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Introduction


Marketing is one of the most significant aspects in modern business organisations, having significant implications for the organisational success. As proposed by the Chartered Institute of Marketing, the concept of marketing is defined as “The management process which identifies, anticipates and satisfies customer requirements efficiently and profitably” (Masterson and Pickton, 2010, p. 4). Customers, their expectations and needs are the key focus of the marketing process, involving a number of steps, such as market research and situational analysis, to ensure the products offered by the company not only meet the expectations but attract the customers as well.


In this context, the following essay takes an overview of the fundamental marketing concepts, focusing on the analysis and evaluation of the marketing elements utilised in the academic project, 'Feed a Child in Swansea During School Holidays'. Stages of marketing, customer value creation and stakeholder engagement are discussed in the context of project marketing, reflecting on the effectiveness of tactical communication tools utilised to generate project awareness.

Processes and Stages of Marketing


The overall process of marketing is complex and incorporates a number of stages that involve evaluation and interpretation of the market conditions, organisational objectives and customer requirements. Market research and situational analysis, market segmentation, positioning and development of communication plan are some of the key stages in the marketing process, which are discussed below in the context of 'Feed a Child in Swansea During School Holidays' project (Kotler and Armstrong, 2014). Market research and situational analysis, in combination, is the first and one of the most important stages in the process of marketing, facilitating the understanding of the environmental factors, both internal and external to the organisation, including internal strengths and capabilities, competitive landscape, political and legal regulations, and customer expectations. Market research can be understood as the process aimed at accessing and evaluating the information regarding market conditions, including customer expectations, competition levels, availability of suppliers and other market conditions (Blythe, 2014). On the other hand, situational analysis is focused on the evaluation of business environmental factors, evaluating the internal strengths, capabilities and weaknesses, competitive landscape and conditions within the industry, and various factors acting in the market (Kotler, 2011). A number of tools are available for undertaking market research and situational analysis, and in the undertaken project, analysis of the social conditions, economic landscape and political support were the key variables assessed during the initial stages. The principles of PEST (political, economic, social and technological) analysis tool were integrated in the situational analysis stage, facilitating the development of understanding of the market conditions (Ho, 2014).


The step of market research and situational analysis is followed by the development of relevant marketing objectives, outlining the underlying intentions and goals for the promotion of products or services offered by the organisation. Marketing objectives also consider potential customers and expected time frame while developing a marketing strategy supportive of the overall organisational objectives (Baines and Fill, 2014). SMART is one of the most widely utilised frameworks in development of marketing objectives, addressing the specific, measurable, achievable, realistic and time-bound nature of the performance outcomes. Each of these criteria contributes towards the evaluation of marketing effectiveness, offering performance indicators to assess marketing success (Baines and Fill, 2014). Implications of the SMART objective framework have been implemented in the development of the project objectives. The project outcomes are specific and measurable, in terms of cost and reach, which are achievable and realistic in terms of implementation and reach of the project. The project timeline offers a time limit in terms of project implementation and achievement of objectives, fulfilling all criteria of SMART marketing objectives.


Next stage in the overall marketing process is the identification of market segment and target customers that are the focus of the marketing efforts. Market segmentation can be understood as the categorisation of the broad overall market into smaller segments or sub-groups that represent similar characteristics. Market segmentation is undertaken on the basis of four factors, namely demographic, behavioural, psychographic and geographic factors, indicating shared characteristics of the customers (Housden, 2010). Demographic factors indicate the variables, such as age, gender, occupation, race and nationality, representing the most basic market segmentation. Behavioural factors address the usage and decision-making patterns of the customers, whereas psychographic factors address lifestyle, interests and opinions of the customers, indicating similarity to behavioural aspects. Geographic factors address physical location while assessing needs of the customers. Targeting addresses a combination of segmentation factors, identifying the key group of customers that need to be the focus of marketing efforts (Housden, 2010). In case of the project, demographic and geographic segmentation are the key factors that have been considered while undertaking market segmentation and customer targeting. In terms of geographic factors, the key market segment being addressed on in the project is Swansea, with focus on the eastern side of the city. On the other hand, the demographic factors of age, overall income levels and occupation are considered. On the basis of these factors, the target customers for the project are year 1 and 2 students, in state-funded schools of Swansea’s Eastside, hailing from disadvantaged backgrounds.


The positioning of offered products or services is the next stage in the marketing process, defining the standing of the organisation in relation to the key competitors or similar service providers. Effective positioning plays a key role in influencing the perceptions and purchase behaviours of the customers and can be achieved through the means of the marketing mix (Michael, 2010). Marketing mix refers to the framework that facilitates the effective use of a set of marketing tools to meet the marketing objectives. One of the most widely utilised models of the marketing mix is 4Ps, which addresses product, place, price and promotion. These aspects refer to the characteristics of the product, pricing strategy, promotional efforts and product availability, which need to be considered in association with each other in order to achieve the marketing objectives (Jobber and Fahy, 2012). In the current project, the factors of product, place and promotion are the key aspects of the marketing mix, as the factor of price is not relevant in this case. In the presented project, the product is the meal services that are offered to the students, at the place that is convenient for the students. Promotional strategy, in this case, has been developed with the help of online and social media platforms to maximise reach and create awareness regarding the project. 


Development of an effective communication plan is another key stage in the marketing process, allowing the organisation to access the target customers and communicate the marketing message. Marketing message and communication channels are the key factors that need to be addressed in the development of communication plan, addressing the aspect of delivering intended content to the target audience through the most effective means (Dahlen, Lange and Smith, 2010). Use of social media and online platforms is one of the most effective marketing communication tools in the modern business environment, offering a cost-effective tool to maximise the marketing communication reach. Social networking sites, blogs, content sharing platforms are some of the key channels that can be utilised for effective marketing communication (Castronovo and Huang, 2012). Social media and blogging are utilised as the key communication tools in the presented project, benefiting from the wide reach and impact of these platforms. These channels are utilised to communicate the need and significance of the project with key stakeholders, community and target customers in the project.

Role of Marketing in Creating Customer Value


In the contemporary business environment, customers are considered as the most significant aspect that affects the competitive position, profitability and development of the business organisation. This has resulted in the businesses integrating customer value, behavioural patterns and feedbacks in the strategic position of the organisation. Customer value is a significant concept addressed in such strategic integration, referring to the relative comparison between the cost of products or services and the perceived benefits by the customers (Parniangtong, 2017). It is critical for a business organisation to understand customer value in order to identify the key customer segment that is purchasing and consuming the products and the rationale behind high perceived value. This understanding contributes towards the improvement of products and services offered by the organisation, in turn, improving customer value, enhancing loyal customer base and developing sustainable competitive advantage (Parniangtong, 2017).


Marketing strategies implemented by an organisation are closely associated with the customer value creation, playing a key role in the development of customer value, in turn, contributing towards organisational success. Marketing strategies allow a business to identify the most appropriate target customer segment, in terms of demographic, behavioural and other aspects, achieving a close match between customer expectations and products or services offered by the organisation. This association is critical in the development of customer value, as perception can be developed that the organisation is able to effectively meet expectations of the majority of the customers (Cova and Salle, 2008). The other aspects of marketing, such as advertising, promotional campaigns and word-of-mouth publicity further contribute towards the creation of customer value, improving the reach of marketing communication message to enhance loyal customer base of the organisation. This can also contribute towards co-creation of customer value, further improving the effectiveness of marketing strategies and facilitating achievement of organisational objectives (Cova and Salle, 2008). In the current project, the creation of customer value can be considered in terms of health and well-being of the disadvantaged students, which will, in turn, contribute towards betterment and development of the local community in Swansea. The stakeholders associated with this project can also benefit from this aspect, with the commercial organisations developing brand image through corporate social initiatives, and political and community authorities can gain value through community development.

Impact of Stakeholder Engagement on Marketing Activities


The stakeholders, in a business organisation, refer to the individuals or agencies that can be affected by the operations of a business organisation, and, in turn, influence the organisation. Stakeholders can be internal or external, depending on their role and involvement in business operations, representing varied power over organisational strategies and operations. Stakeholder engagement can be understood as the policies adopted by an organisation, through which it involves the key stakeholders in the strategy development and decision-making process of the business (Noland and Phillips, 2010). Stakeholder management plays a key role in the achievement of business sustainability, addressing the triple bottom line through corporate social responsibility initiatives. This can, in turn, further facilitate the value creation efforts, strengthening the connection between people and businesses. Stakeholder engagement offers a key benefit in terms of sustainable business development and improved shareholder value while addressing the market dynamics (Noland and Phillips, 2010).


Integration of stakeholder engagement has key implications for marketing strategies, with the stakeholder engagement affecting the marketing efforts. Traditional marketing efforts are focused only on the targeted customers, whereas the stakeholder engagement efforts focus on all the significant stakeholders of the business (Husted and Allen, 2010). Use of marketing as an effective communication tool can facilitate the establishment and sustenance of the stakeholder relationships, which are not only manipulative, in terms of attracting customers, but contribute towards sustainable business development. The stakeholder interdependencies and value co-creation can also influence the marketing efforts, affecting the tone of marketing communication from commercial purposes to sustainable development, with the focus being shifted to cause-related marketing for development of competitive advantage (Husted and Allen, 2010). In case of 'Feed a Child in Swansea During School Holidays' project, stakeholder engagement is a key aspect that needs to be addressed in order to achieve both the marketing and project objectives. The key stakeholders in this project are identified to be the associated food distributors, government agencies and Swansea community, who need to be a focus area in the marketing efforts. Contributions of the associated distributors and government agencies have been highlighted in the marketing communication, building sustainable stakeholder relationships, which is aimed at the development of project awareness in the local community.

Reflection of Tactical Communication Tools


Blogs on content sharing sites, online and social media platforms and key traditional marketing channels have been utilised as the tactical communication tools. The fundamental aim of this selection is the development of awareness and generation of interest in 'Feed a Child in Swansea During School Holidays' project. The traditional marketing communication tools utilised include print and audio-visual media advertising, benefiting from the wide reach of television and newspapers across a wide demographic. However, social media and online platforms, in the form of blogging sites, Facebook and other social media, were the key tactical communication tools utilised to access the intended audience. Social media and online platforms have been selected as the fundamental marketing communication channels because of the widespread internet access and use of social media across the country and time spent online owing to enhanced connectivity (Office for National Statistics, 2017).


Reflecting upon the selection of online platforms as the key tactical communication tool, it has been observed that the marketing communication has been successful, with the online channels offering a wider reach as compared to the traditional channels. On the other hand, traditional channels have offered access to a wider demographic, spreading the message across all ages within the community. Blogs have been utilised as one of the tactical communication tools to spread awareness regarding the challenges of poverty and hunger in the UK, familiarising people with the project objectives. The blogs published have contributed significantly towards spreading the message, instigating discussions on various social networking platforms and allowing the community to participate in the project. In addition to this, regular updates on Facebook has offered international exposure to the project, benefiting from platform's reach, which can potentially motivate others to undertake similar projects, contributing towards resolution of the issue of hunger on a much larger scale.


The academic model of integrated marketing communication can be cited for the strategic combined use of traditional and digital marketing communication tools in the marketing efforts. This marketing communication model supports the use of both traditional and modern marketing channels as tactical communication tools in order to achieve the maximum reach and efficiency of marketing communication. Emphasis on online and social media platforms is also supported by this model, as it focuses on the integration of modern technologies in marketing strategies owing to the empirical evidence suggesting the rapid development of a 'social media ecosystem' (Hanna, Rohm and Crittenden, 2011; Ang, 2014). Thus, it can be said that the selection of tactical communication tools has been supported by both theoretical and empirical evidence.

Conclusion


Effective marketing and communication strategies play a key role in the success and sustainable development of any business organisation or individual project, allowing the concerned individuals to assess market conditions, offer appropriate solutions and communicate effectively with the intended audience. Different stages of the marketing process, including market research, situational analysis, market segmentation, positioning, development of communication plan and selection of appropriate tactical communication tools are critical to project success. Moreover, customer value and stakeholder engagement also influence the effectiveness of marketing strategies. In 'Feed a Child in Swansea During School Holidays' project, the academic concept of integrated marketing communication has been implemented to identify social media platforms as the most effective communication channels following the situational analysis that has revealed a hunger issue in the local community. The tactical communication tools selected in the project have been effective in not only the development of customer value, in the form of students' well-being, but stakeholder engagement as well, being reflected in active participation from major food distributors, political authorities and the local community.
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