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Marketing evolution

322 Maslow’ s Hierarchy of Needs

Self-
actualization
needs
Self-development
and realization

Esteem needs
Self-esteem, recognition, status

Social needs
Sense of belonging, love

Safety needs
Security, protection

Physiological needs
Hunger, thirst

Maslow, A.H (1943) A theory of Human Motivation
Psychological Review, 50, 370-396
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Markets Core
Marketing
Concepts
Exchange,
transactions, and
relationships
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Production-orientation Stage

Evolution of Marketing
1. Demand exceeds available supply.

“make all you can”
2. All that is made can be sold.

3. Focus is on engineering and generating output, not the customer.

4. Epitomized between late 1800s and early 1900s.
“make the best you can”

“sell all you make”

Product-orientation Stage

1. Supply frequently exceeds demand

2. All that is made must achieve quality standards.
3. Focus is on the product.

4. Epitomized between late 1900s and early 1930s.

Sales-orientation Stage

1. Supply frequently exceeds demand.

2. Focus is on promotion and pricing; objective is to sell all the inventory.
3. Hard-sell techniques create ype of pushy, i 1.
4. Epitomized between early 1930s and 1950s.
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1. Production Orientation Stage

The philosophy that consumers will favour
products that are available and highly
affordable and that management should
therefore focus on improving production and
distribution efficiency.

Starting Focus Means Ends
Point
o Selling =z
Existing Profits through
Factory and
products promoting sales volume

The production concept
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Labih fungsianal, labih memikat
Namun tetap irt & ekonomis delam
sogalanya |
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Evolution of Marketing

Market-orientation Stage

“make what you can

sell
1. Variety in markets, variety in products.
2. Employs full marketing mix.
3. Focus is on needs and
4. Most typical current orientation.

p ility over volume.

“make it together with

the customer”

Service Dominant Logic

1. Service industries gain more and more importance

2. Ideas generated in the service field spread to other sectors (like industrial
marketing, marketing for consumer goods, ...)

3. “Intangible product features”

Gigi mendjadi lebih putih

dalam Senunggu.

gagainumkah garanja? ru tidak sukar, kalau
mulai sckarang djuga memakai Pepsodcat
untuk menggosok gigi. Karena hanjalah
Pepsodent jang mengandung Irium, jaitu
suatu bahan mudjarab jang dapat mentjcgah
rusaknja gigi. Akan terbukti bahwa scmua selaput jang
melekat pada gigi akan hilang lenjap scperti cmbun kena sinar
matahari. Sesungguhnia, gigi akan ampak lebih putih
dalam waktu 7 hari!

Pepsodent kwalitetnja terdjamin,
Karena Pepsodent terpelihara dalam)

\ 7,
sodent dengan Irium mendjadikan gigi istimewa putih.

rbe aluminium
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2. Product Concept

The philosophy that consumers will
favour products that offer the most
quality, performance, and
innovative features.
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3. Selling Concept / Sales
Orientation Stage

The idea that consumers will not buy enough of
the organization’ s products unless the
organization undertakes a large — scale selling
and promotion effort.
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STARTING POINT  FOCUS MEANS ENDS

FACTORY EXISTING PRODUCTS. SELLING ANDPROMOTING PROFITS THROUGH SALES VOLUME

THE SELLING CONCEPT
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4. Marketing Concept / Market
Orientation Stage

The marketing management philosophy that holds
that achieving organizational goals depends on
determining the needs and wants of target markets
and delivering the desired satisfactions more
effectively and efficiently than competitors do.

CQDiah
> Sastri
Plaza budget hotel
CQDiah
> Sastri
@icT Integrated Profits through
Market as marketin customer
9 satisfaction

The marketing concept
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5. Service Dominant Logic / Societal
Marketing Concept

The idea that the organization should determine
the needs, wants, and interests of target
markets and deliver the desired satisfactions
more effectively and efficiently than
competitors in a way that maintains or
improves the consumer’s and society’s well —
being.
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Body shop

SRE0 e
SocietY
(human welfare)
\
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Societal .
marketing \
concept N
Consumers Company
(want satisfaction) (profits)
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MARKETING MANAGEMENT PHILISOPHIES

Orientation

Key Ideas

Production and

product Focus on efficiency of internal operations —

if we make it, they will buy it

Focus on aggressive sales techniques and believe
that high sales result in high profits

Focus on satisfying customer needs and wants
while meeting objectives - if they will buy it, we will
make it

Focus on satisfying customer needs and
Societal wants while enhancing individual and
societal well-being. |.e.-mfg using recyclables
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* In group of three
Answer the following questions:

- In which stage do you think these short
video at?

- List 5 USP your video
- What can we ‘mprove from the video?
WM

MTE

Group discussion

«has bett‘ar message to pro ot?{a \‘\\ 1
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