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This essay will analyse and evaluate the key aspects of marketing. It will include processes and stages of marketing including the role of the marketing mix, the role of marketing in creating value for customers, and stakeholder engagement and their impact on the marketing activities of an organisation. 

Marketing is the management process through which good and services move from concept to the customer. It includes the coordination of four different elements known as the 4 P’s of marketing. 

1. Identifying, selecting and developing a product,
2. Determine the products price,
3. Selecting a distribution channel to reach the customers place,
4. Developing and implementing a promotional strategy. 

For example, new Apple products. These products are developed to include improved software systems and applications, they are set at various prices depending on how much capability the customer desires. These new products are then sold in places where other Apple products are sold. In order to promote the latest technology, Apple feature its debut at a tech event, known as the Apple Keynote which is highly advertised on the web and on television with millions of viewers. 

Every business wants to grow and develop a strong client base. Advertisement and promotion are the two key factors to achieving this growth. Advertising methods include traditional and more modern, contemporary methods. Whereas contemporary methods can reach a larger range of people, there are advantages to using some traditional methods. 

Traditional marketing signifies any type of promotion, advertising or campaign that a company has a proven success rate with over the recent years. Methods of traditional marketing include print advertisements. These print advertisements include newsletters, billboards, flyers and newspaper print ads. Alternative forms of traditional marketing include television spots or adverts, as well as radio spots advertising a business, product or service. (Higuera, 2017)

While a number of businesses use traditional marketing methods to attract new business and clients, others have added or replaced traditional marketing with new innovative marketing techniques. These modern methods of marketing often revolve around the internet. Companies are now using social media tools and online ad campaigns to expand their audience. Companies develop web pages and blogs to provide up-to-date and relevant information on their latest products and services. Customers can now subscribe to the latest news feeds and receive alerts to sales or company events. Companies with an online presence can also advertise their business on various websites to direct unique visitors to their company’s webpage. (Higuera, 2017)

Marketing is commonly believed to have progressed through five distinct phases of evolution since the beginning of the concept, the simple trade era, the production era, the sales era, the marketing department era and the marketing company era.

An example that marketing has changed is that social media is now one of the biggest marketing techniques such as Facebook and YouTube ads. In the 80s marketing was strictly down to flyers, black and white TV adverts and billboards. Nowadays YouTube is the main technique of advertisement, for example the biggest channels with the most subscribers gain the highest ad revenue. Multi-national businesses pay google to present their adverts on these YouTubers channels. These techniques hadn’t even been thought of in the 80s and now it’s a reality. (Collins, 2016)

The most successful businesses these days use the marketing concept that is,  

“marketers first identify customer needs and then provide products that satisfy those needs, ensuring firms long term profitability.” (relivingmbadays, 2012)

There are five core customer and marketplace concepts used by businesses these days: Needs, wants and demands, Marketing Offerings, Value and satisfaction, Exchanges and Relationships and markets are the five concepts used. 

The most basic concept here is the needs, human needs are nothing but state of felt deprivation, this includes materialistic objects, social and individual needs. The form which human needs take are known as wants, these are moulded by culture and an individual’s nature, for instance, the average Indian man, when hungry, would seek a road side, whereas the average American man would seek a fast food store. When a need is supported by the power of buying, it then becomes a demand. (relivingmbadays, 2012)

Customer needs and wants are satisfied by market offerings, blends of products, services, information, or experiences offered to a market to satisfy a need or want. Market offerings are not always materialistic products, they include activities or benefits offered for sale that don’t result in the ownership of anything. For example, banking, airlines, hotels and home repair services. (relivingmbadays, 2012) 

Consumers typically face a broad selection of products and services that may satisfy a given need. Customers form opinions and expectations of certain market offerings about the value and satisfaction that various market offerings will deliver and buy accordingly. Satisfied customers buy again and promote their great experiences to other people. Dissatisfied customers tend to switch to competitors and ridicule their experience to others. (relivingmbadays, 2012)

Marketing occurs when people adopt the need to satisfy needs and wants through exchanging relationships. Exchange is gaining your desired item by an offering in return, for example, buying a bottle of water in a store, exchanging money for the product. Marketing involves actions taken to build and uphold desirable exchange relationships with target audiences involving a product, service or idea. Outside appealing new customers and creating transactions, businesses want to retain customers and grow. (relivingmbadays, 2012)

Exchange and relationships lead to the concept of a market. A market is the pool of actual and potential buyers of a product or a service. These buyers share needs and wants and can be satisfied through exchange relationships. Marketing means managing markets to bring about customer relationships. Sellers must search for buyers, design good offers, identify their needs, set prices, promote them, and store and deliver them. Consumer research, product development, communication, distribution and pricing are all core marketing activities needed to be completed in order to create a strong market. (relivingmbadays, 2012)

“The marketing mix refers to the set of actions, or tactics, that a company uses to promote its brand or product in the market. The 4Ps make up a typical marketing mix - Price, Product, Promotion and Place. However, nowadays, the marketing mix increasingly includes several other Ps like Packaging, Positioning, People and even Politics as vital mix elements.” (Times, 2016)

The 4 P’s are the most well-known factor of the marketing mix, even though there are now considered to be 7 P’s. Product, Price, Place, Promotion are the stand out 4 P’s. 

The explanation behind the first P, Product, is that methods are used to improve and differentiate the product to increase sales or target sales more effectively to gain a competitive advantage. These strategies to improve and differentiate the product include, extension strategies, specialist versions, new additions, packaging and improved technology. Apple are a prime example of improving their technology to increase sales along with releasing specialist versions of their products, for example, iMac and iMac Pro.

Price is the next P, companies use price in their marketing mix as they always aim for the cheapest product with the best value for money to increase sales. These pricing strategies include, penetration of the market where pricing of a product is set lower than average to rapidly reach a wide fraction of the market. The strategy works on the expectation that customers switch to the newer, cheaper brand due to the lower price. (Investopedia, 2018) Price skimming, loss leaders, prices being competitor based and discounts on products to sell a higher volume of the products. 
Place is the third P, businesses have to consider a number of components around place. The distribution channels are needed to be well looked over so the businesses know the distribution of their products and how they will get the products to the consumers. Direct sales, agents, wholesalers, retailers and export agents are all overviewed prior to the release of the product. This helps companies achieve their marketing objectives as they are then able to promote their products or services after knowing the location where their businesses are running. 

The final P is Promotion, strategies are in place to ensure customers are aware of the product or service within the distribution area. Not only advertisement helps the promotion of a product, most of the tactical activity within a business is based within this category. This leads to building awareness, creating interest, providing information, stimulating demand for the product and differentiating the product from the rest of the market. (Martin, 2015)

The final implementation of the marketing mix is the top down and bottom up market analysis. A top down analysis is calculated by determining the total market, then estimating your personal share of the market. A bottom up investing approach focuses on the analysis of separate stocks. Therefore, whoever the investor may be, they focus their attention on a specific company, not a specific industry where the company operates. (Cortazzo, 2015) 

While the marketing mix has become one of the most popular models in the marketing industry, described throughout every basic marketing text. Van Waterschoot has identified a number of criticisms to the concept. The concept focuses on what marketers do to customers rather than for them. Also, the marketing mix is externally directed and ignores the internal market within industries. Another drawback is that it doesn’t clarify anything about interactions between the mix variables. The final two criticisms of the marketing mix concept are that it takes a mechanistic view about markets and that it assumes a transactional exchange rather that a relationship. (Elsevier, 2008)

Stakeholders are a part of every single company in the world and influence what the business does regarding marketing and also other aspects of the business. 

“A stakeholder is either an individual, group or organization who is impacted by the outcome of a project. They have an interest in the success of the project, and can be within or outside the organization that is sponsoring the project. Stakeholders can have a positive or negative influence on the project.” (Landau, 2017)
There are two different types of stakeholder, primary and secondary. Primary stakeholders take the full responsibility of a business, a firm is unable to exist without their participation within the business. For example, these types of stakeholder include, shareholders and investors, employees, contractors, customers and suppliers. (Sillenpaa, 1997)

Secondary stakeholders are those who influence, affect or are influenced or affected by the organisation. These stakeholders are not engaged in transactions with the corporation or essential for the businesses survival. Examples of these stakeholders include media groups, action groups, government agencies, trade unions and regulatory authorities. (stakeholdermap.com, 2005)
Stakeholder analysis also includes the identification and examination of marketing stakeholder interests as they relate to a project. Its purpose is to understand the political and people orientated aspects of the project environment, also including the processes and functions that impact or are impacted by the businesses project. (Famico, 2013)
Stakeholder analysis involves all stakeholder groups and mapping them based on their size, relationships and the importance and impact of communication with each group. A vital part of the strategic manager's role of the company is to comprehend the influence that relationships with stakeholders can make to the current state of the company. Measuring the prospects of stakeholders enables an organisation to measure whether their objectives will deliver the resources of satisfying the requests of the various stakeholders. (KFKnowledge Bank, 2012) Regular stakeholder research and analysis ensures that the organisation knows who to target and how to target them when communication needs arise. 
During the first term being at University all students have had the chance to work as a team on various projects, the group I was a part of had two projects, unfortunately this was not planned. Firstly, we worked with a charity known as Circus Eruption, unfortunately they were losing a lot more money than they were making so as a team our job was to help promote the charity to attempt to increase the numbers attending the sessions held. We used traditional and contemporary marketing techniques whilst attempting to aid Circus Eruption, this included creating posters, leaflets, social media pages and the word of mouth. We developed into primary stakeholders of the organisation by essentially becoming employees of the charity. We helped the charity as much as we could in terms of promotion and we also decided we would like to fund raise for them for some extra support. Unfortunately, this idea didn’t go ahead as all contact with Circus Eruption was lost, this resulted in all of our work promoting the charity being a waste of time for our project. After speaking with Circus Eruption for the first time, we were told by one of their managers that they are mostly to blame for the drought of participants attending sessions. This is proof that they haven’t been using the marketing mix to is main effect, within marketing the highest quality of marketers use the marketing mix as guidelines to successful promotion but Circus Eruption failed to use this concept when attempting to promote their charity along with the organisation being located way outside of the city centre.  
The group are no longer participating with Circus Eruption and have now been assigned with a new project. This new project is now to set up and run the showcase event being held within Unit Nineteen. This is a showcase for all the other groups to present the work they have been doing with their chosen charities over the first semester. There are a great variety of projects including groups linked with Matthews House along with a group linked with Rising Stars. The event will be held in Unit Nineteen as it is an accessible venue for many people being located on Little Wind St. The venue will offer Pizza along with non-alcoholic and alcoholic beverages for those who attend the event, this is a great marketing strategy as many of the attendants will come due to the food and drink available. Posters have been made by the group and invites have been sent out to members of the University. The marketing mix concept has been taken into consideration when planning this event, this helped very much during the process as it made promotion of the event a lot easier to plan. Blogs have also been constructed and posted onto wordpress as a contemporary marketing technique, after the traditional techniques had been used. Again, the group are classed as primary stakeholders within the project as employees for the University project. 
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