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Introduction 
This essay will outline what marketing is and all the different factors within marketing, the factors that will be looked at are; marketing concept, marketing past, present and future, customers and stakeholders, marketing strategy and planning, macro and micro environment, marketing information and research, segmentation, targeting and positioning, branding and the marketing mix. Marketing is the process of showing customers why they are to choose your product or service over your competitors. “The management process responsible for identifying, anticipating and satisfying customer requirements profitably” CIM (2015). 
Creating Value
Value has many different meanings, however most people consider value as ‘The regard that something is held to deserve; the importance, worth, or usefulness of something’.  Creating Customer Value increases customer satisfaction and their experience. Creating Customer Value also increases loyalty, price, reduces errors and increases efficiency. To create value, you need to understand what a Customer perceives as value. You must understand how the consumer views your competitor’s product.  Making the consumer feel valued is also an important factor during the process of purchase because it’s a part of their customer experience. 
Marketing Concept
Many people think marketing is just about advertising, but that is not the case. It is a key process that ensures a company’s products and services can meet or exceed consumer’s desires. “Marketing is the fuel that powers your brand awareness campaigns and that ultimately leads to sales” BBE (2017). The marketing process is the main source to the company’s performance, because it addresses the most important aspects of the market. “It is about understanding the competitive marketplace and ensuring you can keep up with key trends. Every product we buy and choice we make in our consumer society has been shaped by the forces of marketing” CIM (2015). For a business to succeed, the product or service it provides must be known to consumers because without marketing, potential buyers may not be aware of your product or service. Marketing is also a good tool for building a good company reputation, it boosts sales and gives you healthy competition. The two main forms of marketing are traditional and contemporary marketing; traditional involves making sale, abundance of products in nearby shopping centres and television, magazine and direct-mail ads. Whereas contemporary involves satisfying customer needs, websites, mobile phone apps, blogs and online videos and reaching customers directly, personally and interactively. 
Evolution of Marketing 
The concept of marketing has changed over time and continues to change to this day. Marketing supposedly evolved through classical stages as well as contemporary stages. White (2016), for example in the 1930’s companies were production orientated. They made products a certain way with no variety and that is what they sold to consumers whereas in the 1960’s companies were consumer orientated as they designed their products to a target audience. However, since 2010 the evolution of marketing has developed even more, since then businesses have designed their products and services to what they believe and want other consumers to view their business the same way. “The marketing concept is the strategy that firms implement to satisfy customer’s needs, increase sales, maximize profit and beat the competition” iEduNote (n.d.) The five marketing concepts are production, product, selling, marketing and societal marketing concept.
Five marketing concepts
[bookmark: _GoBack]The production concept puts emphasis on meeting production schedules with the assumption that customers are only interested in price and availability. Businesses that operate this way risk of being too narrowly focused, forgetting customers’ needs and wants. Product concept has the assumption that the customer will buy the product if it is a ‘good’ product and concentrates on increasing the quality of the product, doing this is a risk because the company will not focus on design, package and price. The selling concept is mostly used with unsought goods and focuses on sales transactions rather than relationships. Aim is to sell what the company makes rather than what consumers want. The marketing concept is more customer centred, market sensing and responding. It takes an outside-in perspective and focuses on customer needs and integration of marketing activities, creating lasting relationships based on customer value and satisfaction and delivering better ‘value’ than your competitors. Lastly, societal marketing is based on the principle of societal welfare. “It emphasizes that an organization must make strategic marketing decisions keeping in mind the consumer wants, the organizational needs and most important the long-term interests of the society” Management Study Guide (n.d.). 
Stakeholders 
Understanding the impact of these stakeholders on business is important. A stakeholder is “Any group or individual who can affect or is affected by the achievement of an organisations purpose” Freeman (1984). There are two types of stakeholder groups, primary and secondary. Primary stakeholders are those who have a direct interest in a company whereas secondary stakeholders are those who have an indirect interest. Stakeholder analysis involves listing all stakeholder groups and ‘mapping’ them based on their size, inter-relationships and the importance/impact of communication with each group. For example, Unity’s stakeholders are the lgbt community in Swansea and surrounding areas. Their impact on Unity’s organisation is very important as they are the target market and influence Unity’s marketing activities. There are both internal and external stakeholder within a company. An example of an internal stakeholder is an employee; employees are employed and paid by the business where as an external stakeholder is not. An example of an external stakeholder is a competitor; competitors are not part of the company but have an impact in the business.
Consumer Behaviour 
Consumers play a very important role in driving the sales of a business as they are the ones that affect the profit of the business. Consumer behaviour is the study of consumers and how they use to choose, use, and dispose of products and services. Different factors influence consumer behaviour, cultural, social, personal and psychological. Cultural factors are a very complex belief of human which includes the human society and their roles, behaviour and traditions. Sub-culture is the group of people who share the same values and traditions. The behaviour of a consumer is not only influenced by their motivations and personalities but also their families and family members. Social factors are important as it is important to know what social class is being targeted. Personal factors also influence the consumer behaviour. The sub factors under personal factor are age and life cycle stage, occupation, financial or economic situations, life style, and self-concept and personality. “A consumer need not just be an individual; a consumer can also be an organisation. A consumer is someone who will buy goods or services” eduCBA (2016).
Branding 
Branding is the marketing strategy of creating a name, symbol or design that identifies and differentiates a product/service from other competitors. Your brand displays who you are, who you want to be and who consumers perceive you to be. ‘Branding is a component of a product’s tangible features –the verbal and physical cues that assist the customer in choosing one product over another”. (Dibbs et al 1997). Branding is an important marketing practice because a new brand can be protected from copying, a strong brand is a differentiator from competing products, strong brand results in customer loyalty and purchases (selection, awareness, recall, recognition) and a strong brand adds value and can be an enduring asset. A brand’s personality shapes its brand identity, which helps create a brand image. Brands are not static they need to evolve; brand elasticity is where the brand can be stretched over several products without harming the original branded product. Your customers need information about your product or service before they buy it. The communications process will succeed if: You deliver a clear, compelling message and if you choose the most appropriate promotion method. Edward Lowe Foundation (n.d.). The ways you communicate features and benefits to your potential customers is called a promotional mix. The promotional mix is an allocation of resources among five elements; advertising, public relations, sales promotion, direct marketing and personal selling. Advertising is paid for promotional space e.g. television, online, radio etc. Advertising is also known as a nonpersonal promotional activity because the seller has no direct contact with the potential consumer at this point during the communication process. Sales promotions are in-store demonstrations, displays, and sales promotion techniques for example, buy-one-get-one-free. Public relations are gaining word of mouth or free media coverage through the communication of appropriate messages/stories to key individuals/groups.  Online networks are increasingly important here. Direct marketing is any marketing directed specifically at an individual such as direct mail, email and telemarketing. Lastly personal selling is the face-to-face communication between buyer and seller. For example, Unity’s main branding strategy is advertising and public relations. They advertise their organisation through flyers, social media and word of mouth as they feel it is the most successful way for them to get their message across to their target audience.
Marketing Mix 
“The marketing mix is . . . 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 (2010). The marketing mix is about putting the right product in the right place, at the right time, and at the right price. The marketing mix is also called the 4Ps and the 7Ps. The 4Ps are price, place, product and promotion. The 7Ps and includes the addition of process, people and physical evidence. In terms of price the company’s goal is to reduce costs through improving manufacturing and the value of the benefits of its products and services to the consumer. Place is also known as distribution, it is the process through which goods and services are moved from the manufacturer to the user or consumer. A product is the physical item that we buy or sell and can be thought of as intangible i.e. a service. Methods are used to improve/differentiate the product to increase sales or target sales more effectively to gain competitive advantage for example, extension strategies, new additions, packaging, technology etc. Promotion strategies are to make consumers aware of the product/service. “Promotion includes all of the activities marketers undertake to inform consumers about their products and to encourage potential customers to buy these products”. Solomon et al (2009). There are many promotional elements that are used such as sales, advertising, sales promotion, public relations, direct marketing, online and communications. There are many examples of physical evidence, including buildings, equipment, signs and logos, brochures, websites, and business cards. People are the most important element of any service and aspects of the customer experience are altered to meet the individual needs of the consumer. Lastly, the process looks at how people consume our products/service and what processes they have to go through to acquire the product/service. 
Marketing Strategy & Planning 
Marketing planning helps develop products and services in the business that meet the needs of your target market. “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). Developing a marketing plan requires research, time and commitment and is a process that can greatly contribute to your company’s success. A marketing strategy is a business' overall plan for reaching people and turning them into consumers of the product or service that the business provides. All marketing strategy and objectives should be linked to corporate goals and mission. A mission statement defines what a business is and why it exists. “A statement of the organisations purpose – what it wants to accomplish in the larger environment. A clear mission statement act as an “invisible hand” that guides people in the organisation” Kotler (2010). It determines the company's direction and to remind people why the company exists and what makes the company successful. The mission statement is often too broad to measure success parts of the organisation or to help with the identification of specific goals, corporate objectives are generated from the mission and functional objectives are generated from corporate objectives. Evaluating a company’s strengths, weaknesses and issues that impact the overall success of the business is extremely important. SWOT analysis identifies and evaluates a company's strengths, weaknesses, market opportunities and potential threats and is highly useful for developing your company goals. 
Segmentation, Targeting and Positioning 
Marketing segmentation involves the division of a diverse market into many smaller submarkets that have common features and the objective is to identify groups of potential customers with similar requirements. It provides a commercially viable method of serving customer needs and is at the heart of strategic marketing. The four segmentation variables are geographic, demographic, psychographic and behavioural. Geographic segmentation is all about dividing the market into different geographical units such as nations, regions, states, counties and cities. Demographic segmentation focuses on market segmentation according to age, race, religion, gender, family size, ethnicity, income, and education. Psychographic segmentation involves dividing your market into segments based on different personality traits, interests, attitudes, values and lifestyles of consumers. Behavioural segmentation divides a market into segments based on consumer knowledge, attitudes, uses, or responses to a product. Selecting target market segments is also an important process in marketing segmentation and targeting. A target market consists of people who share common needs or characteristics that the company decides to serve. A product’s position is the way the product is defined by consumers on important attributes – the place the product occupies in the consumer’s mind relative to competing products. “Positioning is the act of designing the company’s offering and image so that they occupy a meaningful and distinct competitive position in the target customer’s minds”. Kotler (2003).
Micro & Macro Environment 
There are two types of external marketing environments; micro and macro. These environments’ factors influence the decisions made when making a marketing strategy. The suppliers, the reseller, the customers, the competition and the public are the microenvironment factors. The macroenvironment factors are demographic forces, economic factors, natural/physical forces, technological factors, political and legal forces and social and cultural forces. “Micro and macro environments have a significant impact on the success of marketing campaigns, and therefore the factors of these environments should be considered in-depth during the decision-making process of a strategic marketer”. Oxford College of Marketing (n.d.). Considering these factors will help improve the success of your company’s marketing campaign and the reputation of the brand. For example, the main macroenvironment factors considered by Unity are social and cultural as they are the factors that influence Unity’s marketing strategy the most. This is due to Unity being a socially driven charity who’s focusing on inclusion and acceptance in the community. 
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