Horizontal differences Marketing VS Other Departments
	Department
	Emphasis
	Emphasis of Marketing Dept.

	R&D
	General Research, essential quality and technical specs 
	Applied research, general quality and sales specs 

	Technical 
	Prolonged Design time, a few models, standardized components
	Short Design times, a lot of models, adaptable components

	Supplies
	Narrow production line, standardised components, price targets, economic production size, sparse purchases
	Wide production line, non-standardized components, quality of supplied materials,large production size (to avoid stock-outs),just-in-time purchases that trigger just-in-time sales and cust.satisfaction

	Production
	Large production time-span, prolonged seasons with the same models, minimized model modifications, standardised orders, ease of  production, mediocre quality control
	Short production time-span,short life –cycles with a lot of models. requent modifications, adaptable orders, aesthetics & design, tight quality control

	Inventory
	Fast moving products, narrow production line, economic order quantity
	Wide production line, high level of stock

	Economic
	Strict expenditure justification, rigid and timely budget, appropriate price policy to cover costs
	Case by case expenditure justification, flexible budgets to cover a variety of needs, a price policy that aims at further market growth

	Accounting
	Standardized transactions and occasional reports
	Case by case terms (ie favourite customer agreements and other mechanisms that reduce price visibility such as frequent flier terms in airlines).Also frequent reports. 

	Credit/Finance
	Full control of borrowers ,risk minimization, tough money collection mechanism
	Mediocre risks allowed. Soft negotiation and payment collection mechanism


In-depth analysis Marketing Vs Production

	|Topic
	Marketing orientation
	Production orientation

	Attitude towards customer
	Customer needs determine company plants
	They should be glad we exist, trying to cut costs and bringing out better products

	Product Offering
	Company makes what it can sell
	Company sells what it can make

	Role of Markeing Research
	To determine customer needs and how well company is satisfying them
	To determine customer reactions, if used at all

	Interest in Innovation
	Focus on locating new opportunities
	Focus is on technology and cost cutting

	Importance of profit
	A critical objective
	A residual, what’s left after all costs are covered

	Role of customer Credit
	Seen as customer service
	Seen as necessary evil

	Role of Packaging
	Designed for customer convenience and as a selling tool
	Seen merely as protection for the product

	Inventory levels
	Set with customer requirements and costs in mind
	Set to make production more convenient

	Transportation arrangemenets
	Seen as customer service
	Seen as extension of production and storage activities, with emphasis on cost minimization

	Focus on advertising
	Need satisfying benefits of products and services
	Product features and how products are made

	Role of Sales force
	Help the customer to buy if the product fits customer’s needs, while coordinating with the rest of firm.
	Sell the customer, don’t worry about coordination with other promotion efforts or rest of firm

	Relationship with customer
	Customer satisfaction before and after sale leads to a profitable long-run relationship
	Relationship us seen as short-term end when the sale is made

	
	
	

	
	
	

	 
	 
	 


