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Marketing Concepts
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Marketing Concepts
Marketing is the process of promoting a business's products and services to increase sales and, thus, profits. There exist several strategies to help maximize the sales of a business. They include the product, production, selling, marketing, and societal marketing concepts. 
The product concept is customer-based. It states that customers need superior products that offer quality performance and innovativeness. The loyalty of customers, therefore, is hedged on producing quality products. The production concept is based on the idea that people prefer readily available goods at low prices. Under this concept, a business should focus on the production of more cheap products to maximize profits. The only problem with this concept is that it overlooks the need for quality. The marketing concept is based on the idea of convincing people to buy the products (Deepak & Jeyakumar, 2019). This is an important concept, especially in organizations producing similar products. It involves explaining why your products should be purchased by fronting its benefits and its advantage over other similar products. 
	For global companies, the marketing problem is on how to enter other markets. This is complicated by issues such as trade restrictions. Alternative market entry strategies include: exporting, licensing, joint venture, and direct investment. Importation is the least risky, but the profit potential is low. Direct entry is the most expensive but provides the best strategy, which provides the best potential for profits (Osano, 2019).  Some companies have extensively invested in building economic and communication infrastructure crucial to marketing. One company that has done that is PepsiCo, which has invested $1.5 Billion in transportation and manufacturing systems in China and India.  
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