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3.1 – The Role of Marketing

The place or process whereby customers and 

suppliers trade.

The total level of sales of all produces in the 

market.

Why is measuring market size important?

Can market size be measured by other means?
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The percentage change in the total size of a 

market over a period of time.

%Change = 

difference/original

Calculate the % change in market size in 2007 

compared with 2006

The percentage of sales in the total market sold 

by one business.

Market Share =       firm’s sales x100%

total market sales

Why does market share matter to a firm? Calculate the market share held by Pot Noodle in 2007.

Calculate the % change in sales of Pot Noodle in 2007.
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Cause Effect

1  Price rises throughout a market lead 

to small reductions in demand

A. Rise in market size by value

2  Rival firms launch new products that 

revitalise sales within a market

B. Market size rising by value, but 

falling in volume  

3  Sales volumes rise due to greater 

demand, not price cutting

C. Growth in market share

4  A brand becomes trendy, having 

been worn by the star of a TV soap

D. Sales decline for a year, though  the 

market may still be set for long term 

growth

5  A sharp recession cuts sales of luxury 

goods

E. Your own brand’s sales are static, but 

market share is declining 

• Define marketing and describe its relationship 

with other business activities.

• Describe the difference between market and 

product orientation.

• Explain the difference between the marketing 

of goods and services.

The management role of predicting, identifying 

and meeting the needs and wants of customers 

in a profitable manner

Marketing departments form strategies around 

four key areas…
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In what way is marketing linked to the following 

departments? Use 388-9

Operations Finance Human Resources

What came first, the product or the customer 

need?

Product Orientation – an inward-looking approach 

focused on making products that the business 

believes the customer will want/need.

Market Orientation – an outward-looking approach 

basing product decisions on consumer demand 

established through market-research.

Use pages 389-90 to complete worksheet 51

• If a firm tries an market-orientated approach to 
respond to every single need and want, they will 
overstretch resources

• Customers may have ‘latent’ needs that only 
arise once a product-orientated business spends 
resources on researching and developing new 
products.

• Firms are probably best using a combination of 
both.
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• Extend your knowledge of ‘orientation’ by 

looking at ‘asset-led’ and ‘social’ marketing

• Explain the difference between the marketing 

of goods and services.

• Analyse the marketing techniques of non-

profit organizations.

An approach to marketing that bases strategy 

on the firm’s existing strengths and assets, for 

example launching new products of diversifiying

• Enjoys benefits of product and market orientation by 

emphasising/using key strengths whilst making 

decisions based on the needs of the market

• Helps achieve competitive advantage, enter 

new/expand existing markets, extend product/brand 

‘life’
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Using mainstream marketing methods to 

achieve beneficial social change.

Activity 4.1.3, page 392 -

discussion

Copy the diagram 

and  add bullet 

points based on 

pages 393-4


