	During this essay, I am going to be discussing the marketing elements, including the processes and stages of marketing such as the marketing mix, the role of marketing in creating value for customers and the engagement of stakeholders and their impact on marketing activities. 
	Marketing has many definitions which can make it difficult to understand. One of the most popular definitions is “marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably”. (Reynolds, n.d.). 
	Marketing has an important role in creating value with customers. Customer value can be defined as “The difference between what a customer gets from a product, and what he or she has to give in order to get it.” (Business Dictionary , 2018)
This is because marketing is what creates and builds the relationship between a customer and the business. Marketing is crucial in all business organisations, both big and small, profit and not for profit. The marketing of a business is important as it shows the image which the business is trying to create, what products and services are offered and of course, gives customers confidence in the business. Marketing also allows an organisation to promote their business. It allows them to distinguish themselves from their competitors, and what makes their product or service different and why consumers should choose them. (Xander2012, 2012). 
	There are two different forms of marketing, traditional and contemporary. Traditional marketing is seen in shopping centres and in advertisements such as tv, magazine and emails. However, in contemporary form, marketers have many new approaches such as new websites, apps and social media accounts. Which allow them to reach their customers, both old and new directly and personally. 
	During the 1930s, marketing was completely production based. Marketers took the approach that whatever they wanted to make, that is what they would sell. Then by the 1960s marketing was consumer orientated. They based their products and marketing on the customer which they want to buy them. During 
	Marketing is an essential process for all businesses, no matter what the type. Marketers will often spend their time focusing on products which exist and new ways to innovate them. It is also important for marketers to constantly revise marketing strategies in order to keep up with marketplace changes. Once marketers are able to understand their consumer’s needs, buying patterns and expectations, they are then able to create marketing programmes which are able to be adapted regularly in order to attract, satisfy and retain their consumers. Without knowledge and understanding of the ever-changing marketplace, it is highly unlikely that marketers will be able to keep the attention of their consumers. (Mahea, 2014)
	The marketing mix is divided up into what is commonly defined as the 7 p’s. The 7 P’s of marketing are what make up a target audience. These are people, promotion, physical environment, process, promotion, price, product and place. it is important for a business to know their target market well enough as otherwise; the business won’t understand exactly what it is the consumers want. A simple, yet informative definition of the marketing mix is “The marketing mix refers to the set of actions, or tactics, that a company uses to promote its brand or product in the market.” (Economic Times, 2018). 
	The marketing process is divided up into 4 main stages, during each step there is different steps. The first step which marketers follow is conducting a marketing analysis where they gain an understanding of customers, competition, trends/marketing environment and international capabilities. The next step is designing the marketing strategy. This step involves the marketers identifying market segments, creating their priorities based on their target market, positioning their brand, and creating their overall marketing objectives. Marketers then go on and implement their marketing programmes. This step involves the marketers considering the 7 p’s of marketing; pricing, products, place (also known as distribution), promotion, people, processes and physical environment. The final step of the marketing process is putting in place the controls. During this step they must set the budgets and schedules, divide up the responsibilities and benchmark and monitor the process regularly. (Mifflin, 2006). 
There are five key customer and marketplace concepts which are needs, wants and demands, market offerings, value and satisfaction, exchanges and relationships and markets. It takes marketers just four steps to create and capture their overall customer value. Firstly, they begin with working to understand their consumers, they then create their customer value, which then leads them to build strong relationships with their consumers. The final step which marketers take is the rewards from creating such customer value, such as sales, profits and long-term customer loyalty. 
The customer needs are things which are things which are seen as felt deprivation, and are divided into three groups; physical needs, social needs and individual needs. Customer wants are what are what an individual requires due to their culture and personality. And customer demands are wants which are backed up by buying power. 
The one and only way which organisations are able to fill their customer needs is through using market offerings. This is initially a combination of products, services and experiences. It is important for an organisation to not just focus on the product they are offering, they must create a brand experience which will enable the customer to remember the benefits rather than the competitors.
A customer chooses the specific product from the market based upon the value and satisfaction which they have received previously. Customers who have received a good experience previously and have left satisfied. However, if the customers have received a negative experience they are more than likely to buy from competitors. (Doucette, 2016).
	There are a number of different things which influence an organisation, stakeholders being one. There are two different types of stakeholders, primary and secondary. Primary stakeholders are anybody who are directly affected by any decisions a business makes. Secondary stakeholders are those who aren’t directly in communication with the organisation but are still influential. 
There are many different stakeholders of a business and these each have an impact on businesses, especially in their marketing. Employees aren’t classed as shareholders but are classed as stakeholders as they are always effected by the decisions which their employers make. Employees are a huge factor of any business, in order for them to be successful they must consider the consequences of any decisions they make. Another stakeholder of a business are their suppliers. Suppliers are an important part of any business as without them being reliable they would not be as successful as they are and have been. A business’ suppliers provide them with the materials which are required in order for them to successfully create their products and provide them to their customers. 
All businesses main priority is their consumers, as they have many types of consumers from the ones who purchase from any of their stores etc. Some business do pay celebrities to enforce their brand etc. However, they have usually purchased from the organisation prior to becoming an ambassador for the brand. Many businesses offer consumers promotional deals which allow them to save money when purchasing items. They also sell products through other retailers which make it easier for consumers to access the products from them. As well as this, many businesses have online services which allow consumers to purchase products online with ease and have them delivered directly to their home.
Although, the government does not have any direct shares in a business, they are still classed as a stakeholder and always have huge interest in successful businesses. The government take such an interest in these businesses as they are creating plenty of jobs to aid the economy in growth. By creating these jobs, the businesses are helping to decrease the count for unemployment each country. Also, this hugely benefits the global economy as successful businesses pay a large amount of tax which the government is then able to put back into the economy. Although the government does not directly invest money into many business, nor do they purchase goods and services, they are a key stakeholder as the government are the ones who keep taxes and unemployment stable. It is important for businesses to have a good relationship with the government as they support paying taxes and find it extremely important to pay their taxes and follow the correct policies. 
	Within our project, we faced a range of tasks. We arranged a sponsored walk to take place and in order for this to be successful we had to use marketing to generate awareness. We firstly created a GoFundMe page which allowed us to communicate our idea online, and allowed our supporters to donate online. Alongside this, we created an event on Facebook as social media is a popular method of marketing. Social media is a good method of marketing as once something is posted, it can be shared constantly and can reach a wide audience with just one click. We also created posters which we were able to hand out and post around the university advertising screens. Posters are a simple, but effective method of marketing as they enable people, such as our team, to give out information quickly and effectively. As well as catching people’s attention. 
	Another task which we faced, was to create an online blog. The aim of this blog was to generate awareness of our chosen organization which was Matthew’s House. We used this blog to generate the main ideas of Matthew’s House. We also used this blog to encourage people to engage with the organisation and donate or help out as much as they can. We also had to ensure that our blog was eye catching and appealing to our viewers. We did this by using bright colours which matched the Matthew’s House theme. We also ensured that there wasn’t too much text in one go on each blog post as this would’ve looked boring and would’ve made our audience not wanting to read it. 
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