Marketing Fundamentals Analysis and Evaluation

"Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitability"(Marketing and the 7Ps, 2009).
Marketing is all to do with understanding your customers buying behavior, looking for the influence behind that decision. Knowing this allows the organisation to make the right choices for their company making consumers aware of their products and services but also taking it a step further by showing customers that what they are offering is better than their competitors.                                                                                                                                      There are two forms of marketing which are contemporary and traditional. Traditional form is seen in abundance as these are such things as television/online, mail adverts, also seeing the products in shops. It is the old view of marketing which is "telling and selling". Contemporary is a modern version of marketing where technology has enabled us to reach more consumers through using aids such as the internet where websites have been created also mobile phones, a company can now have its own app and blog making communication ties between the consumer and organisation more direct, personal and overall more interactive.                                                                                                                                      There are also different forms of orientation which can be market itself and the product. There is both market and product orientation. “Marketing orientated approach means a business reacts to what customers want" (Riley, 2018).  This approach is based on its marketing activities and what the organisation views it market wants, then continues to work to meet these needs not focusing on the internal strengths of the business.                                                         An example of this was carried out by Tesco in their stores across Britain. "Tesco chiefs to spend one day a fortnight stacking shelves"(Rickard, 2014). This allowed Tesco staff that was normally restricted to office jobs, meaning minimum engagement with customers got to understand the customers that are in their stores on a regular basis and in turn Tesco hopes this will help to ensure the success of their organisation.                                                                            A product orientated approach means the business develops products based on what it is good at making or doing, rather than what a customer wants.(Riley, 2015)                                                                                                                                                                For marketing to be carried out successfully marketers have to understand consumer needs, wants and the market place in which they work. The five main consumer and marketplace concepts are needs, wants, demands, market offerings that include products, services, and experiences, value and satisfaction, exchanges and relationships, and markets.                                                                       Customer needs differ from a want as it is something that is crucial for the wellbeing of the individual. As explained by Oxford English dictionary, “Require (something) because it is essential or very important rather than just desirable” (Oxford English dictionary, 2018). Customer wants are those that are not a necessity to the overall health of the person but instead a Wants are shaped by the society that we live and are described in terms of objects that will meet those needs. “Have a desire to possess or do (something); wish for” (Oxford English dictionary, 2018).                                                                                                                  Demand for a product or service is attained when a consumer is willing to pay for the want or need. “Needs wants and demands are an essential component of a marketing strategy. It helps the marketing department to decide, whether a product effectively sells or not”, (White, 2018).                                                                                                                                                   Often this leads to failure as the company is assuming what the customers want which means a company could be spending a lot of money coming up with new ideas that in reality no one wants.                                                                                                                                         Changes within the market with competitors releasing rival products and consumers demands for different items changing to factors both social and cultural, marketers must spend time understanding these market environments so that they are able to implement change in to their marketing strategies, this is known as the marketing process. This change made to an organisation marketing strategy is vital for the survival of the business as without change the business would be unable to keep up with their competitors and consumer demands. When a firm decides to expand by entering new markets or introducing new products in to its current market they must use the marketing process to ensure that their new movement will be a success.                                                                                                                                                                           The marketing process is where an organisation will; 1) Analyse the market conditions in which they are based or wish to be based, 2) Create a marketing strategy which will be successful for them, 3) develop  a marketing programme that coincides the marketing strategy, 4)implement the marketing strategy and continually manage the marketing programmes. “Understanding of customer’s needs, buying behaviour, expectations and product or brand perceptions, marketers are able to create marketing programmes likely to attract, satisfy and retain customers” (Dibb and Simkin, 2013).                                                  1. Analysing the market conditions, organisation must look at their customers finding out what their needs and demands are also look at what the competition are offering, trends in the market environment and internal capabilities.                                                                                   2.Market strategy, looking at the target market a business can determining its brand positioning, basis for competing and their market objectives which gives them a firm base to a successful product as they have researched what type of product the market wants before spending an abundance of cash and resources on a product the market won’t need.                   3. Developing a marketing programme, with this the business would have to look at the products that they are selling. Products have to be priced at the right price so that the organisation makes a profit but also consumers feel a fair trade has taken placed. Finding the right place for distribution to the correct consumers. For example a petrol station selling car air fresheners would be a successful product placement as people using that service will all have cars so more sales are likely to occur. Poor product placement would be selling car air fresheners in a clothes shop as the consumers walking in to this shop are purchasing for themselves not their vehicle. Having the correct promotion entices consumers to buy the product as they feel more confident in the product that they are buying as if it is a more established brand and product this can come across as being a reliable brand.                                  4. Implement the market strategy and manage them. This would be carried out through budgetary control which is a key element in the success of an organisation as constantly going over budget would lead to a big loss in finance which is unhealthy. Schedules help to control budgets and also make goals more achievable and realistic, benchmarking progress helps to monitor performance seeing what went well and what didn’t go so well. Knowing this makes it easier to not make the same errors in the future.
[bookmark: _GoBack]The marketing mix is a marketing tool which is composed of controllable tools that an organisation uses in order to create a response from its target market; it is also a tool to help marketing planning and execution. Originally this marketing tool consisted of the “4P’s” which were; Product, Price, Place and Promotion, now to get a further detailed response from the target market this has been expanded to include, people, process, and physical evidence and is now known as the 7 Ps. Each of these also has its own tools that can positively contribute to the marketing mix.                                                                                                   Firstly, looking at Product which the good and services that an organisation is offering to its desired target audience. An organisation must look as the design and quality of its product/service that it is attempting to sell looking at such qualities as its design, practicality for the job it’s meant to carry out and other variables such as whether It has a strong brand name enabling it to stand out from its competitors.                                                                                                                                                                                                                                   
Price is the amount that consumers are will to part with in exchange for the good “The perceived value of the product must be at least equal to the price” (Mattison, 1999) and is the only element of the marketing mix that does not need a budget. Organisations must consider such things as credit terms and the payback period for items of greater value and whether they could afford to give discounts and run sales.                                                                                                                      
Place is the markets that the organisation are currently in or wish to enter also it can be much more specific and be the location of the business in a high street looking at factors such as foot fall, accessibility of that location and how nearby your competitors are.                                                                            Promotion looks at advertisement and getting increasing the product and brands status, making more people aware of what the business is selling reaching more potential customer. This can be done in many forms such as advertisement, sales promotions, online networking and public relations.                                                                                                                     People represent the business in many ways through being employers and employees. They have a increased awareness of the product and service that the business is offering so that they can support the achievement of the organisations marketing objectives. They also must provide high quality customer service so that every customer has an enjoyable experience shopping with them, dissatisfied customers from poor customer service will not continue to shop at this organisation and will take their business elsewhere, increasing the sales of the rivals business. 
Process of the exchange of goods/ services with an organisation must be efficient and effective making it a stress free experience for the consumer.
Physical environment is where the organisation is based. “The physical environment is made up from its ambient conditions; spatial layout and functionality; and signs, symbols, and artefacts” (Zeithaml 2000).
Another marketing mix tool is a communication model called AIDA. It is an acronym for Attention, Interest, Desire, Action and was developed by Strong in 1925.  “After defining objectives and subsequent strategies, a marketer can then proceed to define the tactics for … and understand the characteristics” (Leppäniemi, M. and Karjaluoto, H., 2008).
This model helps organisations to create sales as it combines the 7Ps with AIDA.
Attention is what the organisation hopes to gain from potential consumers when they release a product. Millions can be spent on advertising through such methods as television and online adverts, launch parties and other methods of getting the product well known. However the best way of advertising all depends on the type of product such as if it was an item of clothing this could be advertised through celebrity endorsement.
Interest is the next part that the business hopes to secure. To do this, products key features must be made clear to the target audience which is providing them with information on why they need the product.                                                                                                                                                                                                    Desire is when the costumer has been informed about the product and there is a unique selling point which creates a must have sense. The final stage is action. This is action is where the customer purchases the product; this should be a simplistic stress free process. This is only possible if AIDA has been carried out successfully.
Marketing also helps to create value for customers so that they feel they have had a fair trade for their money. Before the business can begin trading though they must first understand their customers and from this they can then understand the market which they are based. This is done through techniques such as customer profiling and buyer behaviour analysis. There are many definitions of customer value but a popularised one is; “a customer perceived preference for and evaluation of those products attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations” (woodruffs, 1997). 
Here it implies that there is more than one type of customer value which is desired and perceived value. Desire value is what the customer desires from the product, whereas perceived value is the value the customer feels they gained after they made the purchase.
“When customers derive value from a product, they derive value from the attributes of the product as well as from the attribute performance and the consequence of achieving desired goals from the use of the product” (Woodruff, 1997).
Another crucial role in the success of an organisation and its products is stakeholder involvement, there are many ways to describe stakeholders one being; “individuals and groups that exist within a company’s environments, and that have as interest in the company and its activities” (Mattison, 1999).                                                                                                                      There are two types of stakeholders primary and secondary. Primary a firm replies on and without them they could not be a success these include groups like consumers, employees, suppliers, distributers. Secondary stakeholders have no actual engagement with the organisation but are influenced or affected by it in some way. These include parties such as action groups, trade unions and the media.                                                                                                                                       Business must carry out a stakeholder analysis which involves mapping groups based on their overall impact on the business and their relationship with them, this is crucial as each group expects something different from the business and it’s the businesses job to meet the needs of these groups. For example looking at the group customers they will want products of a high quality for a good price as then they are getting value for their money where as looking at shareholders their focus within the business will be how well the business is performing, if the business is performing well this means that the value of their shares within the business will increase.
It’s important that these groups are kept happy as otherwise poor relations will develop which can lead to events such as employees apart of trade unions refusing to work which puts the organisation to holt causing the business to fall behind on orders and schedules this can cause a chain reaction of events by creating problems such as falling behind on customer deliveries and payments which gives the business a poor reputation.                                                                Looking at the businesses ethics including the stakeholders and how an organisation carries out its work has changed dramatically over the past years due to attitudes changing to such problems as fair trade and global warming, businesses have had to change the way they treat workers and dispose of waste to help manage the reality of global warming. Businesses such as Marks and Spencer’s have developed a scheme called the “Shwopping campaigned” to help reduce landfill waste “UK consumers throw away 2m tonnes of clothing a year, with half going straight to landfill” (Smithers, 2012).                                                                                                                                                                                 

Marketing has massively impacted my project whilst working with Faith in Families, using the marketing process has allowed the group to recognise what faith in families wanted us to do. By firstly analysing the marketing conditions we recognised that they were based in a less affluent area, although for the services they are offering this environment was good as this is where their target audience are located. Creating a strategy for Faith in Families took a lot of research looking in to their strengths which were, offering support to struggling families, and  weaknesses, they do not have a stable income or turnout to classes were not as high as they wanted. So our strategy was to make potential consumers aware of them. By having meetings with current stakeholders within the charity such as its employees, consumers and people who live in the community around the charity we were able to identify the right market which would benefit from the use of Faith in Families.  To implement our plan we got involved with the local school that were part of that market and made the families their aware of Faith in Families whilst also helping to raise funds for them.                                                          
Using different marketing techniques widened our knowledge to ways that we had not tried before, one being blogging. Creating a blog for our charity meant we were able to reach out to a whole new audience of potential consumers and make them aware of how they would benefit from using faith in families services also creating a communicating platform between the organisation and its consumers.
Overall I would say that the marketing tools have been a key to our success as they made us evaluate and analyse aspects of our charity that would have otherwise been overlooked
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