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This essay will discuss the process of marketing, as well as the level of involvement the marketing mix has on the organisation, The Rising Stars Theatre Company, and how the stakeholders of that organisation can influence the marketing strategies. The way in which the organisation increases value for its customers through the use of marketing will also be discussed.
“Marketing is managing profitable customer relationships. The twofold goal of marketing is to attract new customers by promising superior value and to keep and grow current customers by delivering satisfaction” (Kotler & Armstrong, 2010. P 28)
The process of marketing is all about creating and capturing customer value. Capturing value for customers can be done through the use of five simple stages. 
· Understanding the marketplace and customer needs and wants
· Design a customer-driven marketing strategy
· Construct an integrated marketing program that delivers superior value
· Build profitable relationships and create customer value
· Capture value from customers to create profits and customer equality 
(Kotler & Armstrong, 2010)
The first section in the marketing process focuses on the needs and wants of the market and its customers. Is there a particular need for this product? Is there a gap in the market? This stage is the most important in ensuring an organisation is on track for a successful product. Businesses strive to understand their customer’s needs and wants to build the best relationships and do this by conducting lengthy consumer research in order to evaluate the customer data. (Armstrong, 2009)
Shortly after getting to grips with the market and its customers, it’s time for an organisation to decide on a strategy that best suits them. Deciding on a customer-driven strategy is based on whether it can successfully help a business achieve finding, attracting, keeping as well as growing their target customers. This can be achieved by “creating, delivering, and communicating superior customer value” This task is usually delegated to the marketing manager of an organisation. (Kotler & Armstrong, 2010)
The four P’s play a massive part in constructing a marketing program as each section is needed in the process to creating value for customers. The product created must meet the needs and wants of the customer in order to kick start the value idea. The marketing plan must include how much the organisation is charging for its product, the benefits of the product, as well as how it will become available for customers to purchase. All of these points must be addressed in the form of a plan to ensure that communications are met and the value for the customers is being reached. (Kotler & Armstrong, 2010)
Organisations aim to build relationships with their customers through a product or service that has been provided. After building these most important relationships, they focus on trying to maintain them through good service and satisfying products. The main aim for all organisations is to attract new customers as well as retain the existing customers. (Armstrong, 2009)
The final step in the marketing process is the one that companies want to get right. Once all of the other stages are in action, and customers are satisfied with their product, aftersales service and their relationship with the organisation, the business will start to see the results. A business’ results come in the form of their sales, customer equity and of course their profits. (Kotler & Armstrong, 2010)

 “The Marketing Mix is the combination of activities which creates an overall approach to the market.” (Blythe & Sethna, 2016)

The marketing mix is particularly known as being the four P’s: Price, Place, Promotion and of course the Product. Although in recent years, the marketing mix theory has been extended into the seven P’s, with the introduction of People, Process and Physical Evidence. (Simister, 2009)

Figure 1. (Professional Academy, n.d)
This figure demonstrates each section that contributes to the extended marketing mix.
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The price element is all about how much money a product or service is being sold at. From a customer’s viewpoint, they expect the price for products or services to be good value for money. If they do not deem the product or service good value for money, their involvement in this process becomes very influential on other customers, turning them away, resulting in the organisation needing a new pricing strategy. (Riley, n.d)

There are a variety of strategies used when considering price as an organisation. Competitor based pricing is a popular strategy as the organisation wants to get the better of their competitor mainly by price. This strategy can also be risky to the organisation as the war between competitors may never end, resulting in the prices being almost non-profitable. Customer based pricing is also a strategy in the price section of the marketing mix, where the organisation decides on a price they are convinced their customers will pay for the products or services on offer. (Riley, n.d)

The Rising Stars Theatre Company is a not for profit organisation, meaning that they don’t charge for their service of drama sessions as they rely on donations from the public to fund their shows. The organisation would use other marketing strategies instead of pricing such as ensuring they have identified their target market as well as using effective communication tools. (Gluck, n.d) 

Location is one of the important sectors in the place element as it has to represent a business’ product or service. The location may also be important to a business as its suppliers need to ensure the stock of the product is available for customers to purchase. How the business will distribute its product or service out to its customers is vital to reaching its overall market. To ensure the business is reaching its maximum number of customers, the suppliers link up with agents and retailers to also maximise profits. (50 Minutes, 2015)

With The Rising Stars being local in Swansea, it enables the organisation to attract the local people to their rehearsals and shows. As they are a not for profit organisation, the building in which they rehearse at must be low in cost as any other premises would be out of their price range. 

The promotion element focusses on how the organisation will get their product or service known to the public through the use of marketing.





“The promotional mix available to professional services marketers includes personal selling, advertising, sales promotion, publicity and word-of-mouth promotion” (Winston & Crane, 2013)

The above quote makes reference to each section included in the promotional mix, demonstrating the various ways in which an organisation plans to get its products and services known. Many businesses like to use personal selling as their promotional strategy as it is known to be very persuasive and also gives them the opportunity to see customer’s responses and gather some comments. Curry’s is a business that is greatly recognised by its personal selling. Customers will feel at ease when visiting the store as each employee provides a vast range of technological knowledge on a wide variety of products. Advertising is just another part of the promotional mix which is commonly thought to be the most used. Advertising includes broadcasting throughout various mediums such as television, radio and newspapers. The strategy’s main focus is to communicate with a large volume of individuals at one given time while also capturing the attention of their target audience.  (Winston & Crane, 2013)

The Rising Stars Theatre Company mainly use advertising and word of mouth as part of their promotional strategies. While being a not for profit organisation their main objective is to raise awareness of their aims to the public and receive donations to fund their shows. As part of their advertising, The Rising Stars have a large following on their Facebook page with 286 members and, from first-hand experience, the parents are very willing to spread the word about the great work of the charity. 

“A product can be a physical object or a service introduced to satisfy the desire or need after purchase or consumption” (50 Minutes, 2015) 

A product has a lot more to offer than just the physical item. It offers the packaging, after sales service to all of its customers and not to mention the organisation’s logo and brand image. (Lamb, Hair & McDaniel, 2011)

In terms of The Rising Star Theatre Company, they are providing customers with an intangible product as it is a service. They are still marketing this as their name and logo are representing the brand as a whole. 

Customer value can be defined as: “A customer perceived preference for and evaluation of those products attributes, attribute performances, and consequences arising from use that facilitate achieving the customer’s goals and purposes in use situation” (Shanker, 2012)

The role of marketing in terms of creating value for customers is simple. A business’ main focus is to fill a gap in the market to make money as well as satisfy customer needs. As mentioned before, marketing is mainly about defining a target market to provide a product or service to in order to build relationships. As a whole, a business needs to make sure it has the right product, its targeting the right market of customers and that their communications will inspire them to purchase the product. The business will be aware if they have these three points accurate as it will be shown by the marketing. Marketing finds a target market that need the right product, this is the value of marketing. (Egelhoff, n.d) 

Every customer has a different perception of what value is and expectations for a product or service will also differ from person to person. Many customers will perceive value to be about their experience when purchasing a product from a business. Although other customers will prefer shopping online for the convenience, therefore changing their thoughts on the experience and not to mention the value itself. The disadvantage when shopping online is that customers cannot see the product until it has been purchased, making the experience lengthy. Even though online shopping is becoming so popular, there is still a target audience that prefer buying from a physical store. This is more likely when customers feel that the product they are looking at online is unfamiliar to them, encouraging them to go out and see it in person. Some customers feel that being able to see, touch and feel products before purchasing adds value to their experience and overall are more satisfied. (Gramigna, 2017)

In relation to The Rising Stars Theatre Company, their stakeholders will have a large impact on their marketing activities. 

“A stakeholder is either an individual, group or organization who is impacted by the outcome of a project.” (Landau, 2017)

The organisation that the group are working with have various stakeholders that will be affected by the organisation’s decision making. As The Rising Stars Theatre Company is a not for profit organisation, their stakeholders are going to be affected a lot more than they would if it was an organisation that was aiming to make a profit. For a larger company trying to make a profit, their shareholders would also be affected but in this case that is not applicable. 

The parents are just one of the stakeholders that influence the running of the organisation and has its best interests at heart. The parents of The Rising Stars often provide thoughts and feedback to the committee members of the organisation to help improve the service they are providing. 

The local community will impact the marketing activities of The Rising Stars Theatre company by purchasing tickets to their shows and showing their support on social media and not to mention word of mouth. 

Competitors of The Rising Stars Theatre Company do not want it to perform well, so will be trying to outdo it in terms of consumers of the service as well as advertising. This will therefore impact The Rising Stars process of marketing as they will need to change to strategic marketing to match or beat their competitors.

Overall, working with The Rising Stars Theatre Company has allowed the group to come up with ways of raising awareness for the charity. There was a variety of effective communication tools to choose from so the group decided on two they thought would be the most effective to achieve their goals. 
The first communication tool to be used was posters, this allowed the group to be as creative as possible while ensuring they were using the AIDA model for accuracy. AIDA stand for:

· A: Attract the attention of the customer.
· I: Raise customer interest by focusing on and demonstrating advantages and benefits (instead of focusing on features, as in traditional advertising).
· D: Convince customers that they want and desire the product or service and that it will satisfy their needs.
· A: Lead customers towards taking action and/or purchasing.
(Strong, 1925) 

The poster created was put up in various locations with the intention of grabbing the audience’s attention by using large images and a variety of colours. The interest was the description of what The Rising Stars Theatre Company do, drawing the target market in to find out more. Convincing the target market, that they want or need the service was done by using words such as community to engage with the audience. The poster was completed by a call to action technique, “Search Facebook for The Rising Stars Theatre Company”. 

The other form of communication tool the group used was they created a blog site to raise awareness for their organisation. The blog site was linked to The Rising Star’s Facebook page to ensure any visitors to the blog could get a first-hand look at the organisation the group is supporting. The blog posts were chosen carefully, basing each one on the performing arts industry in various ways, making it informative and interesting at all times. The group also managed to get their blog site noticed by various other countries such as Canada and New Zealand. The use of blog sites for larger businesses is commonly unseen, but as another technique to advertising their brand, products and services, its certainly one that should be considered. The use of social media and blog sites such as WordPress are free of charge and smaller businesses who are just starting out should definitely take advantage of free advertising. 

All in all, these communication tools have been a success as the group managed to reach a wide range of audiences from their blogs and raised some interest about the organisation from their posters. By using these communication tools as part of their marketing for their organisation, people have started to ask the group member questions about The Rising Stars, providing them with the interest they need. 

When working within a group on this project, it was very rewarding gaining a variety of likes, comments and follows, knowing the group made the blog site from scratch. Although the site looked great, it was difficult to delegate a topic to each member of the group and ensure they were uploaded by the given deadline.
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