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Abstract 

 
Every company has a goal of getting a specific profit or as much as possible and 
maintaining or even trying to increase it for the long term. This goal can be realized if the 
sale can be carried out as planned. Thus it does not mean that the goods or services sold 
will always generate profits, so the above factors must receive full attention for the 
company. Superior competence in understanding customers and, therefore, the 
opportunity to provide satisfaction to customers and the ability to recognize competitors' 
movements. Companies that manage to control the market and this arena are called 
market-driven firms that balance these two orientations well to produce better marketing 
performance than companies with other directions. Coordination between the company's 
functions as an effort, for example, to share information about customers and competitors 
with all tasks better to face the growing competition from time to time. 
 
Keywords: Company, Marketing Performance, Marketing Concept, Sales Concept, 
Marketing Mix. 

 
—————————— —————————— 

 

A. INTRODUCTION 

Today, product marketing is increasingly intense, including consumer goods 

and industrial goods and services (Mcdonald et al., 2001). This competition is mainly 

found in buyers' market conditions, where buyers have a dominant role in the 

market (Dobson et al., 2001). In this case, the buyer is considered a king, who must 

be served and satisfied with the goods or services purchased. By emphasizing 

providing satisfaction to consumers, there is a shift in the concept of an approach in 

product marketing from a sales concept to a marketing concept (Christy et al., 1996). 

Marketing activities for a company are one of the main activities that a 

company must carry out to maintain its survival. Companies must consider so many 

factors in carrying out marketing activities for products produced for companies that 

make products and companies that specifically sell products (Porter, 1980). 

The rivalry level between business sectors is rising in today's business world, 

including companies in Indonesia. With the advent of technology in this 

globalization period, every business aims to constantly increase the efficiency of 

manufacturing and marketing management to optimize benefits according to the 

intention sought by each company (Gunawan & Wahyuni, 2014). Increased rivalry in 

the corporate world has permeated all business sectors (business), making current 

competition between firms more complex. Companies in the goods and services 
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industry cannot be isolated from this rivalry, in which an organization must be able 

to face multiple challenges that occur in handling its selling business, as well as 

ensuring that the company involved can work with effective and productive 

management (Assih & Hastuti, 2014). 

Each corporation will boost retail prices by using an aggressive marketing 

system and unique strategies for expanding the current customer market. Marketing 

strategy is a marketing mix strategy, which includes Price, Product, Promotion, and 

Places (Ohy, 2010). Marketing is a vital role of a corporation since it defines its 

(product's) sales volume and market position (Keith, 1960). Mastery of market share 

depends on taking advantage of its marketing strategies, such as: how to promote a 

product price, how the pricing strategy with existing competitors, how the 

promotion policy, how is the proper distribution process, and how to know the 

market environment and so on (Bhide, 1994). 

The level and types of needs and desires of consumers can differ from one 

another, which causes the choice of opening a business opportunity to be more 

numerous and more significant, the reasons for choosing or the purpose of selecting 

and the factors that must be considered in an attempt to do business for each 

consumer as well. Besides, determining which segment of the market is located, 

identifying consumers into specific details, and identifying what targets were 

achieved and positioning. 

 

B. METHOD 

In this study, the authors used qualitative research. According to Creswell: 

"qualitative research is a method for exploring and understanding the meaning that 

a number of individuals or a group of people think comes from a social or human 

problem." The researcher's study will focus on a social and complex problem. As a 

result, the researcher decided to use qualitative analysis techniques to assess how to 

locate, obtain, store, and interpret research results (Creswell, 2016). 

Qualitative research is research that uses many methods, interpretive and 

naturalistic approaches, observes objects in a natural setting, seeks to interpret or 

interpret phenomena from the perspective of the community involving the use of 

numerous research resources extracted from case studies, personal interactions, 

introspection, life stories, interviews, interpretation, factual, interactional, and visual 

texts to explain routine and troublesome moments and meanings in an individual's 

life (Semiawan, 2010). 

 

C. RESULT AND DISCUSSION 

1. Marketing Management and Its Development 

The made marketing decisions certainly influence the company's efforts to 

achieve goals and maintain and develop them. Marketing decision-making is almost 

always related to the marketing mix variables (Sukotjo & Radix, 2010). Therefore, 

this marketing mix is essential and can be used as a practical marketing tool. 
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The demand exerts the most pressure on the brand mix since its goods are 

ultimately aimed at the consumer. This market need is used as the basis for 

determining the types of products and the market conditions for various alternative 

prices, promotions, and distribution. This problem shows companies allocate their 

marketing activities to each of the mixed variables (Bowman & Gatignon, 1996). 

Discussion of a theoretical review of the marketing mix will begin with the 

concept or understanding of marketing, marketing mix strategy, the relationship 

between price decisions, promotion and distribution, and various aspects of the 

company's marketing mix. 

Knowledge and skills in marketing are essential in business activities. But 

more important than that is what is called here with the concept of marketing. The 

marketing concept is nothing but a philosophical foundation that directs action in 

the marketing field. This is a logical continuation of the historical development of the 

companies. Previously, the firm has several different orientations, such as 

manufacturing orientation. The manufacturing method is the focal point here, with 

others acting as complements. The time when the business is financially focused is 

also established. During this time, the financial role took charge. Then, the 

company's orientation is to deliver as many products as possible that have been 

made. The marketing orientation is the following sign in this company's direction 

that can be observed. The central point here is marketing. In a situation where the 

competition is getting fierce, the concept directed at this marketing orientation is 

known as the marketing concept (Houston, 1986). 

 

2. Sales Concept 

In the business world, various activities from the type of business 

(manufacturing) that produce goods, trading businesses that distribute merchandise, 

and service businesses, will ultimately lead to selling goods or services. Sales activity 

is a determination in the business world. With these sales activities, the company 

will receive a reimbursement equal to the price of the goods or services agreed upon 

when the sale and purchase are carried out. From these sales activities, the seller 

expects that the goods or services will again be at a price point whose value is higher 

than the cost of goods (cost) so that the company will earn a profit. To achieve the 

maximum level of profit, the sales manager must see and observe the existing 

market conditions. Thus, the sales manager can see the opportunities that exist in the 

market. The following is sales management definition, namely planning, directing, 

and monitoring personal selling, including withdrawal, selection, equipment, route 

determination, supervision, payment, and motivation as tasks assigned to 

salespeople (Firmansyah, 2019). 

From the above understanding that sales management is known that the sales 

manager's duties are pretty broad. It can also be said that the sales manager's job is 

as an administrator in personal selling activities so that the main task has a lot to do 

with sales personnel. Another part and duties of the sales manager are organizing 

sales activities both within the company and outside the company. He must compile 
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an organizational structure that can create effective communication within the sales 

department and other existing departments. Within the company, and is also the 

most critical link between the company and consumers or buyers and other 

communities, is responsible for creating and maintaining an effective distribution 

network. Apart from these tasks, the sales manager still has different tasks, namely 

using and participating in preparing information for marketing decision-making, 

such as determining budgets, quotas, and sales areas, and participating in making 

decisions about products, marketing channels, or distribution politics promotion. 

And price mapping (Stewart, 2005). 

So it can be said that the sales manager is apart from being an administrator 

of personal selling activities and a member of a group of managers who take part in 

marketing decisions. Success can be achieved when someone has a goal or hope, as 

well as entrepreneurs or salespeople. These goals will become a reality if 

implemented with sufficient willingness and ability (Stewart, 2005). Apart from that, 

the following factors must also be considered. 

a. Capital required 

b. Ability to plan and make products, 

c. Ability to determine the right price level 

d. Ability to select the right supplier 

e. Ability to use appropriate promotional methods. 

In general, entrepreneurs have a goal of getting a specific profit or as much as 

possible and maintaining or even trying to increase it for the long term. This goal can 

be realized if the sale can be carried out as planned. Thus, it does not mean that the 

goods or services sold will always generate profits; this is where the above factors 

must receive the company's full attention for companies, generally have three 

general goals (Umar, 2002), as follows 

a. Reach a specific sales volume. 

b. Getting a sure profit. 

c. Supporting company growth. 

Sales executors or salespeople do not solely carry out efforts to achieve these 

three objectives. In this case, there must be neat cooperation between functionaries in 

the company and with the distributors. In practice, sales activities can be influenced 

by several factors. The factors are as follows. 

a. Conditions and sales capabilities 

b. Existing market conditions 

c. The amount of capital used. 

d. The condition of the company organization 

e. Other factors that can affect sales. 

With the advent of the industrial revolution, companies succeeded in making 

goods on a large scale. Previously produced by hand, machines carried out the 

production process at the beginning of the Industrial Revolution. The main problem 

faced in this phase is how to sell these items. Making good things alone is not 

sufficient to guarantee the success of a company. The company's work is measured 
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primarily by the volume of sales it produces. Sales-oriented companies like this are 

said to adhere to a concept called sales (Shinta, 2011). 

Companies that adhere to the concept of sales are more concerned with sales 

than customer satisfaction. Sellers would not hesitate to use less truthful approaches 

(promotions) to convince buyers to purchase. These strategies will ultimately 

damage the business, so many consumers will be frustrated if what the vendor said 

about the products they ordered does not meet it. 

These customers will feel betrayed and will not make another order, so 

subscriptions will not be formed. The selling concept is mainly carried out on 

products that are not good or products usually not thought of by buyers, such as 

insurance, encyclopedias, etc. 

 

3. Marketing Concept 

Marketing is a marketing mix strategy system, and the marketing strategy 

itself is a subsystem of the marketing management process. Thus, the marketing 

strategy occupies a different position in marketing science but becomes an integral 

part of the overall marketing mix strategy. The marketing strategy can be explained 

by starting with how the organization produces a combination of deals that include 

goods, services, and costs and uses a promotional mix that provides for sales 

incentives, advertisement, salesforce, public relations, direct mail, and telemarketing 

to reach out end consumers and delivery networks. Product planning involves 

policies and procedures related to: 

a. Types of products offered: quality, design, and so on. 

b. The selling market: to whom, where, when, and for how much. 

c. New product policy: research and development program 

Pricing involves policies and procedures relating to: 

a. The price level used. 

b. The special price used. 

c. Price policy, one price or one price range, efforts to maintain prices, and so on 

d. The boundaries are used for companies and trade. 

Distribution channels regarding policies and procedures relating to: 

a. The channel used between factories and consumers 

b. The level of selectivity between sellers and retailers 

c. Efforts to get customer cooperation. 

Promotion of Policies and Procedures Relating to: 

a. Charges imposed on unique sales plans or equipment directed at or through 

trade. 

b. Forms of consumer promotion tools for trade promotions. 

The marketing concept has been formulated in various styles, such as "Find 

the desire and fulfill it." "Make what you can sell instead of trying to sell what you 

can make," and so on. Sales concepts and marketing concepts are often confused. 

The concept of selling starts with existing products. Then there were massive 

sales and promotions to achieve profitable sales. The marketing concept begins with 
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the target buyers' wishes and desires. All events that can provide customer loyalty 

are integrated and coordinated by the organization. Profits are produced by building 

and retaining customer loyalty. 

In short, the marketing concept is oriented to the needs and desires of 

consumers supported by an integrated marketing effort, which is directed at creating 

customer satisfaction as the key to achieving company goals. 

According to Putri (2017), the marketing concept agency requires us to pay 

attention to three things: consumers, coordination of marketing activities, and 

consumer satisfaction. This concept encourages us to look outside, namely 

consumers, and not into goods. This concept is often reflected in the saying that the 

consumer is king. Such an idea is often only interpreted as pleasing the buyer in 

buying and selling transactions. This is, of course, wrong. 

As taught by the marketing concept, consumer-oriented requires 

entrepreneurs to do things that are more than pleasing to consumers. This often 

means an effort to study the functions and uses of the goods being produced 

carefully so that the goods to be marketed will suit consumers' needs and desires. 

Besides, different groups of consumers often have different needs. Finding groups 

whose needs are not yet fulfilled by the market is an essential task in this consumer 

orientation. Thus, consumer research is also necessary to discover the characteristics 

and consumption patterns of the consumer population. 

Marketing that looks outward and into the future requires coordination and 

integration of marketing activities and the marketing mix in the form of a sales 

concept starting from existing products. Then there were massive sales and 

promotions to achieve profitable sales. The marketing concept begins with the target 

buyers' wishes and desires. All events that can provide customer loyalty are 

integrated and coordinated by the organization. Profits are produced by building 

and retaining customer loyalty. 

In short, the marketing concept is oriented to the needs and desires of 

consumers supported by an integrated marketing effort, which is directed at creating 

customer satisfaction as the key to achieving company goals. 

According to Hery (2019), the marketing concept agency requires that we pay 

attention to three things: consumers, coordination of marketing activities, and 

consumer satisfaction. This concept encourages us to look outside, namely 

consumers, and not into goods. This concept is often reflected in the saying that the 

consumer is king. Such an idea is often only interpreted as pleasing the buyer in 

buying and selling transactions. This is, of course, wrong. 

As taught by the marketing concept, consumer-oriented requires 

entrepreneurs to do things that are more than pleasing to consumers. This often 

means an effort to study the functions and uses of the goods being produced 

carefully so that the goods to be marketed will suit consumers' needs and desires. 

Besides, different groups of consumers often have different needs. Finding groups 

whose needs are not yet fulfilled by the market is an essential task in this consumer 

orientation. Thus, it is also necessary that consumer research's role is as a tool to 
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discover the characteristics and consumption patterns of consumers (Kotler & Keller, 

2006). 

Marketing that looks to the outside and into the future requires coordination 

and integration of marketing activities and the marketing mix in the form of policies 

in the fields of goods, prices, distribution, and promotion. This coordination is 

essential if goals are to be achieved more effectively. Goods policy, for example, 

must be in line with price policies and aspects of distribution and promotion. 

Incompatibility not only causes waste but more so because the achievement of 

targets may not be optimal. On the other hand, coordination is not something that 

will happen automatically but must be continuously worked on and developed. This 

coordination in large companies is reflected in the organizational structure, while in 

other companies, this may not be easy to see. Whatever the size of a company, if it 

effectively achieves its goals, it requires coordination and often the integration of 

marketing activities. 

The third milestone of this marketing attitude is customer satisfaction. 

Customer satisfaction is not meant here, of course, only temporary pseudo 

satisfaction. More than that, the satisfaction referred to here is the ability to solve 

problems faced by consumers. Satisfied consumers are essentially consumers who 

have been able to solve problems or problem needs. (And it is this kind of 

satisfaction that will ensure the continuity of the company's operations because they 

are usually the ones who will become loyal customers. 

 

D. CONCLUSION 

In marketing and sales policies, the company seeks to apply various 

marketing mix variables to optimize product sales. The selling price of a product 

generally must be determined to be higher than the production price and other costs 

to make a profit. The existence of profits earned continuously will enlarge the 

business scale and continue to invest in the development of the company, which is 

what is being done. Marketing of products is generally domestic and foreign; at this 

time, competition conditions in the industry are very tight. Strategies for managing 

market operations that are aimed at increasing sales or securing hegemony of the 

market portion, dealing with competitor maneuvers or preventing the entry of new 

competitors, 

To increase sales volume through the development of a product 

differentiation strategy or a product diversification strategy. One of the issues in 

developing a product mix strategy is the expansion of the number of product lines 

(product line breadth) as an effort to win the competition. Competition is described 

as a system of relationships in which companies can only exist and survive if they 

have unique advantages over their opponents. Suppose they do not have a special 

gift. In that case, the competition can shift its strategic position. Therefore, the more 

similar a company's strategic profile is to its closest competitors, the tougher market 

competition occurs. The company can develop its unique marketing and sales 
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through product, price, promotion, and distribution. The market share can be 

maintained and even increased through it, not vice versa as a competitor. 
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