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“Marketing is a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others” (Blythe, 2014, p. 5).

[bookmark: _GoBack]In Philip Kotler's Principles of Marketing (2014), he introduces his model of the marketing process. This model includes five steps which are, ‘Creating value for customers in order to capture value from customers in return) (Kotler, 2014, p. 16), ‘Building and managing strong, value-creating brands’ (Kotler, 2014, p. 16), ‘Harnessing new marketing technologies’ (Kotler, 2014, p. 17), ‘Measuring and managing return on marketing’ (Kotler, 2014, p. 17) and ‘Sustainable marketing around the globe’ (Kotler, 2014, p. 17). 

The first step of the marketing process is for marketers of an organisation to understand everything that their customer needs and wants in the type of market they are active in. Kotler (Kotler, 2014) describes three states that somebody feels in marketing terms which are, needs, wants and demands. All people need certain things to be able to survive, such as clothes, food, water and shelter, these are basic physical needs. We also have social and individual needs, for example, love and language respectively. Consumers also have wants, which are things that someone doesn’t necessarily need but would like to have. Examples of this can be a new food restaurant opening and someone want to go and eat there, even though it’s essential to eat, the choice to go and eat out is a luxury chosen by the person. He also states that demands are ‘human wants that are backed by buying power’ (Kotler, 2014, p. 675). 

A marketing theory what is commonly used by marketers is the SWOT analysis. This is an analysis that is divided up into four different part, Strengths, Weaknesses, Opportunities and Threats. Strengths and Weakness are known as being internal factors and Opportunities and threats are seen as external. (Jobber, 2007) The marketers will assess their strengths, such as being a reliable shipping company that has been running for a long time, and then look at their weaknesses which could be that they are a small company and cannot delivery over a specific number of things in a set time frame. These internal factors can be changed internally through the company. Now if they looked at their opportunities the shipping company could find that there could be an area that doesn't get shipped to by any other company so they could invest in a new ship to be able to expand the company's customer base. They are able to identify their threats, which could be, for example, a larger budget shipping company that ships to all the places that the smaller company do for less cost. This could make the smaller, more reliable shipping company lose some of their customer who are looking to save money. For organisations to use a SWOT analysis is good as they are able to figure out where they can improve and strengthen to create better products or services.

The concept of the marketing mix was introduced by Neil Borden while he was teaching at Harvard University in the 1950s (Bains & Fill, 2014). This was originally included a list of twelve points to follow, but in 1960, Eugene McCarthy narrowed it down to four memorable words, famously known as the 4Ps. These were: -
‘Product – the offering and how it meets the customer's need, it is packaging, and its labelling' (Bains & Fill, 2014, p. 16).  Companies have to make sure that the product or service they supply is wanted or needed. If they create a product that nobody wants, they will not buy it making the company lose money. So, the first thing companies should do is find out what their consumers need or want. 
‘Place – the way in which the offering meets customers’ needs’ (Bains & Fill, 2014, p. 16). For some products, where they are available will affect the sales. A company will need to make sure that they find out where the best place to sell their product or service if they want it to be successful.
‘Price – the cost to the customer, and the cost plus profit to the seller’ (Bains & Fill, 2014, p. 17). Companies want to make sure they create a profit from their product or service, and customers will only pay for it if they think that the cost of this is worth it. Companies will need to make sure that the price of their product or service is competitive, but this doesn’t mean it has to be the cheapest. 
‘Promotion – how the offering’s benefits and features are conveyed to the potential buyer’ (Bains & Fill, 2014, p. 17). This is an important part as this is how they will be able to catch the attention of potential customers. Promotion includes the work of advertising to customers, and they can do this through television adverts, or by attending places that are busy and offering special promotions such as money off or buy one get one free. Most importantly it needs to catch the attention of the potential customers.
The reason the 4Ps was made was to make things easier for managers and marketers to plan for their organisation and create more profit, extend their customer base and to create better services. 
An example of the 4Ps being put in place is the ‘Black Friday’ sale. This is a sale that takes place before the Christmas holidays and is always successful, this is where ‘promotion’ takes effect as it is a popular time and everybody is shopping for gifts. This is because all the retail and online stores know that people want to save money on products coming up to Christmas, mostly electronic items, such as TVs and game consoles. (Green, 2017). Two of the 4 ‘Ps’ have been implemented her, Product and price as the price has been changed to attract customers and a lot of the products are desired. Mostly every store has a sale on and this attracts customers. Not every product would be reduced in price, the most popular will most likely stay the same price, but they will still sell products as many people will be in the store or online and will want to buy the products anyway. This is where ‘place’ has been implemented.

Although there are a lot of pros of using the 4Ps, they were often seen as not covering everything. In 1981, Bernard H. Booms and Mary J. Bitner added another 3Ps to Eugene McCarthy’s original 4Ps. These were Physical Evidence, Process, and People (Booms & Bitner, 1981). 
‘Physical Evidence is the tangible proof that service has been delivered’. (Blythe, 2014, p. 16). This is where the customers can interact with the organisation and can see whether the service is what the expected. An example of this is going to a grocery store of either Aldi or Waitrose. Aldi advertise themselves as a budget shopping store that sells low costing but high-quality food. One problem with this is that most of the Aldi stores interior isn’t welcoming or doesn’t feel as high end as a Waitrose store would. Waitrose sell their products as high quality, high priced food, and there is physical evidence as their stores fell high end as soon as you walk into them.
Process is the delivery of your service is usually done with the customer present so how the service is delivered is once again part of what the consumer is paying for. (Professional Academy, 2015) A restaurant can be another example of this. Once the customer is seated they would be asked for a drinks order while the waiter would let them look at the food menu, then come and ask for their food choice. They should also return mid-meal to ask if everything is okay and if they can get anything else for the customer. The process of the service is important to make the customer feel like they are having the greatest possible experience whilst using the product or service.
People – “Everyone who comes into contact with your customers will make an impression. Many customers cannot separate the product or service from the staff member who provides it, so your people will have a profound effect – positive or negative – on customer satisfaction.” (The Chartered Institute of Marketing (CIM), 2018) This can be anyone who works for the business and they are important. If you go to a restaurant you would be served by a waiter, who is the first point of contact between your business and the customer. It is very important to have good workers as this will impact of whether people will return to use your products or service.

There are six main types of Marketing research: -
Consumer research, which looks at the behaviour of the buyers of the product. (Blythe, 2014)
Advertising research, which looks into the effectiveness and potential effectiveness of marking communications. (Blythe, 2014, p. 157)
Product research, this is when an organisation will try to get more knowledge that can be used to create a new product.
Distribution research, this looks more into different places the organisation can sell their product and which is the best.
Sales research, which looks into the personal selling function including an individual salespersons performance. (Blythe, 2014, p. 158)
Marketing Environment, this can affect the sales of their products or services a lot, as this looks into the external factors that the organisation cannot change. They look at the political, economic, social and technological aspects which could affect the business. (Blythe, 2014, p. 158)

“Customer Value: a measure of the difference between what a customer pays for a product or service, and the value they get from it.” (Cambridge Dictionary, 2018)

Creating value for customers is an important task and marketing plays a big part in this. There are many ways for marketers to try and raise value for their customers, an example of this is Apple. To encourage a person to buy one of their laptops or any other one of their products, they would add a free pair of Beats headphones to the order. In doing this they made their customer feel like they are getting better service and exclusivity from Apple over any other brand. This would also make the customer feel like they are getting more value for their money. Some customers may feel that value is buying sensible products at affordable prices, whilst others may feel that to get more value for their money they need to pay more (Kotler, 2014). Another example of a company trying to raise their customer value is McDonald’s. They have introduced a table service option when you go and order their food. In doing this they are making the customer feel like they are having a more enjoyable experience rather than waiting, and this increases the customer value of their consumers making them want to return to the restaurant in the future. Trying to raise customer value is a difficult task, especially for organisations that sell products, as “experience is valued more than ownership” (Hemsley, 2018). This can make it easy for organisations to create value when providing a service, this could be for a holiday company. Customers will find more value for going on a holiday as they will only have a certain amount of time there.

 “Stakeholder - An individual, organisation or community that has an interest in the strategy and operation of an organisation. Stakeholders may include shareholders, employees, customers, government, local communities, opinion formers, suppliers, and partners. (The Chartered Institute of Marketing (CIM), 2018)


The stakeholders of the business can be internal or external. The internal stakeholders would be the owners, managers, and employees and connected stakeholders would be customers and distributors of the organisation. The external stakeholders could be the media, government and the community where the organisation is based. (Professional Academy, 2015) The organisation needs to find out who their stakeholders are and once they have done this they will be able to know what they will want. Matthew’s House’s internal stakeholders would be the trustees and all the volunteers that do work for the charity. Customers that go to their café and spend their money would be the stakeholders as well as any person who makes a donation to the charity. The engagement with these stakeholders is important because if they get good service, they will tell others they know and the organisation would get more customers. External stakeholders of the Matthew’s House would most notably be the media of television, social media, the community and other organisations, this is what they depend on to get more known around the area. They work with a lot of companies such as Tesco and Marks and Spencer’s, and this get them good support and attention from the community. If good things are being talked about the organisation they will get more awareness spread and get more possible donations. 

Assignment 1B

To generate interest in the Matthew’s House project and to spread awareness, the group had created a blog giving information to visitors about what Matthew's House is about and why it was set up. The blogs posts were presented in a fun way, and this was to make the reading become more interested in the message the groups were trying to spread. The group members had shared the blog through social media and through posters within the university to attract more readers. The blog was seen as a success to the group as they could see that they were getting visitors from outside the university through the site's analytics. Something that could have been used to make the blog more successful was applying the AIDA theory whilst planning what to write. In reflection, the group believed they had they had achieved the first step of this theory as their initial goal was to tell people about Matthew's House. The second step, Interest, is something that could have been more implemented as a lot of the blog post were very factual and had given a lot of statistics. Most people wouldn't find it interesting, or interesting enough to keep reading on a regular basis. Desire, the third step is something that could have been worked on a lot. There was a page dedicated about the Pen-Y-Fan sponsored walk, this was to make visitors return to visit the blog to keep up to date with the what was happening, but not enough information or story was written or posted to the blog. Finally, the fourth step, action, was implemented successfully as the main goal was to spread awareness and raise donations. The group had added a link to each blog that would take visitors to a page where they could donate, and donations were given this way.
The group had identified their target audience as anybody who was willing to donate. But they also knew that the most likely people who would donate are people who knew somebody that was homeless or somebody that had more money to spare and this would have been difficult to narrow down who these people were.
The group had also taken part in a bag packing activity in Tesco, trying to raise money to go towards the charity and to give more people information about Matthew’s House. The use of social media was an important part of trying to spread awareness of the charity as each member of the group would write on their personal profiles saying what they have done. These forms of communication were done with ease as the group didn’t have to buy anything because everything they used, such as the blogging site and social media were free to use. The one problem with using the blog and social media was that they both used up a lot of time and the writers of the blog had to research. This would take up a lot of resources and would have cost to have somebody run a blog of this type because of the time it takes up, even though the blog itself is free to use.
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