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According to Kotler and Armstrong, marketing is; “… the social process by which individuals and organizations obtain what they need and want through creating and exchanging value with others” (Kotler and Armstrong , 2010, cited in Friesner, 2018). Kotler and Armstrong’s definition explains what the needs and wants are from the potential customers or business to be able to sell their product and/or business. It is essential that they grasp the needs of the potential customers or business partners, so that their customers have a clear and good understanding of what is on sale/show. For an example, if a business or entrepreneur wanted to go and sell a new product they would need to get people interested in their idea or products and cause them to want to know more, this all comes from what the ideas are, and how the business/entrepreneur presents them. There needs to be a link of interest between a customer and someone selling, it is essential that when a business or anyone else is trying to sell something, that first they get the customer to confide in them and believe that what is being sold is not something that is faulty or unsuccessful. 
It is essential that the producer and customer have a good relationship. It is also essential that there is a strong level of trust and belief between a customer and a producer, because this relationship promotes and encourages return customers, it keeps them sticking with you, making them happy by fulfilling their needs and wants, and keeping the producer happy by the sales from loyal customers. 
Selligent (2016) describe perfectly the reason why relationships in marketing are successful, “Relationship marketing is an important factor of effective customer relationship management (CRM), which cultivates long-term customer engagement. Businesses foster customer loyalty instead of just focusing on short-term goals, such as singular sales or customer procurement” (Selligent, 2016). This explains the importance of having a strong relationship with customers. Businesses enjoy and value having the regular customers who they maintain relationships with, due to that fact that having a regular, with whom there is an obvious relationship helps the business, by the customers being happy, speaking out positively about them to others by using the “word of mouth” strategy. This also makes the businesses/producer happy as there are constant sales. As mentioned, a business strategy which is one of the main strategies used within today’s businesses, “word of mouth” is a successful and effective way of advertising which has been used more and more by businesses.
Kotler describes understanding customer behaviour as studying and meeting ‘the consumers’ needs, wants, and demands” (Kotler and Armstrong, 2018). which is agreed by Schiffman et al (2007), who say; “the behaviour that consumers display in searching for, purchasing, using, evaluating, and disposing of products and services that they expect will satisfy their needs” (Schiffman et al., 2007). This suggests that customer behaviour is a main factor within businesses today. Businesses or producers, who are selling a product or promoting themselves, can be known to do almost anything to adapt to their customers’ needs and wants in order to maintain the sales. 
Within businesses there are different types of customers, you have some who are the type that are interested in new products, and you have some that are the challenge customer, who always want deals or percentages off. Besides the customers’ behaviour, someone who is selling a product or business always needs to adapt to their behaviour. Sometimes being more challenging than other times. 
Without the customers, eventually the business would not be able to carry on, due to no sales coming in, meaning no profit, and just products becoming discontinued or reduced until purchased. For example, if Tescos or any other food chain business, had no customers, they would not be financially stable to continue selling products, as they would accumulate different losses from products going out of code, to being discontinued that they would have to eventually go into liquidation or shut down. 
In some businesses they must change the way they advertise a new market or product, because the customer behaviour and level of focused could be a lower level than normal. There are many different things that a business or producer must adapt to, before selling their product to them. 
Handlin, (2018) describes the process and stages of marketing as; “Strategic marketing” which is “a planning process that seeks to establish a clear direction and unified purpose for all marketing efforts” (Handlin,2018). Based on what Handlin is saying, marketing with a process and stages is a clear and good reasoning to do what the business is doing. She also added that, “The five steps in strategic marketing are: identifying a mission; analysing the situation; setting objectives; developing a marketing strategy; and planning for evaluation” (Handlin, 2018). This implies that a business who use a strategic marketing theory, is a business that have different tasks/jobs to take out. For example, a business like, Tesco’ would not have a strategic marketing theory, as they have a main goal across the whole of the year. Whereas, a business like, Apple or Samsung, who introduce different products who want to become the top sales line of the business, will need to use a scheme where it allows them to reach out to customers, to know what needs and wants they need to fulfil.
Kotler and Armstrong define the marketing mix as; “The set of controllable tactical marketing tools – product, price, place, and promotion – that the firm blends to produce the response it wants in the target market” (Kotler and Armstrong, 2018, p77). From the opinions of Kotler and Armstrong it is apparent that there are 7 sectors in the marketing mix, this is including a theme called the “7p’s”, which is a strategy used within all different businesses. The P’ are, people, process, physical evidence, product, place, promotion and price.
Within this definition people, who are the main reason in majority of business, that are doing well due to the customers’ sales, resulting profit and earnings. The behaviour from the customers is essential, whether their behaviour is challenging or appreciative. The members of the public could be anything from customers to employees. 
Businesses need people to be employees so that they have people working to produce a good level of service for other people (customers) to be happy to produce sales in the business. Employees behaviour could be an issue within a business as there are a lot of things to consider when taking someone on, such as; wages, shifts, holidays and jobs. For some businesses this sometimes can be challenging on its own. 
The people referred to that are needed to make a business successful are the customers, the members of the public who make sales at the business, who are regular to make sales. The customers need to feel that the employees of the business are applying the best types of service to fulfil to needs and wants of customers to be happy and loyal to the business. For example, many businesses like, supermarkets, pubs, restaurants all have regulars who are there making sales, every week. As they are happy customers who have experienced brilliant and welcoming service to keep them coming. 
A further ‘P’ that links in is promotion, as businesses create extra promotions to keep loyal customers coming, it’s a strategy to keep the long-lasting customers loyal. For example, businesses like Apple and Samsung use this strategy to keep a customer with their business and not drifting to have sales with their competitors. Also, price links with the promotion to the people, as businesses use the strategy to give discount to loyal customers to keep them coming back week by week.
The people of a business, and the amount of efforts put out to help the customers could mean a lot to a business, such as; the times a customer has waited and the attitude and appearance of staff towards the customer. For example, in a supermarket, a line full of customers waiting to finish their shopping can appear negative within the customers’ eye, because it is not fulfilling the customers’ needs. Sometimes, like this example, the physical evidence cannot be helped. However, the way it is dealt with is the main evidence, as other customers view a lot of the physical events in businesses and see how some customers are treated to then base it on their purchases. It is considered that the most essential need for a business is people, from employees to customers.
The place and product are also important to the business as the product is reliant on what the customers’ needs and wants, to keep the customer happy and keep them becoming regular. The place is essential, as its one which links with the physical evidence, businesses these days, have a online and offline store, making it more accessible for their customers, knowing that they can order what they link with in a couple of click. These distribution channels have changed over the past years, with business only normally having an offline store. Having the sources such as the internet for customers to shop at the businesses makes not just the customers happy but the businesses as well as they have sales over the internet. Places such as Apple, Tesco’ and Amazon all have online stores, which have statistically improved the businesses sales.

Another one of the P’s within the marketing mix is the process. The process is important, as customers want it to be straight forward, easy and quick to purchase a product. Not having a complicated web page. Therefore, the advantages that super marketing have by gain a lot of sales, due to the availability they give their customers, allowing them to flow free and collect whatever they want before reaching the tills. 
[bookmark: _Hlk503229731]Described by Zeithaml and Bitner, “process is a system used to help the company in delivering the service. process refers to the actual procedures, mechanisms, and flow of activities used to deliver the service” (Zeithaml and Bitner, 1996 cited in UK Essays, 2013), from Zeithaml and Bitner, it shows that process as part of marketing is a main strategy as it is needed to be able to produce a good level of service for all customers, while considering and adapting to their needs.
The next strategy of marketing would be the physical evidence, this could be the way the staff attract with the customer and the way they communicate to make the customers feel valued and welcomed. The physical evidence would mean the surroundings of the business, for example, walking into Tesco’ having a warm welcoming member of staff greet you, would be positive physical evidence. The “every little helps” (Tesco, 2018), slogan that Tesco’ has come up with to give a brief insight to its customers, new and old, of what they see in their sales to customers. This slogan helps Tesco’ to appreciate customer value.  
Businesses try to make themselves look better than their competitors. Another example is, shopping in Waitrose, compared to Tesco’, in Waitrose, you would receive the same products that are in Tesco’, just the difference is the appearance and quality. Loyal customers to Waitrose do not mind spending more money on products if they are put out on an inviting welcoming display. This is a way of fulfilling the customers’ needs and wants, while making success with in the business.
According to study.com, customer value is; “This customer value is weighed against the customer values assigned for similar products and services that would provide a similar benefit. Consumers will typically purchase the item with the highest customer value among all offerings in the marketplace” (Study.com, 2003-2018), this implies that the better the business provides the consumer with the best price, would gain the business more customer value. 
The Chartered Institute of Marketing (CIM), (1996 – 2018) describe stakeholders as; “A stakeholder is a person, group, or organization that has a direct or indirect stake in an organization - because it can affect or be affected by the organization's actions, objectives, and policies” (CIM, 1996 – 2018). This implies that businesses are required to have stakeholders who all have an input and stake in the business, with sometimes, can benefit a business. 
There are two different groups of stakeholders, primary and secondary. A primary stakeholder is a requirement of a business, and it is almost a need, as without these, the business would not have success. An example of a primary stakeholder would be shareholders, investors, employees, contractors, customers and suppliers.
Secondary stakeholders, who are the people who influence and affect, and influenced and affected by the business, but they are not a requirement for the business to remain successful. An example of a secondary stakeholder would be media, action groups, government agencies, trade unions and regulatory authorities.
An example of a stakeholder can be seen in Tesco’ where the stakeholders are employees, employers, suppliers, local communities and shareholders. Over the year, the stakeholders for Tesco’s change, some of the time, being students as the main, then some of the time it would be families. In order to try to keep the stakeholders involved, in control and their input important Tesco’ have developed “The Steering Wheel2 This is  the tool they use to help “measure …performance and manage the business in a balanced way. It plays an important role in communicating [the] strategy and [the] performance” (ourtesco.com,  2018) which helps the businesses and its colleagues to understand, the business strategy and mission clearly.
To conclude this assignment, the strategies and theories of marketing mix, the 7p’s that apply to Unit 19, which is run by Ben Reynolds at little wind street in Swansea, taken from the website, www.unitnineteen.co.uk, its mentions “Unit Nineteen is brought to you by Urban Foundry. The creative team behind Uplands Market, Last Clothing, The City Centre Pop-Up Park and Swansea University’s Oriel Science”, this is just a brief introduction from the official unit 19 website.
Firstly, the importance of the people of the business, these would be the main leader, Ben himself, who is the manager of the business who creates the events and the one who gives others permission to hold events at his buildings, at his own risk, not knowing if they would work or not. He leaves it to the people of the public to then attend the events put on. 
The staff of Unit 19 would be required to show a high level of service to make the customers feel happy and welcomed. Being the first impression of physical evidence of how the business is run, it would be essential that the staff are always happy, going around observing the customers to make sure there are no problems.
The physical evidence of Unit 19, would be seen by the amount of effort put in by the leader and his staff, this would be crucial as without the good work of the staff, it would result in lacking satisfaction of the customers. The type of stuff staff could do to improve the physical evidence, is offer drinks, offer a helping hand to the customer, and mainly, for every business, just being happy, smiling.
Unit 19’ process would be the lead up to the event, the actual advertising that Unit 19 use is, the AIDA model, AIDA model being defined by Integrated marketing communications (n.d.) as “Attention, Interest, Desire and Action”. This is advertising that allows the business to quickly adapt to changing market demands.  
For the event the strategy that has been chosen is using resources such as social media to reach out to the target audience, to deliver a high amount of good service. The advertisement team of Unit 19, would need to create a popular, good and welcoming invite to customers. The target audience of Unit 19, would be anyone that is interested in taking part, Unit 19, being a business, who is concerned with Equality of rights allowing everyone to have chances. 
They are also a business who allow people to come in and do the marketing and advertising for them, for example, the group have created a blog post, to advertise what Unit 19 do. This includes the location, the price and the latest and upcoming events. 
Unit 19 as a business, are a business who take out a lot of risks. It is a risk allowing people who are not the original managers or leaders to take the responsibility to put on an event. This shows that sometimes, businesses need to take risks to achieve success. The risks Unit 19 take to allow people to do what they want, is all down to the trust that has been build up over the time unit 19 has had it regulars. It just goes to show that understanding customer behaviour for Unit 19, is essential.
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