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[image: ]assignment one
[image: ]Ethical marketing can be subjective. From frivol inter-adverts mid games or videos within apps on a device or to ‘you may also like this feature on websites, ethical marketing should be audience appropriate. On the surface these games are interactive, making them more enjoyable, especially gaining different levels or rewards in the game’s incentive, they are making the customer engage more with the brand, making them feel more invested with a brand or company. A lot of advertising is viewed as unethical. Many adverts in-between children’s’ shows focus on and promote gender stereotyping and societal roles. Further to this, they can cause friction between disagreeing co-parents and/ or parent – child conflict. Children’s’ minds are susceptible, allowing for easier manipulation of what they think they need or want. In addition, controversy sparks brand awareness, but can further promote jay - customers, acts of animal cruelty or ignorance to disability, such as the Paddy Power advert showing a footballer kicking a cat, and that of Oscar Pistorius’ verdict odds. 
Another avenue companies venture down is paying magazines and websites to rate them high. Due to the convenience of Google services, many people type in ‘what is the best…’ in which Google then shows a list of the best rated items or services.  
However, what most consumers aren’t aware of is that these generated lists have been derived from the brands themselves to feature in specific marketplaces. In example, by targeting a parenting magazine or website, such as Bounty Club or Boots, they can market to the masses as they know Boots and Bounty are highly reputable companies that have been around a very long time with a wealth of sustained consumers, so the customers are more likely to trust the recommendation endorsed by Bounty Club and/ or Boots.
[image: ]
Reviews should be authentic and plausible; however, many companies do orchestrate their own testimonial/s process/es. Fire signs include repetitive or generic reviews, consistent spelling errors or language on certain words and similar usernames. Sometimes they pay individuals to endorse and leave reviews, either on websites or via promotional videos on social media platforms. The winners of Love Island earn north of £3200 per social media post due to their vast audience numbers. On websites, companies display positive feedback comments in order to promote their image, even if they are fabricated.

Trust Pilot’s reviews of Gooseberry vs Gooseberry.com’s website:
[image: ][image: ]
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[image: ][image: ]Furthermore, as of 2019, all gambling outfits such as BetFred, Mecca Bingo and Bet 182 (to name but a few) legally have to show the ‘When the fun stops, stop’ message by Senet Group, following The Gambling Act 2005 coming into effect allowing gambling operators to sell to British Consumers.

[bookmark: _GoBack]Marketing needs to be relatable to current situations. Although it could be argued that marketing campaigns are using circumstances to sell their product or service, it could also be suggested that they are acknowledging the current topic climate to show their social awareness of an issue. For example, in the times of Covid – 19, companies such as Co-Op have conducted their advert via a zoom app, yet still promoting themselves. 
The incredible, relevant and contemporary Me Too movement was so prolific and had such a ripple effect inspiring and effecting countless lives worldwide, that Gillette utilized it to promote their brand. Formerly, Gillette notoriously used sports stars such as Thierry Henry, Tiger Woods and Roger Federer, however this change of marketing direction led surges in profits and a more dynamic market. The advert has been viewed 33,621,979 times on Youtube (as of 12/04/2020).
[image: ][image: ]To get the message across, certain organizations need to make an advert memorable and distinctive. Sometimes, it involves arguably extreme measures to show what they are wanting to achieve. Adverts appealing for safe driving practices such as the DVLA advert of the little girl who resumes life after she is hit by a car needs to be hard hitting, whether considered controversial or not. The scenarios happen every day and audiences need to be educated on safe driving.
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[image: ][image: ][image: ]Created in 1950’s, the Marketing Concept denotes the four key areas to be implemented in its skeleton plan following the initial marketing philosophy. Stage one of this contrivance uses collated trends, perspectives, feedback, struggles, ‘personal pains’ and lifestyles. By examining an appreciative understanding of the customers’ behaviour and identifying what the customer prerequisites and wants. Subsequently it should be integrated into all departments of the organization with the focus on the overall profit as opposed to the volume of products/ services sold followed by consideration of external competitors and how they operate.

Social Marketing
[image: ]By integrating marketing philosophies, principles, tools, methods and socially valuable concepts organizations promote communication and aid society. In 1952, G.D. Wiebe asked the question ‘Why can’t you sell Brotherhood like you sell soap?’ This came as a result of studying four separate social campaigns to determine the conditions or characteristics accounted for their relative success or lack of success. When Philip Kotler and Sidney J. Levy suggested:

[image: ]Social marketing should be taking the marketing theory used in a commercial setting and applying it to creating social change/s . In commercial marketing, there are customers who have a specific need in which a company shall tailor their product or service to to fulfil the need, followed by motivating the consumer to purchase said product/ service. 
[image: ][image: ]In social marketing, it mirrors the marketing theory, however instead of a product, social marketing aims to modify or alter the behavior in society. Examples include, driving safely, avoiding substance misuse, encouraging exercise or hobbies, combatting mental health conditions, combatting stigmatizing… Etc. Social marketing aims to influence attitudes and actions for the better, manipulating them to act on in the subject at hand. By adopting the mindset of a marketer, social marketers should anticipate and plan to combat any barriers. Unfortunately, the public is not all uniformed group, it is formed of dynamic cultures. The social market practitioner needs to identify the different target segments and strategize how to overcome each of the barriers per segment, beginning with recognizing which segments share common dominator barriers.
[image: ]It would be counterintuitive to not exercise the marketing mix paradigm, in which is crucial for sustainability and achieving the goal of the organization. The majority of marketing practitioners consider the Mix as the toolkit of transaction marketing and archetype for operational marketing planning. Using the same tools with a contemporary approach in order to help motivate the public to espouse this new behavior, it also enables companies to battle barriers and stay ahead of competition. Highly analogous to The Social Exchange Theory, whereby the study of what motivates someone to do one thing, but not another, in example, the benefits outweigh the cost, or vice versa and finding the balance or tipping the scale, examining the four areas of product, price, place and promotion is highly affective. The product itself may require support services, in example stopping excessive drinking with additional hep from the AA. For price, this doesn’t start and stop at capital. There can be an umbrella of costs such as time, emotional, social, physical costs affiliated with behavior; companies need to look at what prevents what they are wanting to achieve. In terms of place, this needs to be accessible for information, contact details and the product itself.
Contemporary website designs are more engaging, and interactivity promotes more interest, as long as it is audience appropriate. They should enable easy navigation from page to page. Once the price, place and product have been established, companies can then address the promotion step, focusing on how they are to showcase the product. The promotion process encompasses looking at risks involved, maybe focus groups; look at the resources are available; everything from marketing channels to the vocabulary used; incorporating [image: ]tools such as digital marketing, affiliations and visuals. 
Further to the initial 4 p’s of marketing, people, process and physical evidence supplement what is now known as the seven p’s.  
[image: ][image: ]The people reflect the company. Any consumer/ service user communicates with the employee/s and that cements the first impression. Happy employee happy customer. Furthermore, many customers cannot separate the product or service from the staff member who provides it. If an employee is proactive and is helpful, they are more likely to have the customers returning to them. The commonly overlooked process consists of the market panning. The process involves seeing issues such as waiting times, delays in a service, weak resolution or no refunds if there has been a problem are all elements that need to be addressed.
Social marketing customers are not just members of the public, they can be the local authorities, councils, government, corporate organizations and charities, to name but a few sectors, too. 
Companies must initially start with managing shareholders and their purpose, ethos and what they are intent to achieve, not the stakeholders themselves. By recognizing who they are, what they reflect, their goal and culture, they can evaluate what stakeholders do they wish to create value for. From analyzing various ‘enterprise strategies,’ R. Edward Freeman deduces that if an enterprise seeks sustainability, they look at two to three stakeholders who they shall generate value for. By having an employee shareholder –customer strategy, they try to have employees who are committed to the company and invested personally through enthusiasm, loyalty and productivity foundations, because this results in better service and performance, which in turn creates better value for shareholders. By taking care of employees, the employees take care of the customers and thus creating better value.
Each business organization exists as part of a business environment. The business environment can be categorized into two fields, the micro - environment and macro - environment. In marketing, the two areas comprise:
The Macro – Environment: Primary Forces
Economic forces
It is imperative to know a country or location’s financial landscape to see what consumers can afford. Companies should focus on the location’s spending patterns from their disposable income. In addition, by knowing import duties, VAT rates, the gross domestic product growth rate and price inflation.
[image: ]Demographic forces
Arithmeticals: geographic population volumes; family/ household structures; occupation (etc) all causes varying market patterns and so marketing strategies need to monitor and have the capacity to adapt to changes in demands.
Political forces
Governments spearhead and control a lot of society’s behavior, therefore businesses need to know the country’s laws and political environments for all commerce. It is crucial to adapt accordingly to every different country in terms of safety, pricing environmental outlook, legislation and guidelines.
Ecological forces
Global matters such as air and water pollution and low quantities of natural resources all impact businesses, it is also magnified by eco orientated campaigns, strikes and movements that have heavily contributed to the greater awareness of society’s impact on the planet. Businesses need to contribute to helping the environment, using renewable energy, biodegradable materials and being conscious of their carbon footprint. Furthermore, supplying the demands for environmentally friendly and responsibly sourced products shall heed sustainability and revenue. Documenting all of these efforts shall promote the business’ brand image.
Technological forces
Technological changes bring market changes. Monitoring new technology means new opportunities to capitalize on. Results are obtained by exploiting opportunities. Remaining contemporary and relative can help avoid being obsolete. 
Socio-cultural forces
By having a healthy understanding of milieus’ culture’s behavior and beliefs, businesses can avert errors in mis-selling or misinterpreted products that signify something different per location and possibly be offensive or negative.
Micro – Environment: Primary Forces
Competitors
Despite even the most niche of businesses, there remains competition in every industry. Regardless of if you are the market leader, the more competitors there are means less market dominance. In example, if there are vast amounts of outlets in one area selling the same types of products, the market is saturated. With technology and science consistently developing, a competitor can take the market edge.  
Shareholders and investors
In order to sustain a healthy relationship with investors, the business needs a healthy revenue. The more income, demand and interest that radiates from the helm of the business, the greater the value is. Employee shareholders have invested their commitment and performance into supporting the business’ success, therefore the marketing strategies should use this as further motivation to succeed.
Employees
As mentioned previously, without employees, production and customer service would not exist, meaning customers couldn’t put a face or name to an experience they have or have had with a business. The first interaction with an employee sets the tone for the customer. It is important to look after the employees, so they can perform better and provide a better quality of service to customers. Investing in employees’ training, career progression, support with skills, package benefits, HR policies all cement less staff turnovers and greater commitment from staff who feel more appreciated and stabilized in their role.
Customers
In the 21st century, the importance of customers to a business has cannonballed due to more businesses acknowledging that they are more successful by attracting and retaining them via understanding their trends and cultures. Without customers there would be little, or most likely, no revenue. Having a more tailored approach to varying demographic strengthens a business’ marketplace position.

The public
How a business is perceived stems from their public image. Showcasing positive affiliations with ethical organizations helps promote social and environment responsibility, mostly resulting in a higher revenue and interest from consumers as their conscience persuades them the business operates better than others. Having negative press or negative feedback can be detrimental to businesses. Impartial organizations such as Dispatches, Channel 4, highlight many business’ flaws and ill – practice/s. In example in December 2018 Premier Inn were filmed by an undercover reporter who filmed the housekeeping staff cleaning a bathroom with one used white towel. This caused ample ripple effects – from additional investment into training programs, inspections and reviews, to more staff members being employed, as well as lost profits and the cost of regaining their brand image back to on a par with once it were prior to the TV documentary. In addition, brands that are more well – known are favored in society if someone wishes to project a self-status image, having a Waitrose shopping bag may be preferable to an Aldi bag.
Suppliers
Supply chains fuel production and manufacturing. By managing and sustaining a healthy relationship with suppliers and all distribution channels, unit prices shall be lower due to bulk purchase orders; your credit rating increases; schedules run on time and the business works more efficiently. Being mindful of working with the correct suppliers can result in better profits too, in example if a supplier sources and manages materials and labor ethically they are deemed better for business as opposed to a supplier who hunts, kills and sells animals for their fur, skins, horns or tusks.


All in all, when conceptualizing and implementing market plans, businesses need to be ever so mindful of their target audience. They should be ethical and not stigmatize, generalize or stereotype cultures; negatively influence or encourage politically incorrect content or messages, whilst being comprehensive and inclusive to all of the dimensional cultures. By tailoring marketing strategies to audiences, they can achieve better results and acquire and sustain their brand image, market position, stakeholders and investors. By keeping up to date with all micro and macro environments, businesses can keep a strong market dominance and not become obsolete by superior technology or more demanded products r services.
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Even charities sometimes use outsourced marketing companies for celebrities. On 9 March, 2020, the
Dispatches documentary The Great Charity Scandal unearthed unethical marketing sectors. It entailed
Antony Bamett an undercover reporter posing as a charity GEO intent on promoting their cause. The
reporter liaised with a marketing company and discussed celebrity's fees — these included Harry
Redknapp, Caitiyn Jenner and Stanley Johnson's. It showcased how celebities use their status to
promote charities to their mass audiences for a hefty fee. Although charities aim to address and support
issues, their marketing strategies are arguably questionable. Companies such as Gumball are
employed to gain as much donations as possible. They do this by employing their staff to stand in the
community, communicate to members of the public and gain their bank details to establish monthly
direct debits, resuiting in 2/3 of the funds going to the charity and 1/3 going to the marketing company,
subsequently enabling the individual who gained the direct debit donation agreement to get a
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The Advertising Standards Authority (ASA) considers various factors before deciding whether an
advertisement is offensive including

+ the medium in which it appears,

+ the target audience,

+ the particular. product or service

+ whatis generally acceptable conduct at the time.

Allin all, when conceptualizing and implementing market plans, businesses need to be ever so mindful
of their target audience. They should be ethical and not stigmatize, generalize or stereotype cultures;
negatively influence or encourage politically incorrect content or messages, whilst being comprehensive
and inclusive to ll of the dimensional cultures. By tailoring marketing strategies to audiences, they can
achieve better results and acquire and sustain their brand image, market position, stakeholders and
investors. By keeping up to date with all micro and macro environments, businesses can keep a strong
market dominance and not become obsolete by superior technology or more demanded products [
services.
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Caitlyn Jenner and Harry Redknapp both accepted large fees to back a charity set up by
undercover reporters.

An operation by Channel 4 Dispatches programme-makers found famous faces would take
tens of thousands of pounds to show public support for a charity reporters had invented.

The programme invented the dummy charity Cleaning Up Plastic Pollution in Africa (CUPPA),
built a basic website and created some merchandise, but did not register it as a charity and did
not seek donations.

After contacting celebrity booking agents, Dispatches was told Redknapp would be willing to
back the charity but it would cost £15,000 for him to do one post on Instagram and an extra
£5,000 for a photoshoot.

The programme signed a contract, paid the agency £20,000 and secretly filmed the
photoshoot.

One week later, a photograph of Redknapp wearing a CUPPA T-shirt and cap and holding a
themed cup was posted on his Instagram page.

He wrote: “/m proud to support CUPPA - a great new charity that's Clearing Up Plastic
Pollution in Africa. Follow them on insta to show your support.”

He did not disclose that he was paid for the post.

Alawyer for Redknapp said: “Mr Redknapp is a prolific supporter of charity and has raised
considerable sums over the years.
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Pagesors  siwords [R I Foaus B - b+ 1%

e wmoe a ald Amagm 22

o
I

P Type here to search




image13.png
AutoSave Social and Ethical Assignment One Jessica Elis (1807462) (8

Fle  Home Insert Design  layout  References  Mailngs  Review  View  Help 18 Share 3 Comments

- - 5| Prind ~ S
CobelBody) ~|11 < A A Aav Ay = 2L 9 aasceo, AAE AABBCC AaBbCel jR ¢ g S
< | & Repace
T U~ x X A-2-A- oo | |inoms | Te | Hedng1 Hedngz Tuspan. 5] | (g | DR | Sty
Cipboara 5 Font 5 Faragaph 5 styes 5l eatng | voe | senstwty &

Created in 1950's, the Marketing Concept denotes the four key areas to be implemented in ts

skeleton plan following the initial marketing philosophy. Stage one uses collated trends,

perspectives, feedback, struggles, ‘personal pains' and lifestyles. By analysing an appreciative

understanding of the customers’ behaviour and identifying what the customer prerequisites and

wants. Subsequently it should be integrated into all departments of the organization with the focus

on the overall profit as opposed to the volume of products] services sold followed by consideration

of external competitors and how they operate
+ Advertising
+ Product planning
« Pricing
+ Marketing mix
*  Channels of distribution
+ Branding
+ Personal selling
+ Physical distribution
+ Sales promotion
*  Service
*  Market Research
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plan following the initial marketing philosophy. Stage one of this contrivance uses collated trends,
perspectives, feedback, struggles, ‘personal pains' and lifestyles. By examining an appreciative
understanding of the customers' behaviour and identifying what the customer prerequisites and wants.
Subsequently it should be integrated into all departments of the organization with the focus on the
overall profit as opposed to the volume of products/ services sold followed by consideration of external
competitors and how they operate.

Naturally, there are hurdles that organizations can face when
constructing their marketing plan. Al parties involved with the
+ Product planning development of the plan need to have a full comprehension of
the process, purpose and ingredients that makes it. Ignorance,

+ Advertising

+ Pridng not being able to see past the end of one’s nose, stubbornness
+ Marketing mix and lack of enthusiasm and commitment are attributes that
shall compromise the marketing strategy conceptualization.
+ Channels of distribution Furthermore, over-focusing on the short term financially -
.+ sranang orientated measure of management performance can have
negative implications on sustainability in the long term. In
+ Personalseling addition, aspects of a marketing concept can be overshadowed
by what the decision maker management deems to be more
+ Physical distribution important. The creators of the marketing plan should reflect the

overall goal and be open minded and appreciate others’
thoughts and feelings

+ Sales promotion

. Senvice
Having a strong, omniscient marketing framework that is
apropos to both the ever-changing societal trends and
behaviors, and the business’ sustainability. [fometimes

organizations rush production and planning of their product/s orf and servicefes and compromises

+ MarketResearch

are made. Due to compromises being made due to executing rushed marketing plans, leaving room

for error, the companies become overtaken by their competitors. Now, the marketing concept is back
Pagesors  3te2words [} I Foaus B - 1 P

e wmoe a ald rma g 00

I

O Type here to search o]




image15.png
AutoSave Social and Ethical Assignment One Jessica Elis (1807462) (8

Fle  Home Insert Design  Layout References  Maiings  Review  View  Help & share & Comments
. | PFind ~ S
Cobel Body) +[11 «/A" A Aa~ A assbced] AALE AABBCC AaBbCcl o g \
| derepee | = | T
IUvax x|A-2-A- TNomal | Ttle  Headingl Heading2 TListPara, N i | Sy
Gipboard 7 Font 5 Paragraph 5 sy 5l tatng | voie | senstuy ~
+ Branding the marketing strategy conceptualization. Furthermore, [
over-focusing on the short term financially - orientated
* Personalselling ‘measure of management performance can have negative
« Physical distribution implications on sustainability in the long term. In addition,
« Sales promotion aspects of a marketing concept can be overshadowed by the
decision maker management deems to be more important.
o Senvice The creators of the marketing plan should reflect the overall
+ Market Research goal and be open minded and appreciate others' thoughts
and feelings
Social Marketing
egrating marketing philosophies, principles, tools, methods and socially valuable concepts
organizations promote communication and aid society. The origins of Social Marketing came from
Kotler and Levy, after they became interestec Wiebe’s 1951-1952 famous question:
“Why can't you sell Brotherhood
like you sell sonp?”
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Broadening the Concept of Marketing

PHILIP KOTLER
and
SIDNEY J. LEVY

Marketing is a pervasive
societal activity that goes
considerably beyond the
selling of toothpaste, soap,
and steel. The authors inter-
pret the meaning of market-
ing for nonbusiness organiza-
tions and the nature of mar-
keting _ functions such as
product improvement,
pricing, distribution, and
communication in such or-
ganizations. The question
considered is whether tra-
ditional marketing principles
are transferable to the m:
keting of organizations, per-
sons, and ideas.

Sl of Maskating, Ve
et

5 Gansary,

HE term “marketing” connotes to most people & function pe-

culiar to business firms. Marketing is scen as the task of
finding and stimulating buyers for the firm's output. It involves
product_development, pricing, distribution, and communication;
and in the more progressive firms, continuous attention to the chang-
ing needs of customers and the development of new products, with
product modifications and services to meet these needs. But whether
marketing is viewed in the old sense of “pushing” products or in
the new sense of “customer satisfaction engineering,” it s almost
alviays viewed and discussed as a business activity.

It is the authors’ contention that marketing is & pervasive so-
cietal activity that goes considerably beyond the selling of tooth-
paste, soap, and steel. Political contests remind us that candidates
are marketed as well as soap; student recruitment by colleges re-
minds us that higher education is marketed; and fund raising re-
‘minds us that “causes” are marketed, Yet these areas of marketing
are typically ignored by the student of marketing. Or they are
treated cursorily as public relations or publicity activities. No
attempt is made to incorporate these phenomena in the body proper
of marketing thought and theory. No attempt is made to redofine
the meaning of product development, pricing, distribution, and com-
munication in these newer contexts to see if they have a useful
meaning. No attempt is made to examine whether the principles of
“good” marketing in traditional product areas are transferable to
the marketing of services, persons, and ideas.

‘The authors see a great opportunity for marketing people to ex-
pand their thinking and to apply their skills to an increasingly in-
teresting range of social activity. The challenge depends on the
attention given to it; marketing will cither take on a broader social
meaning or remain a narrowly defined business activity.

The Rise of Organizational Marketing

One of the most striking trends in the United States is the in-
creasing amount of society’s work being performed by organizations
other than business firms. As a society moves bevond the stage
where shortages of food, clothing, and shelter are the major problems,
it begins to organize to meet other social needs that formerly had
been put aside. Business enterprises remain a dominant type of
organization, but other types of organizations gain in conspicuous.
ness and in influence, Many of these organizations become enor-
‘mous and require the same rarefied management skils as traditional
business organizations. Managing the United Auto Workers, De-
fense Department, Ford Foundation, World Bank, Catholic Church,
and University of California has become every bit as challenging as

10
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approach in order to help motivate the public to espouse this new behavior, it also enables companies
o battle barriers and stay ahead of competition. Highly analogous to The Social Exchange Theory,
QUOTE, whereby the study of what motivates someone to do one thing, but not another, in example,
the benefits outweigh the cost, or vice versa and finding the balance or tipping the scale, examining
the four areas of product, price, place and promotion. The product itself may require support services,
in example stopping excessive drinking. For price, thjs doesn't start and stop at capital. There can be
an umbrella of costs such as time, emotional, social, physical costs affiated with behavior,
comparnies need to look at what prevents what they are arg wanting to achieve. In terms of place, this
needs to be accessible in terms of access to information, contact details and the product itself

Heading 1

Clipboard [

The internet faciltates websites, social media platforms and data collation. Due to most individuals
having access to the interet, primarily from handheld devices such as their phones, by having
information accessible on a website or online, internet users can quickly acquire information. Online
information and websites are instrumental to sustainability as they house all information, from locations
to services and contact details. Furthermore, the user can make executive decisions based on the
information websites provide, in example price comparison, or online holiday booking — it enables
people to be organized and plan, from menus to availability of products. Due to how heavily accessed
the internet s, itis crucial that as much information is showcased on a company’s website as possible,
it can be detrimental to profis if a prospective consumer can gain information of a competitor elsewhere
quicker.
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testimonials specifically selected to be shown on a company's website. When a customer has had a 0
Navigation v o8 positive experience, they are most likely going to recommend the company to someone else.
Search document LR From the sales era of 1920 — 1940, through the ‘marketing depariment era’ of 1840 — 1960; ‘marketing
company era’ 1960-1980 and ‘relationship markefing era’ 1990-2010 to ‘sociall mobile marketing era
Headings  Pages  Results 2010-present, it has monumentally manifested, and poses the question, what does the future hold?

Business’ should be mindful of how they conduct their marketing. Should a company send direct sms
messages, calls and emails this shall most likely deter the consumer from the company due to being

e ST (AT T e contacted without permission, perceiving it to be invasive, annoying and inappropriate.

anything in your document.
Social marketing customers are not just members of the public, they can be the local authorities,

Use the search box fortext or the magnifying glass for
councils, govemment, corporate organizations and charities, to name but a few sectors, too.

everything else
Companies have to initially have to start with managing stakeholders and their purpose, ethos and what
they are inent to achieve, not the stakeholders themselves. By cementing who they are, what they
reflect, their goal and culture and what stakeholders do they wish to create value for. From analyzing
various ‘enterprise strategies,’ R. Edward Freeman deduces that if an enterprise seeks sustainabilty,
they look at two to three p who they shall generate value for. By having an
employee shareholder ~custs .y, they try to have employees who are committed to the (]
company and invested personally through enthusiasm, loyalty and productivity foundations, because
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The people reflect the company. Any consumer/ service user communicates with the employee/s and
that cements the first impression. Happy employee happy customer. Furthermore, many customers
cannot separate the product or service from the staff member who provides it. If an employee is
proactive and is helpful, they are more likely to have the customers retuming to them. The commonly
overlooked process consists of the market panning. The process involves seeing issues such as waiting
times, delays in a service, weak resolution or no refunds if there has been a problem are all elements
that need to be addressed

Lastly, with physical evidence it gives substance to the other six steps. Customers need to see the
product n action and gain reassurance by reviews, feedback and testimonials. A highly common means
of marketing is Youtube that shows reviews and tutorials with the ability of users to comment and ask
questions. As well as shopping channels and adverts showing demonstrations, Youtube, can be
instrumental in gaining business if they see that others endorse it, and what ‘personal pain’ the product
resolves. Presentation is key, what is on the surface can make such a difference. In example, in a
corporate setting, the presenters should be eagle eyed, open eared, dressed smart and communicate
to all others of all levels professionally and articulately. In addition, if a product were to be a bouncy
castle for children's' parties, their mood, language, and enthusiasm would be measured to very friendly,
great energy and age appropriate. Trustatrader.com is built on the foundation of credible reviews. All
members are verified and so this cements trust and reassurance. Using impartial sites, such as
comparison sites, suggests a higher probability rate of the reviews being genuine as opposed to diluted
testimonials specifically selected to be shown on a company's website. When a customer has had a
positive experience, they are most likely going to recommend the company to someone else.
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