Company Orientations Toward the Marketplace

Marketing activities should be carried out under a well-thought out philosophy of efficient, effective, and socially responsible marketing.  However, there are five competing concepts under which organisations conduct marketing activities: the production concept, product concept, selling concept, marketing concept, and societal marketing concept.

The Production Concept
The production concept holds that consumers will prefer products that are widely available and inexpensive.












The Product Concept

The product concept holds that consumers will favour those products that offer the most quality, performance, or innovative features.





















The Selling Concept

The selling concept holds that consumers and businesses, if left alone, will ordinarily not buy enough of the organisation’s products. The organisation must, therefore, undertake an aggressive selling and promotion effort.



















The Marketing Concept 

The marketing concept holds that the key to achieving its organisational goals, consists of the company being more effective than competitors in creating, delivering, and communicating customer value to its chosen target markets.


















The marketing concept rests on four pillars:
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The Societal Marketing Concept


The societal marketing concept holds that organisation’s task is to determine the needs, wants and interests of target markets and to deliver the desired satisfactions more effectively and efficiently than competitors in a way that preserves or enhances the consumer’s and the society’s well-being.




















· Ben & Jerry’s

· The Body Shop

· Marks and Spencer  (CSR)





The Ansoff Matrix


The Ansoff Growth matrix is another marketing planning tool that helps a business determine its product and market growth strategy.

Diagram: The Ansoff Matrix

























































Market Penetration























Product Development



























Market Development



















Diversification














· [bookmark: ima2b1]Vertical integration is one way for companies to diversify. 
· [bookmark: _GoBack]Forward vertical integration occurs when a firm moves downstream in terms of the product flow, as when a manufacturer integrates by acquiring or launching a wholesale distributor or retail outlet.

· Backward integration occurs when a firm moves upstream by acquiring a supplier.

· Related (or concentric) diversification occurs when a firm internally develops or acquires another business that does not have products or customers in common with its current businesses but that might contribute to internal synergy through the sharing of production facilities, brand names, R&D know-how, or marketing and distribution skills.

· An unrelated diversification involves two businesses that have no commonalities in products, customers, production facilities, or functional areas of expertise. Such diversification mostly occurs when a disproportionate number of a firm's current businesses face decline because of decreasing demand, increased competition, or product obsolescence.







SWOT Analysis
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Question

1. The Kelly Bottling Company, located in a large metropolitan area of some five million people, produced and marketed a line of carbonated beverages consisting mainly of flavoured soft drinks (not including colas), soda water and tonics. They were sold in different types of packages and sizes to a wide variety of retail accounts. How might such a company expand its revenues by pursuing each of the different expansion strategies discussed in the Ansoff Matrix.
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