Marketing Fundamentals – Assignment 2
[bookmark: _GoBack]There are many different ways in which marketing can be defined, resulting in the overall perception of marketing to be amorphous and divergent.  One definition of marketing is that “it is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large” (Anon., 2013).  The relationship between the customer and the supplier is one that is crucially important in the world of business and a poor marketing campaign can undeniably be the downfall of an organisation.  “Marketing has two facets.  First, it is a philosophy, an attitude, a perspective, or a management orientation that stresses customer satisfaction.  Second, marketing is activities and processes used to implement this philosophy” (McDaniel, et al., 2011).  Therefore, it is evident that marketing evolves and changes in coherence with the perceptions of modern times, thus resulting in an ever-changing marketing campaign and a constant battle to satisfy customers needs and wants.  Since trade began the consensus has always been ‘the customer comes first’.  This approach has since been formalised into an overall business philosophy, known as marketing.  When the concept of trade was put to good practice people were able to specialise in producing particular goods and services.  These goods and services were then exchanged in markets for other goods that were needed, hence the fact that marketing has a lengthy history (Lancaster & Reynolds, 2004).  Adam Smith once stated in his book ‘The Wealth of Nations’ (Smith, 1776) that “Consumption is the sole end and purpose of all production and the interests of the producer ought to be attended to only as far as it may be necessary for promoting that of the consumer”.  This quotation was cited during the Industrial Revolution, thus demonstrating that the core belief behind any organisation, ‘the customer comes first’, has been closely adhered to for a significant amount of time.  It is probable that an organisations marketing campaign is primarily focused on the requirements of the stakeholders, but will consist of the seven p’s of marketing and an analysis of past marketing campaigns. 
Another key element of marketing is the marketing mix.  This refers to the four p’s of marketing, but this has since been altered to include the seven p’s, supporting the fact that marketing is an ever-changing concept and one must continue to closely follow it’s evolution.  The original four p’s include product, price, place and promotion and these four aspects are what organisations are rigidly upheld to.  When generating the marketing mix of an organisation the inclusion of all four aspects is imperative.  An example of a successful marketing mix is McDonalds.  Originally, McDonalds focused it’s marketing efforts on appealing to parents with children for lunchtime meals by the use of Ronald McDonald and Happy Meals, whereas Wendy’s targets adult crowds for lunches and dinner, which has proven to be less successful than McDonald’s marketing mix.  According to (Anon., 2018) McDonald’s has 36,899 restaurants worldwide, compared to Wendy’s which has 6,500 (Anon., 2018).  Therefore, this proves that a correct and accurate marketing mix is paramount in an organisations success.  However, since then McDonald’s has altered it’s marketing campaign, due to the realisation that the brand is as appealing to adults as it is to children.  Furthermore, resulting in the reduction of the aspects that appeal specifically to children in the marketing campaign, such as reduced efforts to promote ‘Ronald McDonald’ and the children’s ‘play-area’ inside the restaurants.  In addition to this, as the perception towards disadvantaged groups such as the disabled and the homeless has changed, people have become far more accommodating towards disadvantaged groups.  It is likely due to this change that our project ‘Notes and Tones’ was created, as the support for pressure groups had increased.     
Product is the first point of call when addressing the marketing mix and this can also be in the form of a service.  The product is what an organisation is providing to it’s customers and every effort should be made to ensure that the product is offers something new and unique to the customers if an organisation desires to be lucrative.  The product is coherently formed by three aspects, one of which is the core customer value, the ‘idea’.  This is what initially draws the attention of the customer as it is what the customer needs.  The second aspect is the actual product.  Included in this is the brand name, the packaging, and the design.  For example, if a customer requires shampoo then they will immediately begin looking for shampoo in the toiletries section of a shop.  It is probable that the brightest and most eye-catching design will grab their attention first, thus increasing the chance that the customer will purchase that particular product.  The third aspect of the product is the augmented product, the customer service post-purchase.  This may include the quality of the delivery, the product support, and the warranty.  This can be the make or break in future sales of that specific product.  
The second p of the marketing mix is price, which will determine the profit margins and will have considerable influence over the two remaining p’s of the marketing mix.  When determining the price of a product it is vital that the assessment of existing products within the same category takes place.  This will ensure a clear understanding of what is required to have the ability to outsell an organisations’ competitors.  The promotion of the product is the third p of the marketing mix and this is one of the more difficult aspects to get right.  A failure in promotion will inevitably inhibit the sale of the product.  An example of this was Nivea’s failed advertisement as it was deemed to be supporting white supremacy, stating “white is purity”.  This was considered “discriminatory and racially sensitive” (Chi, 2017).  It is certain that Nivea’s shares dropped noticeably after the company was scrutinised.  
The final feature of the marketing mix is place.  “Place, or distribution strategies are concerned with making products available when and where customers want them” (McDaniel, et al., 2011).  As time has progressed, social media has become the best place for a product to be promoted.  Undoubtedly, this is essential if an organisation desires to release it’s product on a steady platform as the average number of social media users in 2017 reached 2.46 billion worldwide according to (Anon., 2018).  This figure is set to increase in the following years and so, it is likely that every marketing campaign now ensures that they operate with a solid online presence.  All the four p’s can be neatly amalgamated under the concept of branding.  Branding is “a name, term, symbol or design which is intended to signify the goods or services of one seller or group of sellers and to differentiate them from those of the competition” (Kotler, 2000).  There are many famous brands that are immediately recognised across the globe such as Google, Coke Cola, Ford, and Apple.  A brand must be able to have some degree of flexibility as marketing continues to change and evolve with time.  However, if a brand becomes too stretched then the original value of the brand may be diluted, and the core focus of the brand may become difficult to promote due to vague vales of the brand.  Our project, ‘Notes and Tones’, has very clear values, which makes it easier to communicate to its potential customers.  ‘Notes and Tones’ was created to provide support for disadvantaged groups in Swansea by using music and visual arts.  Therefore, the values of ‘Notes and Tones’ are clear and concise.      
The greatest aspect of marketing is the relationship between the customer and the producer as this is what drives all marketing campaigns.  Having a healthy customer relationship and ensuring that the organisation satisfies customers’ requirements is essential in obtaining success within an industry.  Thus, a high level of marketing planning must take place when committing to a product.  Brassington & Pettit define marketing planning as “A Systematic process of forecasting the future business environment and then deciding on the most appropriate goals, objectives and positions for best exploiting that environment”.  (Brassington & Pettit, 2006).  Every marketing plan begins with the organisation’s mission statement, which represents the values that the organisation stands for.  This should be understood by every employee in order to maximise the effectiveness of the marketing campaign.  In addition to this, it is beneficial that the marketing team takes a SWOT analysis of the organisation.  The analysis of the strengths, weaknesses, opportunities, and threats of an organisation enable ease when producing a marketing campaign as a certain level of clarity is obtained with regard to the current position of the organisation.  This level of understanding enables the organisation’s employees to feel more aware of what is required to achieve the next level of success.
The final facet to address when commencing any marketing campaign is the evaluation of the stakeholder’s requirements.  A stakeholder is “an individual or group who depend on the organisation to fulfil their own goal and on whom, in turn, the organisation depends” ( (Johnson & Scholes, 1999).  Therefore, it is vital that an organisation understands the stakeholder’s requirements as this is the crux of the marketing campaign.  There are two types of stakeholder groups, primary and secondary.  An organisation is heavily dependent upon a primary stakeholder and will cease to exist without their continuing participation.  A primary stake holder may include, but is not limited to, shareholders and investors, employees and contractors.  “Secondary Stakeholders have an indirect relationship with a company. They tend to not be employees or directors and don't have any direct engagement with a company, but can still be influential” (Morphy, 2008).  This may include the media, regulatory authorities and government agencies.  Due to the fact that stakeholders are essential with regard to an efficient performance output of an organisation, there are many ways to analyse an organisations stakeholder dependence.  Prioritising an organisations stakeholder is known as Mendelow’s classification and ranks stakeholders from high power to low power.  High impact and high-power stakeholders should be fully engaged through full communication and consultation as they are extremely important to an organisations survival.  Low impact and high-power stakeholders should be satisfied with what is happening and a frequent review of their position is necessary.  Low power and low impact stakeholders may be disregarded if resources are stretched and steps to increase the influence of high impact and low power stakeholders should be taken.
Under the umbrella of stakeholders exists pressure groups, groups that represent a subsection of the population that share common interests.  Pressure groups can exert pressure on an organisation or even a government that can result in a change in organisational culture and values.  For example, environmental organisations such as Greenpeace place an ever-increasing amount of pressure on organisations due to the increasing regard to environmental health and so, it is vital that an organisation makes noticeable efforts to satisfy the requirements of Greenpeace.  Last year, Zara, H&M and Marks and Spencer were scrutinised for links to pollution in Asia according to (Hoskins, 2017).  Viscose, a semi-synthetic fibre, is dangerous to the environment and the factories owned by these companies were found to be polluting water with contaminated waste.  As a result of this being publicised it is certain that shares in these three companies dropped dramatically in the days to follow and the overall perception of these companies in the eyes of the customers are likely to be far more negative than before.  This places emphasis on the fact that the evaluation and analysis of pressure groups and ultimately stakeholders must be of equal importance to the evaluation and analysis of customer needs and wants if an organisation wishes to have a prosperous existence.
In conclusion, marketing is a concept that far more important than any other concept in the world of business.  If an organisation has a poor marketing campaign then it will undoubtedly result in the failure of sales and consequently, the organisation will not succeed.  Therefore, the comprehension of the concept of marketing is vital and if misapprehended, can have detrimental impacts upon any organisation.  Thus, it is important to generate awareness and interest for a product.  For an organisation such as ‘Notes and Tones’ this is done with ease.  With the aid of social media, it is simple to commence a marketing campaign, so long as the right ideas are communicated to the customers.  Our group used blogs as part of our effort to generate awareness not only for ‘Notes and Tones’ but for Swansea’s music scene in general.  This decision was made because we believed that in creating interest in a broader subject, Swansea’s music scene, it would become simpler to capture the audience and focus their attention onto a more specific organisation, ‘Notes and Tones’.  The blogs did in fact generate some degree of interest for our project.  However, the creation of interest success was limited as only a small number of people read and digested the blogs.  This was due to the fact that we failed to advertise to a wider audience and consequently, failed to effectively address one of the four p’s of marketing, place.  In addition to this, we also initiated work on a Facebook page for ‘Notes and Tones’.  We had great intentions to populate the page, but the organisations CEO wanted to do that himself and so, there were no further efforts to promote the Facebook page.  Despite this, I believe that the promotion of the Facebook page would have led to a significant increase in awareness for our project purely because there is a higher number of people who visit Facebook daily than the number of people who visit the blogging website.  As part of our tactical communication tools used to generate awareness for our project we also created a poster/leaflet that was displayed on a board in the university building.  This again had limited success in significantly increasing awareness for our project as only a few people saw the poster.  Demonstrating that most effective way to communicate to customers is via the internet, particularly social media.   
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