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Marketing

Definition: 
• Marketing is the management process 

involved in identifying, anticipating and 
satisfying consumer requirements.

• The management process of getting the 
right product, to the right place at the right 
price and at the right time. 

Marketing involves a wide range of activities:
• Researching the market – this involves 

gathering and analysing information 
on consumers, the marketplace and 
competition.

• Analysing the market – this is an 
examination of market conditions to 
identify new opportunities.

• Setting of marketing goals – these 
must be linked to the business’s overall 
objectives.

• Developing a marketing strategy – this 
involves constructing a plan that details 
how the marketing objectives can be 
achieved. This strategy should be based 
around the use of the marketing mix, the 
4Ps of marketing.

Marketing involves a whole range of activities 
that are aimed at providing goods and services 
that will satisfy the customer and make a profit 
for the business. The better the marketing, 
the more desirable (or desired) the product or 
service that is provided for the customer, and 
the more profits the business should be able 
to make.

Product Orientation

Definition: When a business bases its marketing 
mix on what the business sees as its internal 
strengths.  

Businesses with a product-orientated approach to 
selling try to sell whatever they can make, without 
trying to find out if it is what the customers want.

Example: McDonalds’ approach with its products 
is heavily product-orientated, with core products 
produced the same way in a range of very 
different international markets. The initial focus is 
on developing and making the product then trying 
to sell it to consumers.

Features of product orientated approach: 
• emphasis on developing, producing and selling a 

technically sound product
• contact with the consumer largely at the final 

stage
• an approach that is more likely to succeed when 

there is little or no competition
• fashion and tastes are not accounted for in 

product mix.

Benefits:
 ☑ increase economies of scale
 ☑ focus on product development
 ☑ easier to apply production management 

methods
 ☑ focus on quality.

Disadvantages:  
 ☒ changes in market structure will not be 

responded to
 ☒ fashion and taste are not accounted for in the 

product mix.

Market Orientation / Market-Led

Definition: When a business bases its marketing mix on 
its perception of what the market wants.

Features of market orientated approach:  
• consumers are central to a business’s decision 

making – strong understanding of their needs 
• can respond quickly to changes in the market 
• in a strong position to meet the challenges of new 

competitors entering the market
• more able to anticipate market changes
• more confident that the launch of new product will 

be a success.

Benefits:
 ☑ customers get greater satisfaction 
 ☑ customer focus means the business will continue to 

improve and upgrade products/respond to changes 
 ☑ satisfaction leads to repeat purchases and brand 

loyalty 
 ☑ loyal customers buy more frequently and in greater 

volume 
 ☑ loyal customers are less susceptible to competition 

and are more willing to pay higher prices 
 ☑ long term profitability means that a business will 

remain viable and successful 
 ☑ familiarity with the market allows a business to build 

emotional impact into their advertisements, i.e. to 
market more effectively objectives of the business – 
increase growth. 

Disadvantages:  
 ☒ high-cost market research to understand the market
 ☒ constant internal change as the needs of the market 

are met
 ☒ unpredictability of the future, especially from the 

point of view of staff
 ☒ abandonment of earlier product investment.


