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[bookmark: _Toc40125384]Introduction
Marketing can be a management method in which a set of activities is integrated throughout the business organization to identify, anticipate and also offer to meet the needs of the target customer, more profitable for the corporate (Kotler). and Armstrong, 2018). Promotion ideas encompass a standard attribute for product or service development, promotion, and joint distribution through expanded external and domestic marketing. The market section is related to a specific group of buyers with common characteristics that an organization chooses to serve in relation to what it aims to contribute to trade.

In general, sales are crucial for the survival and prosperity of a business organization due to its wide application to the macro environment during the creation of the company (ie trade or the sector in which the business organization operates). Its in-depth theoretical framework, in particular 5 Porter Force, not only analyzes the internal activities that the corporation has to perform, but continues as a way to establish the market itself - input power, risk substitution, level of dispute and the like (Cateora et al., 2016).

This report may aim to provide a general summary of the broad language for promotion and its role and responsibilities in business organizations. The report may include streamlining different sales ideas, combining sales and their importance, stages of the sales method, creating customer value and therefore the role of stakeholders in achieving sales.

[bookmark: _Toc40125385]Types of Marketing Concept
In order for a business to be successful, each of its departments develops methods and development plans in connection with the operations and purposes for which it is assigned. sales have 5 completely different ideas that have distinctive styles of strategic frameworks applicable during one type of situation and jointly on the nature of each (Cateora et al., 2016). The ideas have a style that clarifies the purpose of the business organization as a result of the changes that everyone contributes to the work of other departments - such as training employees for marketing positions, but the human resources department. The five ideas are:

[bookmark: _Toc40125386]Production 
This is a sales approach. This often happens when marketers prefer to appeal to the lower class in today's business, but he argues that he aims to appeal to the attribute - preferring a budget to an expensive product or service (depending on the nature of the business). product), corporation). the installation is extensive and therefore the product itself is created cheaply, then sold at a very reasonable value, with associated unfortunate disregard for quality in most cases. it may be a good idea to use it during extremely high growth, and profits are geared towards increase and scope (Demangeot, 2008).

[bookmark: _Toc40125387]Product 
In contrast to production-oriented manufacturing thought, companies that choose commercial thought focus on the customer and less on increasing profits through low-cost manufacturing (Demangeot, 2008). this means that the goods and services offered by the various companies are of high quality and aim to satisfy the demand for the greatest practicality and even innovative options that customers receive. this is often associated with a particularly applicable thought in markets that press firms to form superior production compared to the opposition. A good case is Apple INC, which may be one of the best-selling technology companies in the physics manufacturing and distribution market, focusing on constant innovation.

[bookmark: _Toc40125388]Selling 
The idea of ​​commercialism is very different from the previous 2 printed on top, in the sense that the seller here does not believe that customers can buy a product themselves and therefore need persuasion (Demangeot, 2008). this idea puts a load of energy in the hands of a business that is fully committed to effectively stimulating tons of demand with potential customers. Load the time we tend to identify any of these actions used when the business has the impression of overcapacity and wants to sell what it produces, not what the market wants or wants. Companies that value using this style of buying more should be careful to look for potential customers and show emotion so as to sell them the benefits of their unwanted product.

[bookmark: _Toc40125389]Marketing Concept
Buying is key this thought of competition. it is a sales construct that believes that the success of a business depends on sales efforts that provide an offer with a higher value than its competitors. in addition, this concept focuses on the need and desire for targeted sales, in addition to a value greater than its competition (Demangeot, 2008). once you sell, your goal is to be the preferred selection over your competitors.

[bookmark: _Toc40125390]Societal Marketing Concept 
Building social sales is the most progressive and modern applicable mind you should have. it is a sales construct that believes in the coming of society, producing a much better product that makes it easier for the world to be a much better place (Prothero, 1990). This orientation arises after some doubts as to whether sales and business are coping with the massive problems facing society in assessing environmental degradation, resource scarcity, increase, poverty and social disruption. Foods are usually high in fat and can supplement these dishes with fries, pies and soda, which are also not healthy choices. The food is then wrapped in a convenient package, which most of the time lands at the lowest point like waste.
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[bookmark: _Toc40125392]The Original Marketing Mix
The combination of commercialism includes several areas of focus as part of the marketing ranking. The term usually refers to a simple classification that started as a result of the four Ps: product, price, placement, and promotion. Effective sales slightly different areas appreciate the hostile attachment of the message. Therefore, it can help you reach a wider audience, and given the four explanations, marketers are more likely to keep the main focus on the things that really matter. The combined specialization of suppliers helps organizations to create strategic selections when launching a brand new product or editing existing products (Pulido Polo, 2018).

The four classifications of explanatory notes for developing a fair sales strategy were first introduced in 1960 by academia. seller and author E. St. McCarthy. relying on trade and thus the purpose of the sales contract, sales managers can use very different approaches to each of the four explanations. each part is tested repeatedly, but then they are usually attached to each different one.

The Product
This is a business product or a type of service which is designed to meet the needs and requirements of the customer. For a good market for a product or service, it is very important to note what sets it apart from the competing product or service. it is very important to figure with completely different goods or services.

The Price
The sales value of a product reflects what consumers are willing to receive. Sales professionals should be forced to think about evaluation, along with analysis and development, production, marketing, and distribution - otherwise known as cost-based evaluation. the valuation based mainly on the quality or value perceived by the buyers is known as the valuation.

The Place
The type of product sold is important to require event distribution areas. the most customer product, such as the paper product, sometimes sells quickly in many stores – this is key to remember. This part of the marketing mix encompasses inbound and outbound logistics such as distribution, supply of raw materials, transportation organisation, and many more important aspects that are used for the product or service to reach the customer in the best way possible. It must be both efficient in time and effective in quality provided.


The Promotion
Sales campaigns are called promotional harvesters. Activities may include advertising, publicity, personal mercantilism and content. The key idea must be related to the budget set for the commercialism mix. sales professionals strictly build a message that continuously includes details of the three alternative explanations in an attempt to reach its audience. Defining is the most important setting for effective communication and making selections that are usually applied but usually communicated.

[bookmark: _Toc40125393]7P Marketing
Not all sales are product-focused as there are companies which are also established in the service market and should be taken equally as seriously, according to Srivastava (2012).

There are additional marketing mix elements, including this type of combined sales, could cover people, process and physical evidence. people sit with staff representing a company while working with clients or clients. the technique represents the ways or flow of customer service and usually involves performing the service to meet customer needs. Physical proof refers to the kingdom or house in which representatives and clients of the company work. affects a member of the subject of furniture, signs and layout.

In addition, retailers typically survey consumers, who typically influence strategies involving a service or product. This needs tools for human action with users in terms of receiving feedback and processing the requested feedback.
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Traditionally, sales begin with the daily desires of buyers and end with the delivery and promotion of the final product or service. Consumer-oriented sales are terribly different. The goals are assessment of the client's wishes, simple human actions, and development of strategies for forming loyalty to the client. This increases the importance of selling harvesters in today's business environment.

[bookmark: _Toc40125395]The Marketing Process and its Stages
According to Claessens (2015), sales tactics are divided into two huge parts: the largest consists of activities that create value for the cartridges. this is often the most important and elementary part of the tactical and can be divided into four steps. In return, the corporation can capture value from customers, ie. the second part of the sales technique.

The first step in the emergence of sales technology is who the customer is and what he needs and wants. Before adding various business activities, the corporation must gain a comprehensive understanding of the market. To do this, he must also analyze the market at the customer's request. at the same time it must be managed within the market and customer information.

The second step of the tactic is to develop a customer-oriented sales strategy. however, can a company do that? It primarily involves market segmentation and targeting. the corporation must divide the market and therefore focus and focus on one or more of these known segments. This answers a simple question: What kind of customers can we want to serve? answer this question and therefore full segmentation and targeting is very important as the organization cannot serve all customers in every technique. On the contrary, the corporation must focus its resources on those customers to whom it will serve best and profitably.

When a sales strategy is developed, the corporation can delete the third step, which focuses on building a connected integrated sales program, ie. plausible combined sale. The purpose of the sales program is to indicate the strategy for selling real value to consumers. Therefore, the sales program must offer superior value to the customer. The sales program is thought of because the four post-shows consisting of the four sold-out parts. The combination of commercialism consists of products, price, place and promotion. product means that the provision of a product (or service) is fascinating to focus on customers and make stable brands around that product.

The fourth step in the first part of the sales technique, which aims to create value for the buyers in question, is to form a profitable relationship with customers and target customers. the matter that leads to success in this is often excluded from customer satisfaction. Instead, the orientation should please the customers, which means that the company offers exceeds customer expectations. Customers will then replicate the acquisition method and remain loyal and profitable to the corporation.

Finally, once these four steps are completed, the corporation creates value for the right customers through an integrated integrated sales program that leads to stable customer relationships. The fifth step can now focus on the range of reciprocal value from customers. compensatory value from customers means that the corporation is ready to come up with a profit and equity. this is often maintained by happy, and as well as that promising customers who repeat the acquisition action and therefore come to the store several and many times.

[bookmark: _Toc40125396]Creation of Customer Value in Marketing
The value in marketing, as the value of the fee perceived by the customer, is that the excellent quality between the long-term analysis of the customers for the benefits and therefore the price of one product placed once among the others. Marketers must produce value for the product by providing education, wanting and reaching the target market. Another very important aspect of product promotion is the training of internal staff and shareholders in the company to stimulate their support, contribution, and participation in the sale of the new product. in addition to the present, the key here is that the cost of human action and establishing customer value, where this is often very important, as a result of your efforts to form a value measured in customer perceptions of that value (Sheth, 2019). A basic cognitive operation that your customers cannot get is one of the factors you'd want as a result of what business organizations have as an associated unspoken shared value - consumers get a product they feel irresistible or want.

[bookmark: _Toc40125397]Stakeholder Engagement
[bookmark: _Toc40125398]Definition and Function
The associate’s neutral commitment is that the way the organization itself provides encouragement to its stakeholders to stimulate stakeholders within the decision-making method and who will really influence its implementation, according to the studies conducted by Aakhus and Bzdak (2015). it is worth noting that neutral engagement is an element of the company's idea of ​​social responsibility within the framework of achieving a triple bottom. The importance of stakeholders is huge as a result of these characteristics and therefore internal ones make an important contribution to the organizational success of an organization.

[bookmark: _Toc40125399]Application in Marketing
Stakeholders who influence commercial activities during a business organization are the marketing staff of the department and their managers (and administrators, if applicable) (Aakhus and Bzdak, 2015). workers are the people who collect and develop organizational ways in the sales department to improve any of the following aspects:
 sale of a combined approach
 illustration of advertising materials
Development Development of products / services
Improve the corporation's Ansoff matrix
 Assessment of competition
Development of innovative concepts for brand new options for existing goods with reference to the Ansoff matrix
 Assessment of personal weaknesses and the strength of the work of the department.

Sales managers are responsible for:
 Distribution of trade tasks
 coordination of work
 observance of the work of the workers
Providing a qualified recommendation
 Assisting in achieving the goals
Final reports and news to the administrators of the sales department
Support decision-making on the course the sales department takes to improve organizational efficiency
 human activity with secular departments such as human resources, accounting and operations.

[bookmark: _Toc40125400]Conclusion
In conclusion, sales are extremely important during a business, regardless of its mission within the business. the sale provides a gap for communication and service of consumer demand within the market, within the exchange for a profitable result, if carried out successfully. There are several areas in which sales contain responsibility in the associated organization, along with a combination of sales, neutral commitment, choosing an abstract strategy to use for the product, service, and target customer, and so on. The lifeblood of a business operation in the sale of relevance is the continuous investment of efforts and incentives to increase or develop its scope and ensure that employees are well qualified for the commercial positions in which they are located.
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