketing	managers	often	work	at	the	intersection	of	product	development,	marketing,	and	sales.	You’ll	focus	on	planning	and	promoting	campaigns	to	build	awareness	for	a	company’s	different	products.	As	such,	you	need	strong
knowledge	of	product	development	and	market	research	to	fully	understand	customers’	needs.Average	annual	salary	(US):	$114,544	[4]Marketing	directorThe	role	of	a	marketing	director	is	an	executive	position	tasked	with	making	high-level	decisions	regarding	marketing	efforts	for	a	company.	In	this	position,	you	will	manage	all	ad	campaigns	and
measure	metrics	like	return	on	investment	(ROI)	to	determine	the	effectiveness	of	marketing	efforts	and	make	changes	as	needed.	The	marketing	director	typically	works	above	a	marketing	manager	and	other	roles	within	a	marketing	department.	Average	annual	salary	(US):	$107,625	[5]Marketing	executive	or	chief	marketing	officer	(CMO)	Chief
marketing	officers,	or	CMOs,	are	corporate	executives	who	develop	marketing	plans	and	strategies	to	boost	a	company’s	sales.	This	role	focuses	on	a	company’s	future	and	how	and	where	to	place	marketing	efforts	to	benefit	the	company	now	and	in	the	long	term.	A	CMO	typically	reports	to	a	CEO	or	COO.	Average	annual	salary	(US):	$180,538
[6]How	to	become	a	marketing	managerBecoming	a	marketing	manager	often	requires	at	least	a	bachelor’s	degree	and	professional	experience	in	marketing,	business,	advertising,	or	sales.Since	careers	in	marketing	management	are	upper-level	managerial	positions,	you	may	need	to	earn	a	master’s	degree	and	gain	extensive	professional	experience
in	marketing	to	move	into	some	positions	like	CMO.	You	can	follow	the	steps	below	to	pursue	a	marketing	management	career.1.	Earn	a	bachelor’s	degree.Most	jobs	in	marketing	management	require	a	bachelor’s	degree	in	marketing	or	a	related	business	field.	Depending	on	your	school,	you	may	be	able	to	specialize	in	a	particular	marketing
area.Some	students	may	complete	internships	while	earning	a	degree,	which	can	provide	practical	learning	opportunities	that	enhance	your	resume.	In	some	cases,	companies	may	hire	interns	after	graduation,	so	it’s	a	good	opportunity	to	consider	if	your	degree	program	does	not	require	it.	2.	Build	in-demand	marketing	skills.	Your	degree	program
should	equip	you	with	many	key	marketing	skills.	Be	sure	to	research	the	skills	that	employers	are	looking	for	in	a	marketing	leader.	For	example,	ZipRecruiter’s	data,	collected	from	thousands	of	real	marketing	manager	job	descriptions,	shows	the	10	skills	that	appear	most	include	[7]:Additional	skills	to	prioritize	include:	content	management
systems	(CMS),	digital	ad	management	skills,	search	engine	optimization,	customer	relationship	management	(CRM),	A/B	testing,	web	analytics,	creativity,	organizational	skills,	and	problem-solving.To	supplement	your	degree	coursework	and	build	in-demand	skills,	consider	enrolling	in	online	courses	like	the	Marketing	Strategy	course	offered	on
Coursera.	3.	Gain	marketing	experience.Gaining	experience	in	marketing	can	be	a	good	way	to	apply	the	skills	and	knowledge	you’ve	acquired	through	degree	coursework	and	additional	courses	you’ve	taken.	Employers	want	to	see	that	you	have	firsthand	experience	handling	all	aspects	of	marketing,	advertising,	and	leading	a	team.	Experience
demonstrates	proficiency	in	both	technical	and	workplace	skills.	Having	professional	references	may	also	help	you	land	a	job	in	marketing	management.	Four	strategies	for	gaining	marketing	experience	are:Getting	an	entry-level	marketing	jobAttending	networking	events	online	and	in	personFinding	a	mentor	who	works	in	marketing
managementCompleting	an	internship	in	the	marketing	department	of	a	local	companyAdvance	your	marketing	management	career	on	CourseraAs	a	marketing	manager,	you	will	help	direct	marketing	strategy	and	oversee	a	marketing	team.	If	you’re	ready	to	make	a	start	in	marketing	management,	take	the	next	steps	and	build	the	relevant	skills	you
will	need	to	succeed	in	marketing.	Get	started	today	by	enrolling	in	an	online	course	like	those	offered	on	Coursera:	based	on	13,000+	reviews	from	Marketing	philosophy	refers	to	the	guiding	principles	shaping	a	company’s	approach	to	customers	and	markets.	The	six	key	philosophies	include:	Production	(cost	efficiency),	Product	(quality	focus),
Selling	(aggressive	promotions),	Marketing	(customer	needs),	Societal	(social	responsibility),	and	Holistic	(integrated	approach).	Each	philosophy	has	distinct	pros/cons	and	evolves	to	address	changing	market	demands.	Businesses	must	choose	the	right	philosophy	based	on	their	goals	and	customer	expectations	for	long-term	success.	Marketing
philosophy	refers	to	the	guiding	principles	that	shape	how	a	business	approaches	its	marketing	efforts.	It’s	the	underlying	belief	system	that	determines	how	a	company	views	its	customers,	products,	and	market	strategies.	These	philosophies	can	vary,	ranging	from	focusing	on	mass	production	and	cost	efficiency	to	prioritizing	high-quality	products,
aggressive	sales	tactics,	or	customer	satisfaction.	Some	companies	even	consider	societal	and	environmental	impacts	alongside	customer	needs.	The	philosophy	a	business	adopts	influences	everything	from	product	development	to	customer	interactions,	and	ultimately,	how	the	company	achieves	its	goals.	By	understanding	and	choosing	the	right
marketing	philosophy,	a	business	can	better	align	its	efforts	with	its	target	market,	leading	to	more	effective	marketing	strategies	and	long-term	success.	In	the	marketing	field,	we	can	find	6	marketing	philosophies	also	known	as	marketing	management	philosophies	in	the	marketing	discipline	that	have	evolved	so	far.	Here	is	the	simple	breakdown	of
each	of	this	marketing	philosophy:	The	production	concept	is	the	idea	that	consumers	prefer	products	that	are	affordable	and	easily	accessible.	Businesses	following	this	philosophy	focus	on	achieving	high	production	efficiency,	reducing	costs,	and	mass	distribution.	The	belief	is	that	making	products	widely	available	at	a	low	price	will	lead	to
increased	sales,	especially	in	markets	with	more	demand	than	supply.	Pros:	Cost	Efficiency:	Producing	in	bulk	can	lead	to	economies	of	scale,	reducing	overall	production	costs.	Market	Penetration:	Low	prices	and	wide	availability	can	attract	a	large	number	of	customers.	Simplicity:	The	focus	on	production	efficiency	simplifies	business	operations.
Cons:	Quality	Compromise:	The	focus	on	cost-cutting	can	lead	to	lower	product	quality.	Customer	Neglect:	Assumes	customers	prioritize	price	over	quality,	which	may	not	always	be	true.	Market	Saturation:	Overproduction	can	lead	to	surplus	stock	if	demand	is	overestimated.	Examples:	Ford	Motor	Company:	Early	models	like	the	Ford	Model	T	were
produced	with	a	focus	on	affordability	and	mass	availability.	Walmart:	Known	for	its	emphasis	on	providing	products	at	low	prices,	often	relying	on	bulk	purchasing	and	distribution	efficiency.	The	product	concept	centers	on	the	belief	that	consumers	are	more	likely	to	buy	products	that	offer	the	highest	quality,	performance,	or	innovative	features.
Companies	following	this	marketing	philosophy	invest	heavily	in	research	and	development	to	create	superior	products,	assuming	that	customers	will	recognize	and	prefer	better-made	products.	Pros:	High-Quality	Products:	Focus	on	creating	superior	products	can	lead	to	high	customer	satisfaction.	Brand	Loyalty:	Exceptional	products	can	build
strong	brand	loyalty.	Market	Leadership:	Innovation	and	quality	can	position	a	company	as	a	market	leader.	Cons:	High	Costs:	Investing	in	R&D	and	quality	materials	can	lead	to	higher	production	costs.	Niche	Appeal:	Not	all	customers	prioritize	quality	over	price	or	other	factors.	Overemphasis	on	Product:	Companies	may	neglect	other	important
aspects	like	customer	service	or	marketing.	Examples:	Apple:	Known	for	its	high-quality,	innovative	products	like	the	iPhone	and	MacBook,	which	command	premium	prices.	Dyson:	Focuses	on	creating	high-performance	household	appliances	like	vacuum	cleaners	and	fans,	known	for	their	quality	and	innovation.	The	selling	concept	is	based	on	the
idea	that	consumers	will	not	buy	enough	of	a	company’s	products	unless	they	are	persuaded	through	aggressive	sales	and	promotional	efforts.	Companies	using	this	approach	focus	on	selling	whatever	they	produce	rather	than	aligning	their	products	with	consumer	needs.	Pros:	Quick	Sales:	Aggressive	sales	tactics	can	lead	to	immediate	sales,
especially	for	surplus	inventory.	Market	Presence:	High	visibility	through	promotions	can	increase	brand	awareness.	Sales	Focused:	This	can	be	effective	in	short-term	scenarios	where	quick	revenue	is	needed.	Cons:	Short-Term	Focus:	Emphasizing	sales	over	customer	satisfaction	can	harm	long-term	customer	relationships.	Customer	Distrust:
Aggressive	selling	tactics	can	lead	to	customer	resentment	or	mistrust.	Market	Misalignment:	Selling	what	is	produced	rather	than	what	is	needed	can	lead	to	unsold	stock	or	poor	customer	satisfaction.	Examples:	Insurance	Companies:	Often	use	aggressive	sales	tactics	to	sell	policies,	regardless	of	whether	the	customer	needs	them.	Telemarketing
Firms:	Employ	hard-sell	tactics	to	push	products	that	customers	may	not	necessarily	want	or	need.	The	marketing	concept	is	the	philosophy	that	businesses	should	meet	the	needs	and	desires	of	their	customers	better	than	competitors.	It	emphasizes	understanding	the	target	market,	identifying	customer	needs,	and	creating	products	that	satisfy	these
needs,	ensuring	long-term	customer	satisfaction	and	profitability.	Pros:	Customer	Satisfaction:	Focus	on	meeting	customer	needs	leads	to	higher	satisfaction	and	loyalty.	Long-Term	Success:	Building	relationships	with	customers	ensures	repeat	business	and	long-term	profitability.	Competitive	Advantage:	Understanding	and	satisfying	customer	needs
better	than	competitors	can	lead	to	market	leadership.	Cons:	High	Costs:	Researching	customer	needs	and	adapting	products	can	be	expensive.	Complexity:	Balancing	customer	satisfaction	with	profitability	requires	careful	planning	and	execution.	Dependency	on	Customers:	Over-reliance	on	customer	feedback	can	stifle	innovation	or	lead	to
conservative	product	offerings.	Examples:	Amazon:	Focuses	on	customer	satisfaction	through	personalized	recommendations,	fast	delivery,	and	excellent	customer	service.	Coca-Cola:	Continuously	innovates	and	markets	products	based	on	extensive	customer	research	to	meet	consumer	preferences.	Read	More:	5	Core	Marketing	Concepts	The
societal	marketing	concept	extends	the	marketing	concept	by	emphasizing	that	businesses	should	deliver	value	to	customers	in	a	way	that	maintains	or	improves	both	the	consumer’s	and	society’s	well-being.	This	philosophy	of	marketing	promotes	social	responsibility,	ethical	practices,	and	environmental	sustainability	alongside	satisfying	customer
needs.	Pros:	Positive	Brand	Image:	Demonstrating	social	responsibility	can	enhance	brand	reputation	and	customer	loyalty.	Long-Term	Sustainability:	Focuses	on	long-term	benefits	for	society,	which	can	ensure	the	business’s	longevity.	Consumer	Trust:	Ethical	practices	build	trust	and	attract	consumers	who	value	corporate	responsibility.	Cons:
Higher	Costs:	Implementing	socially	responsible	practices	can	be	expensive.	Complex	Balancing	Act:	Balancing	profitability	with	societal	welfare	can	be	challenging.	Market	Limitations:	Not	all	consumers	prioritize	social	responsibility,	which	may	limit	market	appeal.	Examples:	The	Body	Shop:	Known	for	its	ethical	stance	on	animal	testing,
environmental	sustainability,	and	community	trade.	Patagonia:	Emphasizes	environmental	responsibility,	producing	sustainable	products	and	donating	to	environmental	causes.	The	holistic	marketing	concept	is	a	more	modern	approach	that	views	a	business	as	a	unified	entity	where	all	parts	work	together	toward	a	common	goal.	It	integrates
marketing	activities	with	all	aspects	of	the	business,	including	production,	finance,	human	resources,	and	customer	service,	to	create	a	consistent	and	effective	brand	message.	Pros:	Integrated	Approach:	Ensures	all	departments	are	aligned	with	the	company’s	marketing	goals,	leading	to	consistency.	Efficiency:	Streamlines	processes	by	ensuring
that	all	parts	of	the	business	work	together.	Comprehensive	Strategy:	Addresses	the	entire	business	environment,	leading	to	more	effective	marketing	strategies.	Cons:	Complex	Implementation:	Requires	coordination	across	multiple	departments,	which	can	be	challenging.	High	Resource	Demand:	Demands	significant	time,	effort,	and	resources	to
ensure	all	areas	are	aligned.	Slow	Decision-Making:	The	need	to	integrate	various	departments	can	slow	down	decision-making	processes.	Examples:	Google:	Aligns	its	product	development,	marketing,	and	operations	to	maintain	a	consistent	brand	message	and	user	experience.	Procter	&	Gamble:	Uses	a	holistic	approach	to	ensure	that	its	diverse
range	of	products	and	brands	convey	a	unified	message	and	purpose.	Read	More:	Challenges	and	Opportunities	in	OB	The	evolution	of	marketing	philosophies	reflects	the	changing	dynamics	between	businesses	and	consumers,	each	approach	addressing	the	limitations	of	the	previous	one	and	adapting	to	new	market	conditions.	The	earliest
marketing	philosophy,	the	Production	Concept,	emerged	during	the	Industrial	Revolution	when	demand	exceeded	supply.	Businesses	focused	on	mass	production	and	cost	efficiency,	believing	that	consumers	prioritized	affordability	and	availability.	This	approach	thrived	in	markets	where	basic	goods	were	in	short	supply.	As	markets	matured,	the
Product	Concept	developed	in	response	to	consumer	demand	for	higher	quality.	Businesses	began	emphasizing	innovation	and	superior	features,	assuming	that	a	better	product	would	naturally	lead	to	increased	sales.	This	philosophy	acknowledged	that	consumers	valued	quality	but	overlooked	the	importance	of	understanding	customer	needs.	The
Selling	Concept	arose	when	companies	faced	saturated	markets.	To	differentiate	themselves,	businesses	turned	to	aggressive	sales	techniques,	believing	that	consumers	needed	persuasion	to	buy.	While	effective	in	driving	short-term	sales,	this	approach	often	neglected	customer	satisfaction	and	loyalty,	leading	to	its	own	set	of	challenges.	Read
More:	Characteristics	of	Group	In	response	to	the	shortcomings	of	the	Selling	Concept,	the	Marketing	Concept	emerged,	focusing	on	customer	needs	and	satisfaction.	Businesses	realized	that	understanding	and	meeting	these	needs	would	lead	to	long-term	success.	This	shift	marked	a	move	from	product-centered	to	customer-centered	strategies,
highlighting	the	importance	of	building	relationships	with	consumers.	As	awareness	of	environmental	and	social	issues	grew,	the	Societal	Marketing	Concept	evolved.	This	philosophy	expanded	the	Marketing	Concept	by	integrating	ethical	and	social	responsibility	into	business	practices.	Companies	began	balancing	customer	satisfaction	with	societal
welfare,	recognizing	that	long-term	success	required	considering	the	broader	impact	of	their	actions.	Finally,	the	Holistic	Marketing	Concept	developed	as	a	response	to	the	increasingly	complex	and	interconnected	business	environment.	This	philosophy	integrates	all	aspects	of	marketing	and	business	operations,	ensuring	consistency	and	alignment
across	the	entire	organization.	It	represents	a	comprehensive	approach	that	addresses	the	limitations	of	previous	philosophies	by	viewing	the	business	as	a	unified	entity.	Read	More:	Formal	Vs.	Informal	Organization	These	evolving	philosophies	have	significantly	shaped	modern	marketing,	moving	it	from	a	narrow	focus	on	production	and	sales	to	a
broader,	more	integrated	approach	that	values	customer	satisfaction,	social	responsibility,	and	organizational	coherence.	Today,	marketing	is	not	just	about	selling	products;	it’s	about	building	relationships,	fostering	trust,	and	creating	value	for	both	customers	and	society.	As	markets	continue	to	evolve,	these	philosophies	will	likely	continue	to	adapt,
shaping	the	future	of	marketing	in	new	and	innovative	ways.	Choosing	the	right	philosophy	depends	on	a	company’s	market,	customer	base,	and	long-term	objectives.	Each	philosophy	has	its	strengths	and	weaknesses,	and	businesses	must	carefully	assess	their	goals	and	resources	to	select	the	most	appropriate	approach.	Read	Next:	3	Levels	of
Management	Sujan	Chaudhary	is	an	MBA		graduate.	He	loves	to	share	his	business	knowledge	with	the	rest	of	the	world.	While	not	writing,	he	will	be	found	reading	and	exploring	the	world.	Marketing	philosophy	refers	to	the	guiding	principles	that	shape	a	company’s	approach	to	customer	engagement	and	business	goals.	Six	key	philosophies	have
evolved:	production	(mass	availability),	product	(quality	focus),	selling	(aggressive	promotion),	marketing	(customer	needs),	societal	(social	responsibility),	and	holistic	(integrated	approach).	The	best	philosophy	depends	on	business	objectives,	with	modern	trends	favoring	customer-centric,	ethical,	and	holistic	strategies	for	long-term	success.
Marketing	philosophy	is	a	fundamental	strategy	that	directs	a	company’s	actions	toward	customers	and	goals.	It’s	a	mindset	guiding	how	a	company	engages	with	customers	and	achieves	its	objectives.	This	approach	emphasizes	different	factors,	such	as	product	quality,	aggressive	selling,	customer	needs	understanding,	or	a	comprehensive
perspective	considering	all	elements.	Different	marketing	philosophies	have	evolved,	and	each	philosophy	shapes	how	a	company	creates,	communicates,	and	delivers	its	products	or	services	to	meet	customer	demands	profitably.	These	philosophies	evolve	with	time	and	changing	priorities.	Some	focus	on	efficient	production	and	affordability,	while
others	prioritize	product	excellence	or	aggressive	selling	tactics.	The	marketing	philosophy	that	a	company	adopts	impacts	its	entire	approach	to	business	and	influences	various	departments	beyond	just	marketing.	The	philosophy	of	marketing	is	the	driving	force	behind	how	products	are	designed,	how	promotions	are	planned,	and	how	customer
relationships	are	nurtured.	Marketing	philosophies	are	also	called	marketing	management	philosophies	or	marketing	concepts.	Since	the	civilization	of	humans,	the	concepts	of	marketing	have	started	to	evolve.	Since	then,	six	concepts	of	marketing	have	evolved;	they	are	pictured	below.	From	them,	the	production	concept	of	marketing	is	the	first	or
earliest	marketing	concept,	whereas,	the	holistic	marketing	concept	is	the	latest	addition	to	marketing	philosophies.	So	far	we	understand,	the	six	marketing	concepts	have	evolved	so	far,	let’s	understand	each	marketing	philosophy	in	detail	with	examples.	The	production	concept	of	marketing	centers	on	offering	products	that	are	easily	accessible



and	cost-effective.	Businesses	adopting	this	philosophy	aim	to	maximize	profits	by	producing	goods	in	large	quantities,	benefiting	from	economies	of	scale.	This	approach	originated	during	the	Industrial	Revolution	to	meet	high	demands.	By	enhancing	production	efficiency,	companies	can	provide	goods	at	lower	prices,	attracting	consumers.	This
concept	emphasizes	mass	production	and	affordability,	often	relevant	where	cost	reduction	and	high	demand	are	key.	For	instance,	countries	like	China	and	India	leverage	mass	production	for	cost-effective	products.	While	the	production	concept	boosts	affordability	and	job	creation,	it	may	compromise	product	quality	and	neglect	customer
preferences.	Moreover,	it	could	lead	to	environmental	concerns	and	hinder	innovation.	Examples	include	China’s	manufacturing	sector,	India’s	IT	services,	and	fast	fashion	pioneers	like	Zara	and	H&M.	Related:	8	Pros	and	7	Cons	of	Production	Concept	of	Marketing	Emerging	during	the	20th	century,	the	production	concept	remains	relevant	today,
especially	in	scenarios	where	cost	efficiency	and	widespread	availability	are	crucial	for	success.	The	product	concept	in	marketing	focuses	on	crafting	products	that	boast	top-tier	quality,	performance,	and	features.	This	approach	compels	businesses	to	cater	effectively	to	customer	desires,	emphasizing	excellence	as	the	key	driver.	Rooted	in	the	1930s
and	lasting	through	modern	strategies,	the	product	concept	emerged	alongside	the	production	concept,	shifting	focus	to	creating	superior-quality	goods.	It	asserts	that	customers	prioritize	quality	and	are	willing	to	pay	more	for	better	products,	stimulating	continuous	innovation	and	improvement.	The	product	concept	advocates	innovation,
uniqueness,	and	a	customer-centric	outlook.	It	highlights	that	superior	product	attributes,	paired	with	strategic	marketing	and	distribution,	lead	to	market	success.	However,	it	might	overlook	customer	preferences	beyond	product	attributes.	Related:	8	Pros	and	7	Cons	of	Product	Concept	of	Marketing	Examples	like	Apple,	Gucci,	Sony,	and	Mercedes-
Benz	embody	the	product	concept	by	consistently	delivering	high-quality,	innovative	offerings	that	cater	to	specific	customer	segments.	While	its	historical	roots	remain	strong,	adapting	this	concept	to	evolving	market	demands	ensures	enduring	relevance.	The	selling	concept	of	marketing	lies	in	the	notion	that	customers	won’t	naturally	buy	a
company’s	products,	necessitating	strong	promotional	and	sales	efforts.	Emerging	post-World	War	II,	it	prevailed	until	the	mid-20th	century.	This	approach	heavily	relies	on	persuading	potential	buyers	to	convert	latent	needs	into	purchases	through	assertive	techniques.	Distinctive	traits	include	promotion-driven	strategies,	short-term	orientation,	and
a	focus	on	products	rather	than	customer	needs.	It’s	fitting	for	unsought	goods,	motivating	swift	sales.	The	selling	concept	functions	through	four	principles:	establishment	of	a	factory,	emphasis	on	seller-selected	products,	aggressive	promotion,	and	maximizing	profit	via	high	sales	volume.	Pros	encompass	heightened	sales	focus,	inventory
management	benefits,	market	expansion,	immediate	revenue	generation,	and	amplified	product	awareness.	However,	it	tends	to	disregard	customer	needs,	prioritizes	short-term	goals,	and	might	lead	to	misguided	assumptions.	Related:	8	Pros	and	7	Cons	of	Selling	Concept	of	Marketing	Examples	encompass	insurance	companies,	luxury	fashion
brands,	vacuum	cleaner	sales,	and	political	campaigns.	While	still	relevant	in	scenarios	requiring	push-based	promotions,	the	selling	concept	must	be	balanced	with	customer-centric	approaches	for	sustained	success.	The	marketing	concept	is	a	strategic	philosophy	that	prioritizes	creating	products	tailored	to	meet	the	needs	of	customers.	It	emerged
around	the	1950s,	signaling	a	shift	from	production-centered	approaches.	This	concept	revolves	around	understanding	customer	desires	deeply	and	crafting	offerings	that	cater	to	them	effectively.	Characterized	by	a	customer-centric	approach,	the	marketing	concept	involves	thorough	market	research,	customer	satisfaction	as	a	priority,	long-term
perspective,	and	integrated	marketing	efforts.	It	embodies	principles	like	target	market	focus,	customer	needs	fulfillment,	integrated	marketing,	and	organizational	goal	achievement.	Operating	through	four	key	principles,	the	marketing	concept	starts	with	identifying	the	target	market,	focusing	on	customer	needs,	employing	integrated	marketing
strategies,	and	ultimately	achieving	profits	through	customer	satisfaction.	Related:	8	Pros	and	7	Cons	of	Marketing	Concept	Advantages	include	enhanced	relevance,	resource	efficiency,	stronger	relationships,	and	a	competitive	edge.	However,	challenges	encompass	a	narrow	focus,	research	intensity,	susceptibility	to	market	shifts,	and	customization
complexities.	Examples	of	the	marketing	concept	in	action	include	Apple’s	iPhone	line,	Coca-Cola’s	personalized	bottles	with	names,	and	Nike’s	customizable	shoes.	In	today’s	dynamic	business	landscape,	the	marketing	concept	remains	a	cornerstone	of	successful	strategies,	guiding	companies	to	prioritize	customers’	evolving	needs	for	sustainable
growth.	The	Societal	Marketing	Concept,	introduced	by	Philip	Kotler	in	the	1970s,	advocates	aligning	marketing	decisions	with	consumer	desires,	company	needs,	and	long-term	societal	welfare.	It	goes	beyond	profit-driven	approaches,	emphasizing	sustainable	practices	and	ethical	considerations.	This	concept	balances	customer	satisfaction,
business	goals,	and	societal	well-being,	promoting	harmony	between	these	factors.	It	prioritizes	ethical	actions,	long-term	vision,	and	positive	impacts	on	society.	Starting	with	identifying	target	social	groups,	focusing	on	social	needs,	utilizing	socially	acceptable	marketing	tools,	and	aiming	for	profit	through	societal	well-being,	the	concept	promotes	a
triple-win	scenario:	benefits	for	society,	customers,	and	the	company.	Related:	8	Pros	and	7	Cons	of	Societal	Marketing	Concept	Societal	Marketing	Concept’s	three	pillars	are	society	(human	welfare),	customer	(satisfaction),	and	company	(profit).	By	fostering	responsible	profits,	fostering	customer	loyalty,	and	enhancing	public	image,	it	offers
advantages.	However,	challenges	include	higher	costs	and	complexity	in	balancing	factors.	Examples	of	companies	applying	the	Societal	Marketing	Concept	include	The	Body	Shop’s	eco-friendly	products,	Adidas’	recycled	plastic	shoes,	Coca-Cola’s	inclusive	advertising,	and	Airbnb’s	#WeAccept	campaign.	This	concept	remains	relevant	in	today’s
socially	conscious	landscape,	where	businesses	aim	to	contribute	positively	to	society	while	fulfilling	consumer	needs.	The	Holistic	Marketing	Concept	considers	a	business	as	an	interconnected	entity,	integrating	departments	like	sales,	operations,	and	customer	service	to	work	collaboratively	toward	a	shared	goal.	Emerging	in	the	early	2000s,	it
emphasizes	synergy	and	cohesion	across	the	organization	for	enhanced	customer	experiences	and	brand	strength.	Holistic	marketing	promotes	a	unified	brand	message,	a	customer-centric	approach,	and	ethical	considerations.	It	recognizes	that	every	aspect	of	a	business	contributes	to	its	success,	similar	to	the	interdependence	of	the	human	body’s
components.	Related:	8	Pros	and	7	Cons	of	Holistic	Marketing	Concept	This	approach	prioritizes	internal	marketing,	integrated	marketing,	relationship	marketing,	and	socially	responsible	marketing.	Advantages	include	unity	of	effort,	strong	branding,	and	ethical	reputation.	However,	complexities	in	coordination	and	potential	conflicts	can	be
drawbacks,	particularly	for	smaller	businesses.	Examples	of	holistic	marketing	in	practice	include	Coca-Cola’s	emotional	connection,	Apple’s	seamless	integration,	Starbucks’	personalized	service,	Patagonia’s	ethical	practices,	and	Nordstrom’s	customer-centric	approach.	In	today’s	dynamic	business	landscape,	where	consumer	expectations	and
ethical	considerations	are	significant,	the	holistic	marketing	concept	remains	relevant	for	organizations	seeking	comprehensive	success.	Related:	The	4	Principles	of	Holistic	Marketing	Concept	Among	the	six	marketing	concepts	–	Production,	Product,	Selling,	Marketing,	Societal,	and	Holistic	–	the	best	one	depends	on	the	business’s	goals	and	the
current	world.	The	production	focuses	on	making	lots	but	might	not	consider	customer	needs.	The	product	emphasizes	quality,	but	if	customers	don’t	want	it,	it	won’t	succeed.	Selling	pushes	products,	but	it	might	not	care	about	what	customers	want.	Marketing	understands	customers	and	makes	things	they	want.	Societal	cares	about	society	and
ethics,	which	can	improve	the	brand.	Holistic	sees	the	business	as	a	team,	working	together	for	success.	The	“best”	concept	considers	customers,	society,	and	the	company’s	goals,	like	marketing,	societal,	or	holistic.	Today,	as	people	care	more	about	ethics	and	relationships,	the	Societal	and	Holistic	concepts	shine	by	considering	everyone	–
customers,	the	community,	and	the	business.	So,	the	best	philosophy	is	the	one	that	blends	marketing	understanding,	ethical	responsibility,	and	unified	teamwork.	Read	Next:	5	Core	Concepts	in	Marketing	Arti	Kushmi	holds	a	BBA	(Bachelor	in	Business	Administration)	degree	and	shares	her	business	and	marketing	knowledge	through	this	website.
While	not	writing	she	will	be	reading	and	enjoying	the	moment.	By	Raju	Gola	Money	&	Success	Recorded	Lessons:	60	Recorded	Hours:	18hr	49min	Duration:	19	days			(Avg)	Practical	application	of	marketing	in	organizations	This	article	needs	additional	citations	for	verification.	Please	help	improve	this	article	by	adding	citations	to	reliable	sources.
Unsourced	material	may	be	challenged	and	removed.Find	sources:	"Marketing	management"	–	news	·	newspapers	·	books	·	scholar	·	JSTOR	(December	2021)	(Learn	how	and	when	to	remove	this	message)	Marketing	Management	Key	concepts	Account-based	marketing	·	Activation	·	Annoyance	factor	·	Attribution	·	Distribution	·	Brand	licensing	·
Brand	management	·	Cannibalization	·	Co-creation	·	Communications	·	Consumer	behaviour	·	Consumer	culture	·	Digital	marketing	·	Dominance	·	Effectiveness	·	Ethics	·	Horizontal	integration	·	Influencer	marketing	·	Mix	·	Pricing	·	Product	marketing	·	Promotion	·	Retail	·	Segmentation	·	Service	·	Social	marketing	·	Strategy	·	Vertical	integration
Promotional	content	Advertising	·	Ambush	marketing	·	Branding	·	Corporate	anniversary	·	Direct	marketing	·	Franchising	·	Gender	in	advertising	·	Label	·	Loyalty	marketing	·	Mobile	marketing	·	On-hold	messaging	·	Personal	selling	·	Premiums	·	Prizes	·	Product	placement	·	Propaganda	·	Publicity	·	Sales	promotion	·	Sex	in	advertising	·	Underwriting
spot	Promotional	media	Behavioral	targeting	·	Brand	ambassador	·	Counter	display	unit	·	Display	advertising	·	Display	stand	·	Drip	marketing	·	Endcap	·	Gondola	·	In-game	advertising	·	Mobile	advertising	·	Native	advertising	·	New	media	·	Online	advertising	·	Out-of-home	advertising	·	Point	of	sale	·	Product	demonstration	·	Promotional	merchandise
(merchandising)	·	Promotional	representative	·	Visual	merchandising	·	Web	banner	·	Word-of-mouth	Research	Market	research	·	Marketing	research	·	Mystery	shopping	·	Consumer	research	vte	Business	administration	Accounting	Management	accounting	Financial	accounting	Audit	Business	entity	(list)	Corporate	group	Corporation	sole	Company
Conglomerate	Holding	company	Cooperative	Corporation	Joint-stock	company	Limited	liability	company	Partnership	Privately	held	company	Sole	proprietorship	State-owned	enterprise	Corporate	governance	Annual	general	meeting	Board	of	directors	Supervisory	board	Advisory	board	Audit	committee	Corporate	law	Commercial	law	Constitutional
documents	Contract	Corporate	crime	Corporate	liability	Insolvency	law	International	trade	law	Mergers	and	acquisitions	Corporate	title	Chairman	Chief	business	officer/Chief	brand	officer	Chief	executive	officer/Chief	operating	officer	Chief	financial	officer	Chief	human	resources	officer	Chief	information	officer/Chief	marketing	officer	Chief	product
officer/Chief	technology	officer	Economics	Commodity	Public	economics	Labour	economics	Development	economics	International	economics	Mixed	economy	Planned	economy	Econometrics	Environmental	economics	Open	economy	Market	economy	Knowledge	economy	Microeconomics	Macroeconomics	Economic	development	Economic	statistics
Finance	Financial	statement	Insurance	Factoring	Cash	conversion	cycle	Insider	dealing	Capital	budgeting	Commercial	bank	Derivative	Financial	statement	analysis	Financial	risk	Public	finance	Corporate	finance	Managerial	finance	International	finance	Liquidation	Stock	market	Financial	market	Tax	Financial	institution	Capital	management	Venture
capital	Types	of	management	Asset	Brand	Business	intelligence	Business	development	Capacity	Capability	Change	innovation	Commercial	Marketing	Communications	Configuration	Conflict	Content	Customer	relationship	Distributed	Earned	value	Electronic	business	Enterprise	resource	planning		management	information	system	Financial	Human
resource		development	Incident	Knowledge	Legal	Materials	Network	administrator	Office	Operations		services	Performance	Power	Process	Product	life-cycle	Product	Project	Property	Quality	Records	Resource	Risk		crisis	Sales	Security	Service	Strategic	Supply	chain	Systems	administrator	Talent	Technology	Organization	Architecture	Behavior
Communication	Culture	Conflict	Development	Engineering	Hierarchy	Patterns	Space	Structure	Trade	Business	analysis	Business	ethics	Business	plan	Business	judgment	rule	Consumer	behaviour	International	business	Business	model	International	trade	Trade	route	Business	process	Business	statistics	Business	and	economics	portalvte	Marketing
management	is	the	strategic	organizational	discipline	that	focuses	on	the	practical	application	of	marketing	orientation,	techniques	and	methods	inside	enterprises	and	organizations	and	on	the	management	of	marketing	resources	and	activities.[citation	needed][1][2][3]	Compare	marketology,[4]	which	Aghazadeh	defines	in	terms	of	"recognizing,
generating	and	disseminating	market	insight	to	ensure	better	market-related	decisions".[5]	Marketing	management	employs	tools	from	economics	and	competitive	strategy	to	analyze	the	industry	context	in	which	the	firm	operates.	These	include	Porter's	five	forces,	analysis	of	strategic	groups	of	competitors,	value	chain	analysis	and	others.[6]	In
competitor	analysis,	marketers	build	detailed	profiles	of	each	competitor	in	the	market,	focusing	on	their	relative	competitive	strengths	and	weaknesses	using	SWOT	analysis.	Marketing	managers	will	examine	each	competitor's	cost	structure,	sources	of	profits,	resources	and	competencies,	competitive	positioning	and	product	differentiation,	degree
of	vertical	integration,	historical	responses	to	industry	developments,	and	other	factors.	Marketing	management	often	implies	market	research	and	marketing	research	to	perform	a	primary	analysis.	For	this,	a	variety	of	techniques	are	implemented.	Some	of	the	most	common	ones	include:	Qualitative	marketing	research,	such	as	focus	groups	and
various	types	of	interviews	Quantitative	marketing	research,	such	as	statistical	surveys	Experimental	techniques	such	as	test	markets	Observational	techniques	such	as	ethnographic	(on-site)	observation	Marketing	managers	may	also	design	and	oversee	various	environmental	scanning	and	competitive	intelligence	processes	to	identify	trends	and
inform	the	company's	marketing	analysis.	Example	of	SWOT	analysis	chart	A	brand	audit	is	a	thorough	examination	of	a	brand's	current	position	in	an	industry	compared	to	its	competitors	and	the	examination	of	its	effectiveness.	When	it	comes	to	brand	auditing,	six	questions	should	be	carefully	examined	and	assessed:	How	well	the	business's
current	brand	strategy	is	working?	What	are	the	company's	established	resource	strengths	and	weaknesses?	What	are	its	external	opportunities	and	threats?	How	competitive	are	the	business'	prices	and	costs?	How	strong	is	the	business's	competitive	position	in	comparison	to	its	competitors?	What	strategic	issues	are	affecting	the	business?	When	a
business	conducts	a	brand	audit,	the	goal	is	to	identify	its	resource	strengths,	weaknesses,	assess	market	opportunities	and	external	threats,	future	profitability,	and	its	competitive	standing	in	comparison	to	existing	competitors.	A	brand	audit	establishes	the	strategic	elements	needed	to	improve	the	brand's	positioning	and	competitive	capabilities
within	the	industry.	Once	a	brand	is	audited,	any	business	that	ends	up	with	strong	financial	performance	and	market	position	is	likely	to	have	a	properly	conceived	and	effectively	executed	brand	strategy.	A	brand	audit	examines	whether	a	business'	market	share	is	increasing,	decreasing,	or	stable.	It	determines	whether	the	company's	profit	margin
is	improving	or	declining	and	how	it	compares	to	that	of	established	competitors.	Additionally,	a	brand	audit	examines	trends	in	net	profits,	return	on	investments,	and	overall	economic	value.	It	determines	whether	the	business'	financial	strength	and	credit	rating	are	improving	or	deteriorating.	This	kind	of	audit	also	assesses	a	business'	image	and
reputation	with	its	customers.	Beyond	financial	metrics,	a	brand	audit	also	assesses	the	business's	image	and	reputation	among	customers.	It	explores	whether	the	business	is	perceived	as	an	industry	leader	in	areas	such	as	technology,	product	or	service	innovation,	and	customer	service.	These	factors	significantly	influence	customer	decisions	and
brand	perception.	A	brand	audit	usually	focuses	on	a	business'	strengths	and	resource	capabilities	because	these	are	the	elements	that	enhance	its	competitiveness.	A	business'	competitive	strengths	can	exist	in	several	forms	including	skilled	or	pertinent	expertise,	valuable	physical	and	human	assets,	organizational	assets	and	intangible	assets,
competitive	capabilities,	achievements	and	alliances	or	cooperative	ventures	that	position	the	business	into	a	competitive	advantage.	The	purpose	of	a	brand	audit	is	to	determine	whether	a	business’	resource	strengths	are	competitive	assets	or	potential	liabilities.	This	type	of	audit	seeks	to	ensure	that	a	business	maintains	a	distinctive	competence
that	allows	it	to	build	and	reinforce	its	competitive	advantage.	Furthermore,	a	well-executed	brand	audit	seeks	to	establish	what	a	business	capitalizes	on	best,	its	level	of	expertise,	resource	strengths,	and	strongest	competitive	capabilities,	while	aiming	to	identify	a	business's	current	position	and	potential	future	performance.	Main	article:	Marketing
strategy	Two	customer	segments	are	often	selected	as	targets	because	they	score	highly	on	two	dimensions:	The	segment	is	attractive	to	serve	because	it	is	large,	growing,	makes	frequent	purchases,	is	not	price	sensitive	(i.e.	is	willing	to	pay	high	prices),	or	other	factors;	and	The	company	has	the	resources	and	capabilities	to	compete	for	the
segment's	business,	can	meet	their	needs	better	than	the	competition,	and	can	do	so	profitably.[7]	A	commonly	cited	definition	of	marketing	is	simply	"meeting	needs	profitably".[8]	The	implication	of	selecting	target	segments	is	that	the	business	will	subsequently	allocate	more	resources	to	acquire	and	retain	customers	in	the	target	segments	than	it
will	for	other,	non-targeted	customers.	In	some	cases,	the	firm	may	go	so	far	as	to	turn	away	customers	who	are	not	in	its	target	segment.	The	doorman	at	a	swanky	nightclub,	for	example,	may	deny	entry	to	unfashionably	dressed	individuals	because	the	business	has	made	a	strategic	decision	to	target	the	"high	fashion"	segment	of	nightclub	patrons.
In	conjunction	with	targeting	decisions,	marketing	managers	will	identify	the	desired	positioning	they	want	the	company,	product,	or	brand	to	occupy	in	the	target	customer's	mind.	This	positioning	is	often	an	encapsulation	of	a	key	benefit	the	company's	product	or	service	offers	that	is	differentiated	and	superior	to	the	benefits	offered	by	competitive
products.[9]	For	example,	Volvo	has	traditionally	positioned	its	products	in	the	automobile	market	in	North	America	in	order	to	be	perceived	as	the	leader	in	"safety",	whereas	BMW	has	traditionally	positioned	its	brand	to	be	perceived	as	the	leader	in	"performance".	Ideally,	a	firm's	positioning	can	be	maintained	over	a	long	period	of	time	because	the
company	possesses	or	can	develop,	some	form	of	sustainable	competitive	advantage.[10]	The	positioning	should	also	be	sufficiently	relevant	to	the	target	segment	such	that	it	will	drive	the	purchasing	behavior	of	target	customers.[9]	To	sum	up,	the	marketing	branch	of	a	company	is	to	deal	with	the	selling	and	popularity	of	its	products	among	people
and	its	customers,	as	the	central	and	eventual	goal	of	a	company	is	customer	satisfaction	and	the	return	of	revenue.	Main	article:	Marketing	plan	The	Marketing	Metrics	Continuum	provides	a	framework	for	how	to	categorize	metrics	from	the	tactical	to	strategic.	If	the	company	has	obtained	an	adequate	understanding	of	the	customer	base	and	its
own	competitive	position	in	the	industry,	marketing	managers	are	able	to	make	their	own	key	strategic	decisions	and	develop	a	marketing	strategy	designed	to	maximize	the	revenues	and	profits	of	the	firm.	The	selected	strategy	may	aim	for	any	of	a	variety	of	specific	objectives,	including	optimizing	short-term	unit	margins,	revenue	growth,	market
share,	long-term	profitability,	or	other	goals.	After	the	firm's	strategic	objectives	have	been	identified,	the	target	market	selected,	and	the	desired	positioning	for	the	company,	product,	or	brand	has	been	determined,	marketing	managers	focus	on	how	to	best	implement	the	chosen	strategy.	Traditionally,	this	has	involved	implementation	planning
across	the	"4	Ps":	product	management,	pricing	(at	what	price	slot	does	a	producer	position	a	product,	e.g.	low,	medium,	or	high	price),	place	(the	place	or	area	where	the	products	are	going	to	be	sold,	which	could	be	local,	regional,	countrywide	or	international)	(i.e.	sales	and	distribution	channels),	and	promotion.	Taken	together,	the	company's
implementation	choices	across	the	4	P's	are	often	described	as	the	marketing	mix,	meaning	the	mix	of	elements	the	business	will	employ	to	"go	to	market"	and	execute	the	marketing	strategy.	The	overall	goal	for	the	marketing	mix	is	to	consistently	deliver	a	compelling	value	proposition	that	reinforces	the	firm's	chosen	positioning,	builds	customer
loyalty	and	brand	equity	among	target	customers,	and	achieves	the	firm's	marketing	and	financial	objectives.	In	many	cases,	marketing	management	will	develop	a	marketing	plan	to	specify	how	the	company	will	execute	the	chosen	strategy	and	achieve	the	business's	objectives.	The	content	of	marketing	plans	varies	for	each	firm,	but	commonly
includes:	An	executive	summary	Situation	analysis	to	summarize	facts	and	insights	gained	from	market	research	and	marketing	analysis	The	company's	mission	statement	or	long-term	strategic	vision	A	statement	of	the	company's	key	objectives	often	subdivided	into	marketing	objectives	and	financial	objectives	The	marketing	strategy	the	business
has	chosen,	specifying	the	target	segments	to	be	pursued	and	the	competitive	positioning	to	be	achieved	Implementation	choices	for	each	element	of	the	marketing	mix	(the	4	Ps)	More	broadly,	marketing	managers	work	to	design	and	improve	the	effectiveness	of	core	marketing	processes,	such	as	new	product	development,	brand	management,
marketing	communications,	and	pricing.	Marketers	may	employ	the	tools	of	business	process	re-engineering	to	ensure	these	processes	are	properly	designed,	and	use	a	variety	of	process	management	techniques	to	keep	them	operating	smoothly.	Effective	execution	may	require	management	of	both	internal	resources	and	a	variety	of	external	vendors
and	service	providers,	such	as	the	firm's	advertising	agency.	Marketers	may	therefore	coordinate	with	the	company's	purchasing	department	on	the	procurement	of	these	services.	Under	the	area	of	marketing	agency	management	(i.e.	working	with	external	marketing	agencies	and	suppliers)	are	techniques	such	as	agency	performance	evaluation,
scope	of	work,	incentive	compensation,	ERFx's	and	storage	of	agency	information	in	a	supplier	database.	Marketing	management	employs	a	variety	of	metrics	to	measure	progress	against	objectives.	It	is	the	responsibility	of	marketing	managers	to	ensure	that	the	execution	of	marketing	programs	achieves	the	desired	objectives	and	does	so	in	a	cost-
efficient	manner.	Marketing	management	therefore	often	makes	use	of	various	organizational	control	systems,	such	as	sales	forecasts,	and	sales	force	and	reseller	incentive	programs,	sales	force	management	systems,	and	customer	relationship	management	tools	(CRM).	Some	software	vendors	have	begun	using	the	term	customer	data	platform	or
marketing	resource	management	to	describe	systems	that	facilitate	an	integrated	approach	for	controlling	marketing	resources.	In	some	cases,	these	efforts	may	be	linked	to	various	supply	chain	management	systems,	such	as	enterprise	resource	planning	(ERP),	material	requirements	planning	(MRP),	efficient	consumer	response	(ECR),	and
inventory	management	systems.	Globalization	has	led	some	firms	to	market	beyond	the	borders	of	their	home	countries,	making	international	marketing	a	part	of	those	firms'	marketing	strategy.[11]	Marketing	managers	are	often	responsible	for	influencing	the	level,	timing,	and	composition	of	customer	demand.	In	part,	this	is	because	the	role	of	a
marketing	manager	(or	sometimes	called	managing	marketer	in	small-	and	medium-sized	enterprises)	can	vary	significantly	based	on	a	business's	size,	corporate	culture,	and	industry	context.	For	example,	in	small	and	medium-sized	enterprises,	the	managing	marketer	may	contribute	to	both	managerial	and	marketing	operations	roles	for	the
company	brands.	In	a	large	consumer	products	company,	the	marketing	manager	may	act	as	the	overall	general	manager	of	his	or	her	assigned	product.[12]	To	create	an	effective,	cost-efficient	marketing	management	strategy,	firms	must	possess	a	detailed,	objective	understanding	of	their	own	business	and	the	market	in	which	they	operate.[7]	In
analyzing	these	issues,	the	discipline	of	marketing	management	often	overlaps	with	the	related	discipline	of	strategic	planning.	Marketing	effectiveness	Predictive	analytics	Strategic	management	Outline	of	marketing	^	Compare:	D.David	Winster	Praveenraj;	B.	Nandini;	Bushra	Tasleem	(2023).	"Marketing	Management".	Marketing	Management.
Bangalore:	Archers	&	Elevators	Publishing	House.	p.	4.	ISBN	9789394958241.	Retrieved	26	July	2024.	Marketing	management	is	defined	as	the	process	of	overseeing	and	planning	new	product	development,	advertising,	promotions	and	sales.	^	Compare:	Baker,	Michael	John	(16	September	2017).	"Marketing	and	corporate	strategy".	Marketing
Strategy	and	Management	(5,	revised	ed.).	London:	Palgrave.	p.	52.	ISBN	9781137342133.	Retrieved	26	July	2024.	[Philip]	Kotler	originally	defined	marketing	management	as	'the	analysis,	planning,	implementation,	and	control	of	programs	designed	to	bring	about	desired	exchanges	with	target	audiences	for	the	purpose	of	personal	or	mutual	gain.'
^	Compare:	Botter,	Ferna	Maria	Patricia	(2010).	"5.6:	Maatschappelijke	ondernemingen	en	marketing".	Maatschappelijke	ondernemingen:	Naar	een	andere	benadering	van	maatschappelijk	ondernemen	(in	Dutch).	Delft:	Eburon	Uitgeverij	B.V.	p.	167.	ISBN	9789059724556.	Retrieved	26	July	2024.	Zo	luidt	de	definitie	van	marketing	management	van
de	American	Marketing	Association	uit	1985:	'Marketing	(management)	is	the	process	of	planning	and	executing	the	conception,	pricing,	promotion	and	distribution	of	ideas,	goods	and	services	to	create	exchanges	that	satisfy	individual	and	services	to	create	exchanges	that	satisfy	individual	and	organizational	objectives.'	^	Hollander,	Stanley	C	(15
October	2011)	[1980].	"Let	us	contemplate	our	navels:	the	need	for	a	sociology	of	marketers	and	marketologists".	In	Lamb,	Charles	W.;	Dunne,	Patrick	M.	(eds.).	Theoretical	Developments	in	Marketing	(reprint	ed.).	Chicago:	Marketing	Classics	Press.	p.	55.	ISBN	9781613112342.	Retrieved	26	July	2024.	Marketology	(and	that	ungainly	term	will	help
distinguish	between	study	and	practice)	has	and	can	draw	substantially	from	sociology,	anthropology	and	social	psychology.	^	Aghazadeh,	Hashem	(29	April	2016).	"Sphere	of	Marketology:	Spectrum,	Scope,	Nature,	Stakeholders,	Features,	and	Functions".	Principles	of	Marketology.	Vol.	1:	Theory	(reprint	ed.).	Basingstoke,	Hampshire:	Palgrave
Macmillan.	p.	94.	doi:10.1057/9781137379320_6.	ISBN	9781137379320.	Retrieved	26	July	2024.	The	core	concept	of	marketology	involves	'recognizing,	generating	and	disseminating	market	insight	to	ensure	better	market-related	decisions	for	providing	superior	value	to	key	stakeholders'	[...].	^	Porter,	Michael	(1998).	Competitive	Strategy	(revised
ed.).	The	Free	Press.	ISBN	0-684-84148-7.	^	a	b	Clancy,	Kevin	J.;	Peter	C.	Kriegafsd	(2000).	Counter	intuitive	Marketing.	The	Free	Press.	ISBN	0-684-85555-0.	^	Kotler,	Philip.;	Kevin	Lane	Keller	(2006).	Marketing	Management,	12th	ed.	Pearson	Prentice	Hall.	ISBN	0-13-145757-8.	^	a	b	Ries,	Al;	Jack	Trout	(2000).	Positioning:	The	Battle	for	Your
Mind	(20th-anniversary	ed.).	McGraw-Hill.	ISBN	0-07-135916-8.	^	Porter,	Michael	(1998).	Competitive	Advantage	(revised	ed.).	The	Free	Press.	ISBN	0-684-84146-0.	^	Joshi,	Rakesh	Mohan,	(2005)	International	Marketing,	Oxford	University	Press,	New	Delhi	and	New	York	ISBN	0-19-567123-6	^	Kotler,	P.	and	Keller,	K.L.	Marketing	Management,
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related	to	Marketing	management	at	Wikiquote	Retrieved	from	"	The	management	of	all	activities	that	are	related	to	the	market	is	known	as	Marketing	Management.	Earlier,	marketing	and	selling	were	one	and	the	same	thing.	But,	with	the	introduction	of	globalisation,	consumers	play	a	crucial	role	in	the	market.	Besides,	different	marketing
strategies	have	also	become	essential	for	organisations.	The	modern	definitions	of	Marketing	are	based	on	the	philosophy,	that	"satisfaction	of	consumers	is	the	basic	purpose	of	business."	According	to	J.F.	Pyle,	Marketing	is	that	phase	of	business	activity	through	which	the	human	wants	are	satisfied	by	the	exchange	of	goods	and	services.		According
to	Phillip	Kotler,	Marketing	Management	is	the	analysis,	planning,	implementation,	and	control	of	programmes	designed	to	create,	build,	maintain	mutually,	beneficial	exchanges	and	relationships	with	target	market	for	the	purpose	of	achieving	organisational	objectives.		Marketing	management	philosophies	are	those	philosophies	that	are	used	by
businesses	with	the	aim	of	guiding	their	marketing	efforts.	There	are	five	marketing	management	philosophies	that	can	help	an	organisation	better	market	its	products	and	services;	therefore,	a	business	should	choose	the	philosophy	carefully.	Besides,	the	same	philosophy	cannot	provide	the	same	result	or	benefit	to	every	organisation.	Hence,	it	is
essential	for	an	organisation	to	choose	a	philosophy	that	can	identify	and	fulfil	the	needs	of	its	customers	and	benefit	the	organisation	as	well	as	the	customers.		The	five	marketing	management	philosophies	are	as	follows:	1.	Production	Concept	Some	organisations	believe	that	they	can	sell	products	easily	if	they	are	inexpensive	and	easily	available	to
consumers.	Hence,	these	organisations	follow	the	production	concept,	under	which	they	focus	on	reducing	the	production	cost	of	the	products	by	producing	goods	in	bulk	and	distributing	it	to	customers.	In	other	words,	the	main	focus	of	this	concept	is	on	large-scale	production	so	as	to	reduce	costs.	However,	this	concept	is	not	that	useful,	as	it	has
its	limitation	in	that	the	customers	don't	always	go	for	inexpensive	and	easily	available	products.	It	is	because	a	low	price	product	may	attract	customers	towards	it,	but	since	the	main	focus	of	the	company	was	on	production	and	not	on	the	quality	of	the	product,	it	can	decrease	the	sales	of	the	product	if	it	does	not	meet	up	to	the	standards	of	the
consumer.		The	production	concept	works	best	when	the	demand	for	a	product	is	more	than	its	supply.	However,	a	consumer	does	not	always	buy	inexpensive	products,	there	are	other	factors	also	which	influence	their	decision	regarding	the	purchase	of	a	product.	For	example,	Ford	Motor	Company	-	Ford's	Model	T	followed	the	production	concept.
2.	Product	Concept	Some	organisations	believe	that	they	can	sell	products	easily	and	can	attain	business	goals	if	they	manufacture	products	of	high	quality.	Hence,	these	organisations	manufacture	products	of	superior	quality.	However,	the	disadvantage	of	this	concept	is	that	organisations	should	understand	that	consumers	will	purchase	high-quality
product	only	when	they	need	it	or	want	it,	good	quality	of	a	product	is	not	the	sole	factor	in	a	purchase	decision.	For	example,	a	firm	dealing	in	high-quality	clothes	will	have	demand	only	when	the	customers	need	them.		The	organisations	following	the	product	concept	focus	mainly	on	the	good	quality	and	extra	features	of	the	product	and	hence
devote	most	of	their	time	on	developing	a	high-quality	product,	which	most	of	the	time	increases	the	price	of	the	product.	For	example,	Apple	uses	product	concept	and	focuses	on	the	quality	of	its	products,	which	makes	them	costly.		3.	Selling	Concept	Some	organisations	believe	that	they	can	sell	more	products	by	convincing	them	through
aggressive	selling	and	other	promotional	efforts.	By	using	the	selling	concept,	an	organisation	can	make	a	consumer	purchase	a	product	which	they	have	no	interest	in	buying.	Therefore,	organisations	which	rely	on	the	selling	concept	use	the	power	of	advertising	and	various	other	persuasion	techniques	to	influence	the	customers	in	buying	the
product.	In	simple	terms,	it	can	be	said	that	the	motto	of	the	selling	concept	is,	'Sell	what	you	have",	which	means	that	the	product	is	sold	by	the	seller	by	hook	or	crook.		The	selling	concept	focuses	on	the	needs	of	the	producers	and	sells	whatever	is	manufactured.	In	other	words,	this	concept	does	not	concentrate	on	the	needs	and	requirements	of
the	consumers	who	are	the	ultimate	user	of	the	product.	Therefore,	the	sale	of	a	product	depends	upon	the	buyer's	manipulation.	Under	this	concept,	the	basic	aim	of	the	seller	is	to	turn	the	goods	into	cash	even	if	they	have	to	use	unfair	tactics.		However,	organisations	using	the	selling	concept	must	understand	that	they	cannot	manipulate	the
consumers	for	a	long	time.	If	a	seller	wrongly	convinces	the	consumer	in	buying	a	product,	then	it	can	spoil	the	image	of	the	organisation	and	the	consumer	may	not	purchase	its	product	ever	again	and	will	definitely	not	recommend	it	to	others.	For	example,	insurance	companies	tend	to	use	the	selling	concept	while	selling	insurance	policies.
Therefore,	the	selling	concept	can	provide	good	results	in	the	short	run,	but	not	in	the	long	run.		4.	Marketing	Concept	The	organisations	using	the	marketing	concept	believe	that	they	should	always	fulfil	the	needs	of	the	customers	and	produce	goods	according	to	their	requirements	and	wants.	It	means	that	through	marketing	concept	the
organisations	try	to	satisfy	the	needs	of	the	customers	better	than	their	competitors.	Hence,	this	concept	states	that	'customers'	satisfaction'	is	the	pre-condition	of	the	organisation's	objectives	and	goals.		The	five	pillars	of	the	marketing	concept	or	the	process	of	marketing	concept	are	as	follows:	Identifying	market	or	customers	who	are	selected	as
the	target	market	by	the	organisation.	Understanding	the	needs,	wants,	and	requirements	of	the	customers	in	the	target	market.	Developing	the	products	or	services	to	satisfy	the	needs	of	the	customers	in	the	target	market.	Satisfying	the	needs	of	the	customers	in	the	target	market	better	than	its	competitors.Performing	all	of	the	above	steps	at	a
profit.		Under	marketing	concept,	firms	do	not	sell	what	they	produce,	but	they	produce	and	sell	what	their	customers	want.	The	organisations	which	adopt	marketing	concept	gives	importance	to	customers	and	competitors,	as	these	two	are	the	two	important	market	forces.	The	firms	have	to	keep	a	close	check	on	the	needs	and	requirements	of	the
customers	and	the	activities	of	the	competitors	so	they	can	satisfy	the	needs	of	the	customers	better	than	their	competitors.		Maintaining	constant	vigil	on	the	customers	is	known	as	customer-orientation,	and	constant	vigil	on	competitors	is	known	as	competitor-orientation.		5.	Societal	Concept	Even	though	the	marketing	concept	satisfies	the	needs
and	wants	of	customers	in	the	best	possible	way,	it	faces	criticism	from	people	concerned	about	the	environment	and	society.	They	believe	that	companies	should	not	blindly	follow	their	goals	of	customer	satisfaction	and	should	also	look	for	social	and	environmental	factors.	If	an	organisation	focuses	only	on	customer	satisfaction,	then	it	may	result	in
many	social	and	environmental	issues.	For	example,	if	a	customer	wants	drugs,	then	the	company	just	to	satisfy	the	customer	should	not	manufacture	drugs	and	supply	him.	Hence,	the	societal	concept	states	that	an	organisation	should	fulfil	customers'	satisfaction	that	is	within	the	ethical	and	environmental	aspects	of	society.		Difference	between	the
Marketing	Management	PhilosophiesBasisProduction	ConceptProduct	ConceptSelling	ConceptMarketing	ConceptSocietal	ConceptStarting	PointStarting	point	under	production	concept	is	Factory.Starting	point	under	product	concept	is	Factory.Starting	point	under	selling	concept	is	Factory.Starting	point	under	marketing	concept	is	Market.Starting
point	under	societal	concept	is	Market	and	Society.Main	FocusThe	main	focus	of	the	organisations	adopting	production	concept	is	on	the	quantity	of	the	product.	The	main	focus	of	the	organisations	adopting	product	concept	is	on	the	quality	of	the	product.	The	main	focus	of	the	organisations	adopting	selling	concept	is	on	selling	the	existing	product
by	hook	and	crook.	The	main	focus	of	the	organisations	adopting	marketing	concept	is	on	customer	satisfaction.	The	main	focus	of	the	organisations	adopting	societal	concept	is	on	customer	satisfaction	along	with	the	traditions	of	society.MeansThe	means	of	this	concept	is	availability	and	affordability	of	product.The	means	of	this	concept	is
improvement	of	quality.	The	means	of	this	concept	is	selling	and	promoting	products	and	services.The	means	of	this	concept	is	marketing	techniques.The	means	of	this	concept	is	marketing	techniques.EndThe	end	of	production	concept	is	profit	through	volume	of	production.The	end	of	product	concept	is	profit	through	quality	of	product.The	end	of
selling	concept	is	profit	through	sales	volume.	The	end	of	marketing	concept	is	profit	through	customer	satisfaction.	The	end	of	societal	concept	is	profit	through	customer	satisfaction	and	social	welfare.	CBSE	Class	12	Business	Studies	Notes	Management	:	Meaning,	Characteristics,	Objectives,	and	Importance	Difference	between	Efficiency	and
Effectiveness	Nature	of	Management	as	a	Science,	Art	and	Profession	Coordination	in	Management	:	Concept,	Features	&	Importance	Difference	between	Coordination	and	Cooperation	What	is	Business	Environment	?	|	Meaning	and	Features	Importance	of	Business	Environment	Dimensions	of	Business	Environment	Economic	Environment	in	India
New	Industrial	Policy	:	Features	&	Impact	Concept	and	Features	of	Demonetization	Planning:	Meaning,	Features,	Importance	and	Limitations	Planning	Process:	Concept	and	Steps	Types	of	Plans:	Standing	Plan	and	Single-use	Plan	Difference	between	Standing	Plans	and	Single-Use	Plans	Difference	between	Procedures	and	Methods	Difference
between	Procedures	and	Rules	Difference	between	Policies	and	Rules	Difference	between	Rules	and	Methods	Organising	:	Meaning,	Importance	and	Process	Types	of	Organisation	Structure	Difference	between	Functional	Structure	and	Divisional	Structure	Formal	and	Informal	Organisation	Difference	between	Formal	and	Informal	Organisation
Elements	and	Importance	of	Delegation	Difference	between	Authority,	Responsibility	and	Accountability	Centralization	and	Decentralization	Difference	between	Centralization	and	Decentralization	Difference	between	Delegation	and	Decentralization	Staffing	:	Meaning,	Definition,	Features	and	Importance	Staffing	and	Human	Resource	Management
Staffing	Process	Sources	of	Recruitment	(Internal	and	External:	Meaning,	Merits	and	Demerits)	Difference	between	Internal	Recruitment	and	External	Recruitment	Steps	in	Selection	Process	Difference	between	Recruitment	and	Selection	Importance	of	Training	and	Development	to	Organisation	and	Employees	Methods	of	Training:	On-the-Job
Methods	and	Off-the-Job	Methods	Difference	between	On-the-Job	Training	Methods	and	Off-the-Job	Training	Methods	Difference	between	Training	and	Development	Difference	between	Training,	Development	and	Education	Directing:	Meaning,	Characteristics	and	Importance	Principles	and	Elements	of	Directing	Importance	of	Supervision	Features
and	Importance	of	Motivation	Process	of	Motivation	Maslow's	Hierarchy	of	Needs	Theory	Features	and	Importance	of	Leadership	Types	of	Leadership	Styles	10	Qualities	of	a	Good	Leader	Which	is	more	effective	Push	or	Pull	marketing	?	Communication:	Meaning,	Definition,	Features	and	Importance	Elements	of	Communication	Process
Communication	Channels	|	Formal	and	Informal	Formal	Communication:	Meaning,	Types,	Merits	and	Demerits	Informal	Communication:	Meaning,	Networks,	Merits	and	Demerits	Barriers	to	Effective	Communication	Measures	to	improve	Communication	Effectiveness	Role	and	Objectives	of	Financial	Management	Types	of	Financial	Decisions
Investment	Decision:	Meaning	and	Factors	affecting	Investment	Decision	Financing	Decision:	Meaning	and	Factors	affecting	Financing	Decision	Dividend	Decision:	Meaning	and	Factors	affecting	Dividend	Decision	Financial	Planning:	Objectives	and	Importance	What	is	Capital	Structure?	Factors	affecting	the	choice	of	Capital	Structure	What	is	Fixed
Capital	and	Working	Capital?	Factors	Affecting	the	Fixed	Capital	Factors	Affecting	the	Working	Capital	What’s	it:	A	marketing	philosophy	is	a	fundamental	idea	that	guides	a	company’s	efforts	to	satisfy	customers	and	achieve	organizational	goals.	It	is	considered	first	when	companies	decide	how	to	build	their	marketing	strategy.	Each	of	these
philosophies	considers	the	interests	of	organizations,	customers,	and	society	at	different	relative	weights.Marketing	is	about	the	process	of	creating,	communicating,	and	delivering	products	to	customers	to	satisfy	their	needs	profitably.	The	marketing	philosophy	underlines	how	the	company	achieves	this.It	is	about	the	way	of	doing	business.	It’s	not
just	the	domain	of	the	marketing	department.	Its	application	affects	processes	and	activities	throughout	the	organization,	requiring	synergies	between	the	marketing	department	and	other	departments	such	as	operations,	finance,	and	human	resources.Marketing	philosophies	or	concepts	evolve	over	time	in	line	with	changes	in	the	relative	weights
between	the	organization’s	interests,	customers,	and	society.	Here	are	five	of	its	evolutions:Production	conceptProduct	conceptSelling	conceptMarketing	conceptSocietal	marketing	conceptEach	of	these	philosophies	was	dominant	in	its	time.	However,	that	does	not	mean	a	philosophy	dies	with	the	end	of	the	era	of	domination.	They	are	still	in	use
today.This	concept	is	the	oldest,	with	an	emphasis	on	inexpensive	and	widely	available	products.	It	assumes	consumers	are	interested	in	product	availability	and	low	prices.	That	overrides	the	elements	of	product	features	and	quality.Some	companies	may	still	adopt	this	philosophy,	especially	in	developing	countries.	They	see	that	consumers	are	more
interested	in	more	accessible	and	cheaper	products	than	its	features.	They	concentrate	on	achieving	low	costs	and	production	efficiency	to	lower	the	selling	price.	To	sell	products,	they	rely	on	mass	distribution.	However,	this	concept	ignores	that	not	all	consumers	in	the	market	are	price-conscious.	Some	of	them	are	quality	conscious.	They
compromise	price	with	product	features.This	concept	is	oriented	towards	quality,	performance,	or	features,	assuming	consumers	will	prefer	the	most	innovative	products.	Companies	focused	on	this	concept	strive	to	make	excellent	products	and	improve	them	over	time.And,	consumers	come	naturally.	I	mean,	they’ll	buy	if	they	admire	the	product,
with	little	marketing	or	sales	effort.Companies	develop	products	and	produce	more	sophisticated	features	over	time.	With	it,	consumers	get	a	superior	product,	convincing	them	to	continue	buying	the	company’s	products.However,	companies	sometimes	fall	into	the	trap.	They	have	good	knowledge	and	skills	in	making	products.	They	focus	too	much
on	their	product,	and	pay	less	attention	to	what	the	market	needs.As	a	result,	products	are	indeed	innovative	but	devoid	of	enthusiasts.	That	can	lead	to	poor	sales.The	selling	concept	sees	the	company	as	having	to	make	aggressive	sales	and	promotion	efforts.	Companies	aim	to	sell	what	they	make	rather	than	make	what	the	market	wants.Without
stimulation	from	the	company,	consumers	will	not	be	interested	enough	to	buy	the	company’s	products.	They	will	not	buy	if	the	product	is	not	advertised	to	them.It	also	assumes	the	company	has	all	the	effective	sales	and	promotion	tools	to	stimulate	more	purchases.	Companies	assume	they	can	sell	any	product	if	they	have	a	trained	and	motivated
sales	force.Companies	usually	apply	this	concept	when	they	have	excess	capacity.	Rather	than	piling	up	in	a	warehouse	–	thus	increasing	costs	-,	they	promote	products	aggressively.	Selling	products	through	aggressive	promotional	techniques	is	not	always	successful.	It’s	easier	to	sell	a	product	a	customer	wants	than	it	is	to	sell	a	product	a	customer
doesn’t	want.	This	paradigm	change	then	shifted	the	sales	concept	era	to	the	marketing	concept	era.This	concept	puts	forward	the	creation,	conveying,	and	communicating	customer	value	through	the	products	offered.	It	rests	on	finding	the	right	target	market,	identifying	customer	needs,	building	integrated	marketing,	and	achieving	profitability.	It
laid	the	foundation	for	many	companies	today	to	pursue	a	competitive	advantage.Different	from	the	selling	concept,	this	concept	focuses	on	the	needs	of	consumers	in	the	target	market.	Through	its	products,	the	company	offers	solutions	to	satisfy	them.	Meanwhile,	the	selling	concept	focuses	on	the	company’s	needs	intending	to	convert	its	products
into	cash.This	concept	is	a	compromise	between	customer	welfare,	present,	and	future.	It	comprises	three	goals:	profit,	planet,	and	people.The	company	determines	the	needs,	wants,	and	interests	of	the	target	market.	They	provide	the	desired	satisfaction	more	effectively	and	efficiently	than	competitors.	However,	they	do	so	with	an	orientation	not
only	towards	short-term	but	also	long-term	well-being.Traditional	marketing	is	deemed	unsuitable	amid	environmental	degradation,	resource	shortages,	health	problems,	and	neglected	social	services.	It	focuses	on	the	short-term	need	to	generate	profits	and	ignores	the	long-term	interests	of	consumers.	The	marketing	concept	is	the	strategy	firms
implement	to	satisfy	customers’	needs,	increase	sales,	maximize	profit,	and	beat	the	competition.	Marketing	is	a	department	of	management	that	tries	to	design	strategies	to	build	profitable	relationships	with	target	consumers.	Marketers	must	answer	2	important	questions.	What	philosophy	is	the	best	for	a	company	in	setting	marketing	strategies?
What	will	the	organization,	customers,	and	society’s	interests	be	important?	There	are	five	alternative	concepts	under	which	organizations	design	and	carry	out	their	marketing	strategies	to	answer	these.	These	5	alternative	marketing	concepts	are	also	called	marketing	management	philosophies.	There	are	5	marketing	concepts	that	organizations
adopt	and	execute.	These	are	(1)	production	concept,	(2)	product	concept,	(3)	selling	concept,	(4)	marketing	concept,	and	(5)	societal	marketing	concept.	Production	Concept	Product	Concept	Selling	Concept	Marketing	Concept	Societal	Marketing	Concept	These	concepts	are	described	below;	The	idea	of	the	production	concept	–	“Consumers	will
favor	available	and	highly	affordable	products.”	This	concept	is	one	of	the	oldest	Marketing	management	orientations	that	guide	sellers.	Companies	adopting	this	orientation	risk	focusing	too	narrowly	on	their	operations	and	losing	sight	of	the	real	objective.	Management	focuses	on	improving	production	and	distribution	efficiency.	Most	times,	the
production	concept	can	lead	to	marketing	myopia.	Although,	in	some	situations,	the	production	concept	is	still	a	useful	philosophy.	If	a	firm	decides	to	operate	based	on	this	concept,	it	will	try	to	minimize	production	costs	by	making	the	production	process	efficient.	Moreover,	for	its	products	to	be	favored	by	the	consumers,	it	will	try	to	make	its
distribution	as	extensive	as	possible.	This	production	concept	is	found	to	be	applicable	if	two	situations	prevail.	When	the	demand	for	a	product	exceeds	the	supply,	this	is	seen	in	markets	that	are	highly	price-sensitive	and	budget-conscious.	Under	such	situations,	consumers	will	be	interested	in	owning	the	product,	not	it’s	quality	or	features.	Thus,
producers	will	be	interested	in	increasing	their	outputs.	If	the	production	costs	are	very	high,	that	discourages	consumers	from	buying	the	product.	Here,	the	company	puts	all	of	its	efforts	into	building	production	volume	and	improving	technology	to	reduce	costs.	Reduction	in	production	costs	helps	the	firm	to	reduce,	helping	the	market	size	to
increase.	A	company	can	thus	try	to	create	a	dominant	position	in	the	market	where	it	operates.	This	concept	is	also	seen	in	service	firms	such	as	hospitals.	Applying	this	concept	in	service	firms	such	as	hospitals	is	also	criticized	because	it	may	cause	deterioration	in	the	firm’s	service.	You	see,	on	Amazon	or	retail	stores,	the	market	is	flooded	with
cheap	products	from	china.	Everything	from	the	cheap	plastic	product	from	China	is	on	your	cart	now.	The	best	example	of	the	production	concept	is	Vivo,	the	Chinese	smartphone	brand.	Their	phones	are	available	in	almost	every	corner	of	the	Asian	market.	You	can	walk	into	any	phone	shop	in	Asia	and	can	walk	out	with	the	latest	and	greatest
smartphone	from	Vivo.	In	the	diverse	landscape	of	marketing	strategies,	understanding	how	the	production	concept	stacks	up	against	other	marketing	concepts	is	crucial	for	businesses	to	tailor	their	approach	effectively.	Let’s	delve	into	these	comparisons,	providing	examples	for	a	clearer	understanding.	Production	Concept:	This	concept	is	grounded
in	efficiency	and	accessibility,	focusing	on	mass	production	and	distribution.	The	belief	here	is	that	customers	prioritize	affordability	and	availability.	Example:	Walmart	exemplifies	this	concept	through	its	emphasis	on	a	wide	range	of	low-cost	products.	Product	Concept:	Contrasts	with	its	focus	on	product	quality	and	innovation,	assuming	customers
prefer	products	with	superior	features	or	innovations.	Example:	Apple,	known	for	its	high-quality,	innovative	tech	products,	is	a	classic	example	of	the	product	concept.	Production	Concept	prioritizes	efficient	production	and	wide	distribution,	often	overlooking	individual	consumer	needs.	Example:	Generic	drug	manufacturers,	producing	essential
medications	at	low	costs,	demonstrate	this	concept.	Selling	Concept	involves	aggressive	sales	techniques,	suitable	for	products	that	consumers	do	not	actively	seek	out.	Example:	Insurance	companies,	which	need	to	actively	sell	their	products,	often	adopt	the	selling	concept.	Production	Concept	focuses	on	mass	production	and	affordability,	with	less
emphasis	on	market	desires.	Example:	Fast-food	chains	like	McDonald’s,	known	for	quick	and	affordable	food,	use	this	concept.	Marketing	Concept	centers	on	meeting	customer	needs	while	achieving	organizational	goals,	emphasizing	market	understanding	and	value	delivery.	Example:	Zappos,	with	its	exceptional	customer	service,	is	an	exemplar	of
the	marketing	concept.	The	Production	Concept	emphasizes	efficiency	and	cost-effectiveness,	often	sidelining	societal	welfare	or	ethical	considerations.	Example:	Bulk	producers	of	generic	household	items,	focusing	on	affordability,	align	with	this	concept.	Societal	Marketing	Concept	Balances	profits,	customer	satisfaction,	and	societal	welfare,
promoting	sustainable	and	ethical	practices.	Example:	Patagonia,	known	for	its	commitment	to	environmental	sustainability,	embodies	the	societal	marketing	concept.	The	product	concept	holds	that	consumers	will	favor	products	that	offer	the	most	quality,	performance,	and	innovative	features.	Here.	Marketing	strategies	are	focused	on	making
continuous	product	improvements.	Product	quality	and	improvement	are	important	parts	of	marketing	strategies,	sometimes	the	only	part.	Targeting	only	the	company’s	products	could	also	lead	to	marketing	myopia.	During	the	first	three	decades	of	the	twentieth	century,	more	and	more	industries	were	adopting	mass	production	techniques.	The
supply	of	manufactured	goods	was	exceeding	demand	by	the	early	1930s.	Manufacturers	were	facing	excess	production	capacity	and	competition	for	customers.	They	started	realizing	that	buyers	will	favor	well-made	products	and	are	willing	to	pay	more	for	product	extras,	and	the	product	concept	started	taking	place	in	many	producers’	minds.	The
product	concept	assumes	that	consumers	will	favor	those	products	that	are	superior	in	quality,	performance,	innovative	features,	designs,	and	so	on.	This	marketing	concept	is	thought	to	have	been	simple:	he	who	offered	a	standard	product	at	the	lowest	price	was	going	to	win.	A	firm	pursuing	this	philosophy	tries	to	improve	its	products	in	terms	of
quality,	performance,	and	other	perceptible	features.	Followers	of	product	concept	philosophy	keep	on	improving	their	products	continuously.	Advocates	of	this	concept	think	that	consumers	favor	well-made	products,	products	that	are	superior	to	the	competing	products	in	the	above-mentioned	aspects.	Many	of	product-oriented	firms	often	design
their	products	taking	little	or	no	suggestions	from	their	target	customers.	They	firmly	believe	that	product	design	or	improvement	aspects	are	better	understood	by	their	engineers	or	designers	than	by	the	customers.	They	also	do	not	compare	their	products	with	competitors’	products	to	bring	changes	in	their	products.	They	sometimes	caught	up	with
“LOVE	AFFAIR”	with	the	quality	of	their	product	and	behave	unrealistically	as	people	do	when	they	are	in	love	with	someone	of	the	opposite	sex.	A	general	motors	executive	said	years	ago:”	How	can	the	public	know	what	kind	of	car	they	want	until	they	see	what	is	available?”	Here	engineers	first	design	and	develop	the	product,	the	manufacturing
makes	it,	the	finance	department	prices	it,	and	finally,	marketing	and	sales	try	to	sell	it.	Many	marketers	still	hold	this	concept,	and	it	influences	some	that	they	even	forget	that	the	market	is	going	in	another	direction.	Marketing	has	very	little	room	for	this	concept.	The	main	emphasis	here	is	on	the	product.	Therefore,	it	is	understood	that	in	the
product	concept,	the	management	fails	to	identify	what	business	it	is	in,	which	leads	to	marketing	myopia	–	i.e.,	short-sightedness	on	the	role	of	marketing.	For	example,	suppose	a	company	makes	the	best	quality	Floppy	disk.	But	does	a	customer	need	a	floppy	disk?	She	or	he	needs	something	that	can	be	used	to	store	the	data.	It	can	be	achieved	by	a
USB	Flash	drive,	SD	memory	cards,	portable	hard	disks,	etc.	So	the	company	should	not	look	to	make	the	best	floppy	disk;	they	should	focus	on	meeting	the	customer’s	data	storage	needs.	When	you	think	of	high-quality	products,	Apple	is	one	of	the	top	ones.	Their	products	are	so	good	that	they	set	industry	trends	and	standards.	Logitech	makes	very
high-quality	computer	products	such	as	keyboards,	mice,	and	webcams.	These	high-quality	products	are	priced	higher,	but	people	still	buy,	and	they	get	almost	free	advertisements	from	independent	reviews.	The	selling	concept	holds	the	idea-	“consumers	will	not	buy	enough	of	the	firm’s	products	unless	it	undertakes	a	large-scale	selling	and
promotion	effort.”	Here	the	management	focuses	on	creating	sales	transactions	rather	than	on	building	long-term,	profitable	customer	relationships.	In	other	words,	the	aim	is	to	sell	what	the	company	makes	rather	than	making	what	the	market	wants.	Such	an	aggressive	selling	program	carries	very	high	risks.	In	the	selling	concept,	the	marketer
assumes	that	customers	will	be	coaxed	into	buying	the	product	and	will	like	it;	if	they	don’t	like	it,	they	will	possibly	forget	their	disappointment	and	buy	it	again	later.	This	is	usually	a	very	poor	and	costly	assumption.	Typically	the	selling	concept	is	practiced	with	unsought	goods.	Unsought	goods	are	that	buyers	do	not	normally	think	of	buying,	such
as	insurance	or	blood	donations.	These	industries	must	be	good	at	tracking	prospects	and	selling	them	on	a	product’s	benefits.	The	selling	concept	also	developed	at	the	same	time,	and	the	product	concept	developed	and	is	still	predominant	in	many	industries.	The	great	depression	in	America	proved	that	producing	enough	goods	or	quality	goods	is
no	more	a	problem.	The	problem	is	to	sell	those	products.	Producing	quality	products	does	not	necessarily	guarantee	its	sale.	During	this	period,	the	vital	role	of	selling,	advertising,	and	other	marketing	functions	was	organized	truly,	and	the	selling	concept	came	into	existence.	As	defined	by	Philip	Kotler,	it	holds	that	if	left	alone,	consumers	will
ordinarily	not	buy	enough	of	the	organization’s	products.	Aggressive	selling	and	promotion	activities	can	guarantee	sales.	According	to	him,	consumers	typically	show	buying	inertia	and	are	sometimes	resistant	to	buying,	and	have	to	be	influenced	by	different	means	so	that	they	are	agreed	to	buy.	The	company’s	function	is	to	influence	consumers	by
using	all	possible	sales	techniques	to	encourage	them	to	buy	more.	As	Kotler	says,	the	selling	concept	is	practiced	most	aggressively	with	unsought	goods,	those	goods	that	buyers	normally	do	not	think	of	buying,	such	as	insurance,	encyclopedias,	and	funeral	plots.	This	concept	is	mostly	used	in	the	case	of	overcapacity,	where	a	firm	wants	to	sell	what
it	makes.	It	starts	with	the	point	of	production,	which	focuses	on	products,	and	its	aim	is	to	earn	profit	through	increased	sales	volume,	and	the	means	used	are	selling	and	promoting.	Marketing,	in	its	true	sense,	still	does	not	get	a	strategic	position	in	this	concept.	Marketing,	here,	is	indeed	based	on	hard	selling.	In	moving	goods	from	producers	to
consumers,	the	function	of	personal	selling	is	to	push,	and	advertising	plays	a	pull	function.	These	two	strategies	are	used	together	and	backed	by	marketing	research,	product	development,	improvement,	pricing,	dealer	organization,	cooperation,	and	the	physical	distribution	of	goods	themselves.	To	be	effective,	selling	must	be	preceded	by	several
marketing	activities	such	as	needs	assessment,	marketing	research,	product	development,	pricing,	and	distribution.	If	the	marketer	does	a	good	job	of	identifying	consumer	needs,	developing	appropriate	products,	and	pricing,	distributing,	and	promoting	them	effectively,	these	products	will	sell	very	easily.	Marketing	based	on	hard	selling	carries	high
risks	since	a	consumer	who	is	unhappy	with	the	product	will	bad-mouth	it	to	eleven	acquaintances,	which	will	multiply	at	the	same	rate	by	those;	bad	news	travels	fast.	One	interesting	point	to	mention	here	is	that	emphasis	is	given	to	marketing	research,	not	on	market	research.	Besides	its	application	in	the	tangible	goods	business,	the	selling
concept	is	practiced	in	nonprofit	areas,	such	as	fund-raisers,	college	admissions	offices,	and	political	parties.	Every	seen	an	ad	online	or	TV	commercial	that	you	almost	can’t	escape	and	hide	from?	The	Selling	Concept	is	in	play.	Almost	all	companies	eventually	fall	into	this	concept.	“Mountain	Dew”	ads	are	hard	to	miss.	If	people	like	Mountain	Dew	or
not	is	debatable,	but	you	can	see	that	PepsiCo	is	pushing	it	hard	using	ads.	Almost	all	soft	drinks	and	soda	drinks	follow	the	selling	concept.	These	drinks	have	no	health	benefits	(they	actually	harm	your	health	more);	you	can	easily	replace	them	with	water	(	the	most	available	substance	on	the	earth).	And	the	soft	drink	companies	know	it,	and	they
run	ads	24×7,	spending	millions,	The	marketing	concept	holds-	“achieving	organizational	goals	depends	on	knowing	the	needs	and	wants	of	target	markets	and	delivering	the	desired	satisfactions	better	than	competitors	do.”	Here	marketing	management	takes	a	“customer	first”	approach.	Under	the	marketing	concept,	customer	focus	and	value	are
the	routes	to	achieving	sales	and	profits.	The	marketing	concept	is	a	customer-centered	“sense	and	responds”	philosophy.	The	job	is	not	to	find	the	right	customers	for	your	product	but	to	find	your	customers’	right	products.	The	marketing	concept	and	the	selling	concepts	are	two	extreme	concepts	and	different	from	each	other.	When	companies
started	achieving	the	capability	to	produce	in	excess	of	existing	demand,	executives	realized	the	need	to	reappraise	marketing	in	business	operations.	They	also	started	recognizing	the	significant	changes	in	the	market,	in	the	technology	field,	and	how	to	reach	and	communicate	with	markets.	These	changes	led	to	the	evolution	of	the	“marketing
concept,”	which,	in	essence,	is	a	philosophy	of	management.	The	marketing	concept	can	be	contrasted	with	earlier	concepts	in	terms	of	the	principles	of	orientation.	In	the	earlier	concepts,	goods	would	be	brought	to	the	market,	hoping	to	find	customers.	On	the	contrary,	the	marketing	concept	suggests	that	marketing	starts	with	the	customers	and
works	back	to	producing	desired	products	in	the	right	amounts	and	with	the	right	specifications.	As	Joseph	C.	Seibert	says,	“marketing	management	does	not	have	the	objective	of	creating	customers	insofar	as	it	is	responsible	for	creating	or	building	markets.	The	orientation	is	directed	toward	making	markets	rather	than	making	products.”	According
to	Philip	Kotler,	the	marketing	concept	holds	that	the	key	to	achieving	organizational	goals	consists	of	being	more	effective	than	competitors	in	integrating	marketing	activities	toward	determining	and	satisfying	the	needs	and	wants	of	target	markets	or	determining	the	needs	and	wants	of	target	markets	and	delivering	the	desired	satisfactions	more
effectively	and	efficiently	than	competitors.	This	definition	suggests	that	marketing	starts	with	the	market,	focuses	on	customers’	needs,	and	attains	profit	through	customer	satisfaction	with	coordinated	marketing.	Under	this	philosophy,	the	marketer’s	first	task	is	to	identify	the	needs	and	wants	of	his	prospect,	then	should	work	backward	through
the	trade	channel	and	physical	distribution	and	continue	this	reverse	course	beyond	the	shipping	door,	past	the	production	and	assembly	line,	right	to	the	drawing	boards	and	research	laboratories.	Under	this	concept,	all	aspects	of	company	operations	are	aimed	at	satisfying	customers’	wants	and	desires.	One	important	point	to	be	mentioned	here	is
that	a	company’s	operation	is	also	influenced	by	the	company’s	overall	target	or	objective.	For	example,	a	company	might	be	aimed	at	satisfying	consumers’	wants	and	desires,	but	its	overall	objective	might	be	to	increase	the	profit	volume.	The	above	discussion	suggests	that	the	marketing	concept	is	based	on	four	main	pillars,	The	above	bases
suggest	another	clear	definition	of	the	marketing	concept	put	forward	by	W.	J.	Stanton.	According	to	him,	“in	its	most	total	sense,	the	marketing	concept	is	a	business	philosophy	that	states	that	customers’	want	satisfaction	is	the	economic	and	social	justification	of	a	company’s	existence.	Consequently,	all	company	activities	in	production,
engineering,	finance,	and	marketing	must	be	devoted	first	to	determining	the	customers’	wants	and	then	to	satisfying	those	while	still	making	a	reasonable	profit.”	The	marketing	concept	suggests	that	a	company	should	focus	its	attention	on	marketing	rather	than	production	and	selling.	In	today’s	diverse	market,	it	is	not	feasible	for	a	company	to
operate	successfully	in	every	market	and	satisfy	its	needs.	Therefore,	it	is	ideal	for	a	company	to	highlight	its	attention	to	a	particular	segment	(s)	of	the	total	heterogeneous	market.	Focusing	on	a	particular	market	does	not	guarantee	a	company’s	success	in	the	marketplace.	Customer	orientation	is	needed	for	success,	i.e.,	carefully	defining	customer
needs	from	customers’	points	of	view.	A	company	can	do	this	with	market	research;	hence,	market	research	plays	a	dominant	role	in	marketing	concept-oriented	companies.	Customer	orientation	is	important	in	the	sense	that	a	company’s	future	and	progress	depend	on	the	customers.	Customers	can	be	new	or	old.	A	company	must	retain	its	old
customers	since	attracting	new	customers	is	very	difficult	and	costly.	A	satisfied	customer	will	buy	again	and	again,	and	he/she	will	speak	highly	about	the	company,	which	will	increase	the	company’s	image	and	help	attract	new	customers.	Therefore,	it	is	very	important	for	a	company	to	be	customer-oriented,	i.e.,	to	identify	their	needs	and	wants	and
reasonably	satisfy	those.	To	ensure	customer	satisfaction,	a	company	should	encourage	customer	complaints	since	it	is	seen	from	different	studies	that	96%	of	unhappy	customers	never	tell	the	company	about	their	dissatisfaction.	Hence,	the	company	should	take	the	initiative	on	its	own	to	encourage	customers	to	complain.	It	is	also	vital	for	a
company	because	criticism	from	a	dissatisfied	customer	can	cause	the	firm’s	ruination.	On	the	other	hand,	a	company	can	get	quite	helpful	innovative	ideas	from	its	customers’	complaints.	It	can	also	improve	its	product	quality	and	service	level	if	it	knows	what	customers	actually	want.	Thus	it	may	increase	the	number	of	loyal	customers	and	profit
volume.	The	marketing	concept	is	a	total	enterprise	concept.	To	be	successful,	all	marketing	functions	must	be	coordinated	among	themselves,	and	second,	marketing	itself	must	be	well-coordinated	with	other	departments.	A	company	managed	under	the	marketing	concept	must	plan,	organize,	coordinate,	and	control	its	entire	operation	as	one
system	toward	achieving	a	single	set	of	objectives	applicable	to	the	organization.	There	are	obvious	reasons	behind	coordinating	marketing	functions	among	themselves,	and	the	main	reason	is	to	eliminate	conflict.	For	example,	if	marketing	functions	are	not	coordinated,	the	salesforce	might	criticize	marketing	people	for	setting	a	high	sales	target.
Coordinating	with	other	departments	is	that	marketing	cannot	work	in	isolation.	If	employees	of	other	departments	do	not	recognize	how	they	impact	customer	satisfaction,	the	marketing	department	cannot	alone	provide	it.	To	be	marketing	oriented,	a	company	must	carry	out	internal	and	external	marketing.	Internal	marketing	means	successfully
hiring,	training,	and	motivating	employees	to	serve	the	customers	well	and	satisfy	them.	Internal	marketing	must	be	carried	out	first	because	unless	a	company	is	not	ready	to	provide	customer	satisfaction,	it	cannot	go	for	external	marketing.	Under	the	marketing	concept,	marketing	becomes	the	basic	motivating	force	for	the	entire	firm.	The	status	of
marketing	people	also	changes,	and	marketing	comes	into	the	foreground	of	the	company’s	operation.	The	entire	company	works	to	develop,	manufacture,	and	sell	a	product	from	the	marketing	perspective.	Regarding	what	business	we	are	in,	the	company,	for	example,	says,	“we	sell	beauty	and	hope	instead	of	we	sell	cosmetics.”	The	importance	of
different	levels	of	management	also	changes	with	the	adoption	of	the	marketing	concept.	Customers	come	to	the	top	of	the	organization	and	then	come	front-line	people	who	meet,	serve,	and	satisfy	customers.	Middle	management	is	there	to	support	front-line	people	so	that	they	can	better	serve	the	customers,	and	top	management	stays	at	the	base
to	support	middle	management	so	that	they	can	effectively	and	efficiently	provide	support	to	the	front-line	people.	The	end	of	the	marketing	concept	is	to	make	profits	through	customer	satisfaction.	This	suggests	that	profit	is	to	be	made	by	satisfying	customers’	needs.	As	customers’	needs	are	changing	day	by	day,	a	marketing	concept-oriented
company	has	to	consider	and	modify	its	product,	service,	and	activities	with	the	change	in	needs	and	satisfy	customers	better	than	its	competitors	due	to	earning	profit	in	the	long	run.	Restaurants	and	startups	do	follow	the	marketing	concept.	They	try	to	understand	the	consumer	and	deliver	the	best	product	or	service,	which	is	better	for	the
competition.	‘Dollar	shave	club’	is	the	best	example.	They	changed	the	Men’s	grooming	market.	They	have	understood	that	people	are	unhappy	with	their	previous	grooming	products	and	prices.	Whereas	other	companies’	grooming	products	will	cost	hundreds	to	buy	for	just	one	month.	‘Dollar	shave	club’	charges	a	couple	of	bucks	a	month	with
higher	quality	products	and	home	delivery	convenience.	Difference	between	Selling	Concept	and	Marketing	Concept	Theodore	Levitt	of	Harvard	drew	a	perceptive	contrast	between	the	selling	and	marketing	concepts.	According	to	him,	“selling	focuses	on	the	needs	of	the	seller;	marketing	on	the	needs	of	the	buyer.	Selling	is	preoccupied	with	the
seller’s	need	to	convert	his	product	into	cash;	marketing	with	the	idea	of	satisfying	the	customer’s	needs	utilizing	the	product	and	with	the	whole	cluster	of	things	associated	with	creating,	delivering	and	finally	consuming	it.”	The	marketing	concept	is	based	on	four	pillars:	target	market,	customer	needs,	integrated	marketing,	and	profitability.	It
takes	an	outside-inside	view.	On	the	other	hand,	the	selling	concept	takes	an	inside-outside	perspective	(see	the	figure	below).	Selling	concept-oriented	companies	start	planning	with	the	factory,	focus	on	the	company’s	existing	products,	and	undertake	heavy	selling	and	promoting	to	produce	profitable	sales.	The	marketing	concept	starts	with	a	well-
defined	market,	focuses	on	customer	needs,	coordinates	all	the	activities	affecting	customers,	and	produces	profits	by	satisfying	customers.	No.The	Selling	ConceptThe	Marketing	Concept1undertakes	a	large-scale	selling	and	promotion	effortundertakes	activities	such	as;	market	research,2The	Selling	Concept	is	suitable	for	unsought	goods—those
that	buyers	do	not	normally	think	of	buying,	such	as	insurance	or	blood	donations.The	Marketing	Concept	is	suitable	for	almost	any	type	of	product	and	market.3Focus	on	the	selling	concept	starts	at	the	production	level.Focus	on	the	marketing	concept	starts	with	understanding	the	market.4Any	company	following	the	selling	concept	undertakes	a
high-riskCompanies	following	the	marketing	concept	must	bear	less	risk	and	uncertainty.5The	Selling	Concept	assumes	–”customers	who	are	coaxed	into	buying	the	product	will	like	it.	Or,	if	they	don’t	like	it,	they	will	possibly	forget	their	disappointment	and	buy	it	again	later.”Instead	of	making	an	assumption,	The	marketing	concept	finds	out	what
the	consumer	really	requires	and	acts	accordingly	to	them.6The	Selling	Concept	makes	poor	assumptions.The	marketing	concept	works	on	facts	gathered	by	its	“market	and	customer	first”	approach.	Societal	marketing	concept	questions	whether	the	pure	marketing	concept	overlooks	possible	conflicts	between	consumer	short-run	want	and	long-run
consumer	welfare.	The	societal	marketing	concept	holds	that	“marketing	strategy	should	deliver	value	to	customers	in	a	way	that	maintains	or	improves	both	the	consumer’s	and	society’s	well-being.”	It	calls	for	sustainable	marketing,	socially	and	environmentally	responsible	marketing	that	meets	consumers’	and	businesses’	present	needs	while	also
preserving	or	enhancing	future	generations’	ability	to	meet	their	needs.	The	Societal	Marketing	Concept	puts	human	welfare	on	top	before	profits	and	satisfying	wants.	The	global	warming	panic	button	is	pushed,	and	a	revelation	is	required	to	use	our	resources.	So	companies	are	slowly,	either	fully	or	partially,	trying	to	implement	the	societal
marketing	concept.	This	is	basically	a	management	orientation	that	holds	that	the	key	task	of	the	firm	is	to	determine	the	needs	and	wants	of	target	markets	and	to	adapt	the	organization	to	deliver	the	desired	satisfactions	more	efficiently	and	effectively	than	its	competitors	in	a	way	that	preserves	and	enhances	the	well-being	of	the	consumers	in
particular	and	the	society	in	general.	It	calls	upon	marketers	to	balance	three	considerations	in	setting	their	marketing	policies:	company	profits,	consumer	want	satisfaction	and	public	interest.	Companies	may	adopt	the	societal	marketing	concept	if	it	does	not	result	in	a	competitive	disadvantage	or	loss	in	the	company’s	profits.	It	is	because	any
contemporary	company’s	basic	goal	is	to	keep	its	customers	happy	and	profit	by	serving	and	satisfying	them.	While	large	companies	sometimes	launch	programs	or	products	that	benefit	society,	it	is	hard	to	find	a	company	that	is	fully	committed	socially.	We	can	see	Adidas	doing	great	as	they	continue	to	support	Colin	Kaepernick	despite	pressure
from	various	parties.	Tesla	promises	a	big	push	for	green	energy	with	electric	cars	and	solar	roof	panels/tiles.	Companies	don’t	follow	a	single	marketing	concept	rigidly.	They	usually	use	a	mix	of	marketing	concepts	or	change	them	depending	on	the	market	situation,	competition,	and	sales	numbers.
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