Marketing Fundamentals, Analysis and Evaluation

This paper will analyse and evaluate marketing fundamentals.  This will involve the discussion of: marketing, the marketing mix theory, customer value, and the role of stakeholders.  It will also evaluate a recent team project undertaken with a local charity.
Firstly, with regards to marketing, the Chartered Institute of Marketing (CIM) defines marketing as "the management process responsible for identifying, anticipating and satisfying customer requirements profitably" (CIM, 2009, p.2).  One key process in marketing is management, which includes three stages:  planning, implementation and control (Kotler & Zaltman, 1971).  The first stage is to create a marketing plan, which involves the creation of an executive summary, mission statement, analysis, key issues, marketing strategy, a marketing mix, resources, action plan and controls. The second stage is marketing implementation, which includes different theories such as the 3 M's and the 7 P's. The three M's stand for money, men and minutes; this means you need to check if you have the resources, workforce and timeframe in order to complete the objectives. The third control stage includes setting marketing goals, measuring performance, evaluating the causes of differences and then taking the corrective action. 
As shown by Trusov et al. (2009) and Boone and Kurtz (2013), there are two different forms of marketing: traditional and contemporary.  A traditional approach is one that is driven by sales, and focuses on the product and placement. An example would be the teleshopping channel. However, contemporary is more focused on the customer, and advertising uses sources such as the internet.  An example of contemporary marketing would be supermarkets and their reward or club cards, as these can track what store you are in and what you are buying.  They then send rewards and discount vouchers to your address for the products you buy regularly.
The history of marketing shows very traditional methods of advertising and production. In the modern period they are now focusing more on customer care, and forming valuable relationships. The future of marketing promises an increase in online shopping, therefore there is definitely a future for marketing online (Coupey, 2001). 
Marketing information and research is the process by which an organisation looks at data in a market and evaluates that data.  Ansoff's (1957) growth strategy looks at the new and existing markets and products in order to establish different options for growth. It splits markets into sectors:  market penetration, market and product development, and diversification (Dhirendra, 2016).  Integrated marketing communications (IMC) is a way of unifying messages sent out by a brand, making sure they are clear and consistent in order to reach their goals (Mudzanani, 2015).  Integrated marketing communications was utilised within the team's projects' charity through the messages it conveys via advertising on social media, leaflets, posters and all communications from the charity.  The DRIP framework can be applied in marketing communications; DRIP standing for differentiate, reinforce, inform and persuade (Copley, 2004).  The promotion mix links to IMC, it is made up of five different aspects:  advertising, which is to show the product so the public know it is available, sales promotion, this encourages people to buy, personal selling, which targets customers on a personal level to make a sale and build relationships, public relations, which is how the public perceive the business, and direct marketing, which involves advertising the product directly to a certain focus group (Mangold & Faulds, 2009).
A model used to obtain objectives and plan marketing is SOSTAC, which stands for situation analysis, objectives, strategy, tactics, actions and control (Smith & Taylor, 2004).  A market analysing method known as SWOT stands for strengths, weaknesses, opportunities and threats (Hay & Castilla, 2006). There are different types of objectives such as strategic, tactical and operational (Kotler & Armstrong, 2010). Strategic objectives are often goals set by higher management and are focused on the long term. Tactical objectives are set by middle management and look to inspire different team areas. Operational objectives are often short term and relate to daily targets set from the immediate supervisor. As seen in the paper by Bovend'Eerdt et al. (2009) the SMART principle is applied to objectives, this stands for specific, measurable, achievable, realistic and time bound.
A micro-environment within the marketplace is created by the way in which a company influences a market:  this may be the company itself, suppliers, marketing intermediaries, competitors, the public and customers (Kotler & Armstrong, 2010).  The aim is to achieve customer value by defining the market.  The company can affect the market through the role it plays within that market. Suppliers can control the price of a product. Marketing intermediaries can influence the market through its choice of outlets. Competitors can change the market by introducing new interests. The public can have an impact upon the reputation of a product if it is not perceived well, with the customer having the greatest potential influence on success.  Competition has different analysing methods, such as Porters' five forces framework, as well as using perceptual maps and comparison grids and also looking at the market data.  Porters' five forces framework looks at competitive rivalry through four factors that can affect this: suppliers, potential entrants, substitutes and buyers (Dobbs, 2014).  Through perceptual maps and grids, you can see the outline of competitors and where they lie on the scale of quality and price. 
The macro-environment focuses on external factors that could impact the company; this is made up of: political, economic, social/demographic, technological, environmental and legal (Kotler & Armstrong, 2010).  PESTEL is the anacronym used for analysing the factors stated above.  Political represents the need for social responsibility, for example, being environmentally friendly.  Economic factors impact through production and costs.  The demographic factor includes sectors of the population.  Technological includes the skills required to run the production.  Environmental evaluates the use of non-renewable resources.  Legal factors entail legal developments within the department.
Secondly, with regards to marketing mix, the prominent theory is the 7 P's; the four P's of which were originally developed by E. Jerome McCarthy in 1960.  McCarthy stated that there were four factors contributing to the marketing mix:  product, price, place and promotion.  Booms and Bitner (1981) introduced the 7 P's; these extra components standing for people, processes and physical evidence (Rafiq & Ahmed, 1995).  For the first factor, product, there has to be a need in the market; product value is something that will only be considered from the customer. Price gives a place to a product on the market, which can show consumers where it is placed in relation to competitors; it also provides a psychological expectation for the quality of the product. Place refers to where your product is available to buy, such as a store or website; this includes distribution, as sending a product to a destination shows good service, which is vital when marketing online. Promotion is the means of communication between customers and stakeholders; good communication with customers is highly valuable.  People are important as they reflect the business; staff need to perform well to ensure good customer service. Processes refer to how a business works such as its methods of operation. Physical evidence allows customers to see what the physical attributes of a company are like, such as the building.    
Thirdly, customer value is the preference of a product due to its attributes and performance, and its capability of satisfying the customers' purposes (Yamamoto, 2007).  To create a customer driven marketing strategy, the type of value and customer should be considered. Value is split into two groups: differentiation and positioning. Customers is split into two groups: segmentation and targeting. These considerations then create value for the customer.  Segmentation is the process of focusing on smaller segments of the market which might have different needs or require a different marketing strategy (Kotler & Armstrong, 2010). The variables that influence segmentation are geographic, demographic, psycho-graphic and behavioural. Targeting involves selecting a target market which often involves segmentation. Targeting can go from mass marketing to concentrated (niche) marketing and even to micromarketing, which is focusing on individuals. The final stage is positioning; this relates to where the product is placed and how it is perceived by customers. For positioning strategy, the value proposition can be used; this evaluates benefits versus price and whether you are getting more, the same or less for your money.  Developing a position statement can show the public reasons why the product is in a specific position. There are different forms of statement such as functional stating benefits, or emotional stating social needs. Repositioning allows a changed perception from the public; an example of this would be Walmart, as they were considered cheap before and now, after a strong marketing campaign, is the first choice for many shoppers in America.  
Kotler & Armstrong (2010) show a diagram for the marketing process to achieve customer value. The first step is to understand the marketplace, then to create a strategy that focuses on the customer more than the product, and then to deliver a marketing programme with higher value for the customers, which provides satisfaction and creates a beneficial relationship.  In order to create value for customers their needs have to be met (Butz & Goodstein, 1996). Customer needs, wants and demands build a strong basis in the marketplace (Collinson & Shaw, 2001). Customer needs are products that a person finds essential, for example, housing. Customer wants are due to their personality or culture, such as clothing. Customer demands are similar to wants however they have money to demand the product.  As shown by Armstrong et al., (2014) customer needs and wants can be met through market offerings; this in turn creates customer value. Market offerings need to be relevant to the customer and provide a value such as meeting their demands.
Customer value is affected by the marketing concept which involves: production, the product, selling and societal marketing concepts (Kotler & Armstrong, 2010). The production concept implies that when an organisation is focused too largely on the production, it causes problems with marketing. This is due to the lack of attention to detail and the company assuming mass production leads to profit. Product concept is when a business focuses only on the product, this happens when an organisation assumes the product is so good people will buy it; this is unreliable as there has to be a need for a product.  Selling concept is where focus is on sales; this is quite often displayed within call centres and often fails to focus on customer care or relevance of the product. The societal marketing concept looks at how sustainable an organisation is, viewing the people, planet and profit sectors.
As shown by Kotler and Armstrong (2010) marketing orientation looks at customer and competitor orientation and the inter-functional co-ordination. Customer orientation looks at targeting the customer's needs. Competitor orientation focuses on evaluating competition. The inter-functional co-ordination sees how the employees affect profitability through training and ability to deal with customers.
Lastly, a stakeholder involved with an organisation can affect the organisation's actions such as their objectives, and also be affected themselves (Fontaine et al., 2006). Fontaine et al., (2006) show there are different types of stakeholders, for example, primary and secondary. Primary stakeholders are essential to a business as it could not maintain itself without them. An example would be the workers or investors of a business.  Secondary stakeholders are not essential to a business as they do not affect it directly, however the business can affect them.  An example would be a pressure group such as Greenpeace.  Pressure groups and businesses can both be affected by each other. Stakeholder analysis is important as shown by Brugha and Varvasovszky (2000). Stakeholder mapping is an analysis method which involves looking at the stakeholder's attributes such as interests, power and attitude (Murray-Webster & Simon, 2006).  Stakeholder diagrams, such as loop or grid diagrams, put stakeholders into an order that shows their links between each other and the organisation (Ackermann & Colin, 2011).  Mendelow's Classification, which is better known as Mendelow's matrix, is a method that involves looking at power versus interest of the stakeholder, and having a table to see the different levels each stakeholder has in the organisation (Walters & Kitchin, 2009). Stakeholder analysis has advantages, such as providing target stakeholders for communication and identifying what media to use and which messages to put across. This shows how stakeholders can affect the activities of an organisation. Within the team's project there were stakeholders.  The organisation is a charity and the stakeholders were the donators, consumers and the employees.
Overall, the role of marketing is of importance to any organisation due to its increasing engagement within companies (Moorman & Rust, 1999). Marketing provides a vital network between a business and its customer; this creates customer value.
In the team project the communication tools used were blogging, posters, twitter and the local school. Through the blogs the team designed there was raised awareness for the charity Faith in Families and also some advertising for the fund-raising plans holding a stall in the local school's Christmas fete.  Most of the blogs were inspired around Christmas and holiday themes. This method was effective as it held all the necessary information and was able to be shared with ease. Posters were displayed within the local primary school and the university.  This was also effective as it advertised the charity and fundraising activities the team had planned within the school; this was relevant to their target audience as the majority of those who saw the poster in the school were attending the school’s Christmas Fete.  Due to the charity already having well known social media sites, the team decided to avoid creating more as it could possibly cause confusion amongst the customers.  However, the team made efforts to be mentioned through their current social media sites and also on the school's twitter page. The local school was used for advertising extensively due to its current relationship with the charity.
A theory to evaluate the use of communication tools used in our project is the AIDA model.  This can be applied to the project's advertising methods, such as blogging and using social media.  Lin and Huang (2006) stated that AIDA stands for awareness, interest, desire and action. The awareness of the blogs was successful, however more effort in sharing the blogs should have been made in order to reach a higher level of readers. Interest in the blogs was created through the content being relevant and stimulating to read.   Desire refers to the wants of the readers to continue reading the blog posts, and action would involve the readers communicating or involving themselves with the activities of the project group.
Overall, the communication methods used were successful since the blog had readers.  This is supported through the AIDA model, which suggests that blogging is an effective means of communication.  Improvements may have been made, such as enhanced use of advertising, which may have increased the number of readers.  
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