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The Concept of Marketing and Sales: Key Differences Glassally (Baguddl) agglacse
1.Timing and Orientation: Marketing takes place before production, whereas s Calaallg L'é_._guﬂ\ O CaladIaAY) phi

selling occurs after the product has been produced and introduced to the Bguddl ‘éﬁ Al C)Ja_g GU.H}[\ day ol @,\5\ Wl cc\l'\‘i\ Ja8 Nt Grgeddll (1)

market.

Marketing vs. Selling

Timing and Orientation
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The Concept of Marketing and Sales: Key Differences Glassally (Baguddl) aggla%se
2. Nature of the Process: Marketing is a continuous process scalasiallg L’ézty.aﬂ\ O Cal@DUIAY) ;.A\
that extends from pre-production stages to post-production dolanl) Lal cGt\N\ o La 9 GU-N\ Ji8 By dalac éiy-nﬂ\ (2]
activities, whereas the selling process concludes once the sale -@:‘5\ d2ia @333} @-‘5\-' eb—w e g@z‘ﬁ doal)

is completed and the transaction is finalized.

Marketing vs. Selling

Nature of the Process
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The Concept of Marketing and

Sales: Key Differences

3. Definition of the Market: From a
marketing perspective, the market
encompasses both the current markets
served by the organization and potential
future markets, while taking into account
all possible changes and variables that
may arise  within  the  market
environment.

In contrast, from a sales perspective, the
market is more narrowly defined, being
limited to the direct relationship
between the organization (or its sales

force) and consumers.

Marketing vs. Selling

Definition of the Market
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The Concept of Marketing and

Sales: Key Differences

4. Market Research and Opportunity
Identification: Marketing is concerned
with studying markets and identifying
sales opportunities for a product
through marketing research, whereas
sales management does not place
sufficient emphasis on systematically
identifying market opportunities for

the product.

Marketing vs. Selling

Market Research and Opportunity Identification
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The Concept of Marketing and Sales: Key Differences
5. Focus of Activities: Marketing focuses on the consumer by
identifying needs and wants, and then developing products
that align with those needs. In contrast, the sales concept
focuses on the product and its attributes, employing various

methods to persuade consumers to purchase it.
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Focus of Activities
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The Concept of Marketing and Sales: Key Differences Glassally (Baguddl) aggla%se
6. Orientation Toward Needs: Marketing focuses on satisfying tlaasally (Fagadl) <laduidY| ;.A\
the needs of the buyer, whereas selling focuses on fulfilling 2l alhls e S all % (bl Clals Je Ky 3asall O

the needs of the seller.

Marketing vs. Selling

Orientation Toward Needs
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The Concept of
Marketing and Sales: Key

Differences

Based on the above
distinctions:

Sales represent a component
of the broader marketing
process, and sales
management operates as a
subunit within the overall
marketing management

function.

Sales Management in Marketing

Marketing Management
(B gail) 5 ))a)
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Comprehensive marketing strategy
ALl A o At 1l

Sales Management
Slassall 5 il

Oversees sales operations
tlasnall illae e ol

Sales
Sl

Core revenue-generating activity
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Definition of Marketing
Marketing can be conventionally
defined, based on the core

elements of the marketing mix,
as: A set of activities
concerned with the product,
its pricing, its distribution,
and its promotion, with the
objective of  satisfying
consumers’ needs and

wants.
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Criticisms Directed at Marketing
* Influencing consumer behavior: Marketing is
criticized for its ability to shape and influence

consumer behavior.
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Criticisms Directed at Marketing

* Transforming wants into needs: Marketing
is often seen as converting wants into
perceived needs, which may not always be

necessary (Need vs. Want).
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Criticisms Directed at Marketing

* Non-productive activity: Marketing is
sometimes viewed as a non-productive
activity that does not directly contribute
to the creation of tangible goods.
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Criticisms Directed at Marketing

 Cost escalation: Marketing s
criticized for increasing costs, which
may ultimately be borne by
consumers.
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Marketing as Both a Science and

an Art

Marketing is both a science and an art.
It is considered a science because it
relies on  established principles,
structured frameworks, and systematic
methodologies. At the same time, it is
regarded as an art because it engages
with human emotions—particularly in
the study of consumer behavior—given
that the arts, in general, are concerned
with understanding and appealing to

human feelings.
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Evolution of the

Marketing Concept
1. The Production
Concept Stage

2. The Sales Concept
Stage

3. The Marketing

Concept Stage

4. The Societal " "

Marketing Concept
Stage
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The Modern Concept of Marketing
The modern concept of marketing begins
prior to production, as economic
feasibility studies for any project initiate
with a marketing feasibility analysis.
Understanding  the market  and
accurately  identifying its  needs
constitute fundamental principles of
marketing. Accordingly, the modern
marketing concept has evolved to
become a comprehensive, market-
oriented approach that starts with
analyzing customer needs and
preferences, and then directs all
production and organizational activities
toward satisfying those needs effectively

and efficiently.
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The Marketing Mix (4P’s) (4ps) Rusedl) garall
The core elements of the marketing mix have evolved over time, with additional Ab aae aljd Gl By cduad)l sl gjall jualie a3
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Nevertheless, the fundamental elements of the goods-related marketing mix remain four, (Product — Price — Place — Promotion ) oAl — sl

components introduced in response to the development of the marketing environment.
With the advancement of retailing, the elements expanded to six; with the growth of the

service sector, they increased to seven; and within the digital environment, they have

all beginning with the letter “P,” hence the designation 4P’s, which are: Product — Price —

I T S ™ S
e

Place — Promotion
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Reasons for the Growing

Importance of Marketing:
1. Significant advancements in
production technologies

. Production planning

. Consumer orientation

. Mass production

2
3
4
5. Goods and exchange processes
6. Labor force dynamics

7. Advancements in transportation
8

. Identification of marketing
opportunities
9. Coordination between production

and sales
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Organization of the

Marketing Department:
* Administrative
(Functional) Organization

* Product-Based
Organization

* Market-Based

Organization
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The Role of Marketing in
Creating Customer Value
(Utility)

* Form Utility

Time Utility

Place Utility

* Possession Utility
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Avoiding Marketing Myopia
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Broad (Modern) Definition of the Business
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Traditional Definition of the Business Company
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We operate in the entertainment industry
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We operate in the transportation industry
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We operate in the energy industry
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We are a communications company
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We operate in the animated film industry

(e Al
Walt Disney
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Exchange in the

Marketing Process

Exchange in the marketing
process requires the
presence of two parties,
each possessing an objective
within the exchange
relationship, where the
primary goal is the mutual
satisfaction of each party’s

needs.
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Conditions of the Exchange

Process

The presence of at least two parties.
Each party must possess something that
is desired by the other party.

The ability of the two parties to
communicate with one another.

The freedom of each party to accept or

reject what the other party offers.
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General Guidelines in the Principles of Marketing Course

1) It is inappropriate to use synonymous combinations such as
(“products and services”) or (“products and goods”)
interchangeably. The correct formulation is that products (Product)
fundamentally encompass both goods (Goods) and services
(Services).

Subsequently, the concept of products has been expanded to
include not only goods and services, but also ideas and other value
offerings, thereby reflecting the broader and more comprehensive

scope of modern marketing.
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General Guidelines in the Principles of Marketing Course P Bugdl) zoalia e 2 dale claldy)
2) The proper marketing designation is “organization”, and all other |3 cuad GJﬁ d)iti\ Silaial &9 (w‘) &A..J\ gigy-aﬂ\ M‘ (\'
designations are encompassed within this term.  (samaal)
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General Guidelines in the Principles of Marketing Course P Bugdl) zoalia e Lﬁ dale @lald))
3) There is a distinction between customer and client: the auy Juandld (ool (S (Gagal) OB duanly O G 8 dla (W
fundamental difference lies in loyalty. A client is characterized by ) OJfJ'” Ae G9S 5)3)‘.4511’ u-“.é{ﬁ 9\13311‘

loyalty, whereas such loyalty is not necessarily present in the case of

a customer.
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General Guidelines in the Principles of Marketing Course 1¢§3M‘ (salaa ) yia @ dals Q‘qu!
4) To distinguish whether a product is a good or a service, attention ‘UA‘Y 6-3'43 qsﬂ\ "CJM‘" uJ! Jm daxd Ji dalu CJ-.'-‘S‘ 0SS Ol (A (i
should be given to the core value for which payment is actually la Ll (,.rm dasil) R j:“ ;’*h‘” QA A\J;‘\J @ﬁ L.Sl“ e,a-nbji\ c«g-&m J\j,ﬁaih
made. For example, in the case of a restaurant, the primary value eslhd\ &M 4’:’ Ay C‘Jl laldb LU‘J C‘-‘HL‘ ) Bud Cpanal c;“b
paid for is the service experience, which includes the chef’s l.-.‘-“‘ et

expertise, comfort, and enjoyment. Accordingly, the restaurant
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General Guidelines in the Principles of Marketing Course

5) Care must be taken to avoid reducing the concept or definition of
marketing to any single element. Some tend to equate marketing
solely with promotion, attracting consumers, or customer service.

If marketing is to be defined in its most fundamental form—
reflecting its core activities—it should be articulated based on the
key elements of the goods-related marketing mix, as follows:
Marketing is a set of activities concerned with the product, its
pricing, its distribution, and its promotion, with the aim of satisfying

consumers’ needs.
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General Guidelines in the Principles of Marketing Course

6) It is important to pay attention to the fundamental pillars of
marketing, which include:

* The marketing environment and market analysis

* The elements of the marketing mix

* Consumer behavior

These pillars collectively reflect the study of marketing as both a
science and an art, approached from two complementary
perspectives:

* The producer’s perspective (Marketing)

* The consumer’s perspective (Shopping)

Accordingly, a clear distinction is made between Marketing and
Shopping, as each represents a different viewpoint within the

overall exchange process.
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7) Marketing, as both a science and an art, is founded on two .géhl.d\ elaillg &,Jiai\ glail) s opalia Ao 8 alaS Gy gul) Al (v

complementary pillars: rational appeal and emotional appeal.
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Discussion Exercises

1.

Is there any similarity or connection between marketing and
musical bands (such as the band “4CAT’s,” for example)?

How can you persuade a colleague to purchase a particular
product?

In your opinion, would you rely on rational appeal or
emotional appeal? Why?

Does marketing imply deception or fraud? Explain your
answer.

Define marketing based on your understanding of the

elements of the marketing mix.
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