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Marketing Fundamentals.
The aim of this essay is too look at the role of marketing and the influence that it has in the success of well-established organisations and businesses, there are a lot of different stages and practices in marketing, for instance the marketing mix. This essay will also mention the role that marketing plays in creating value for customers, and how it is done. In addition, the influence that stakeholders have and play within an organisation, and how they engage, and have an guidance on marketing strategies and tactics within the organisation. The development in marketing procedures is ever growing. ‘Clever marketing has led to many recent business success stories’, ‘The process responsible for identifying, anticipating and satisfying customer requirements profitably’ [CIM 2015] ‘ Marketing is the process by which companies create value for customers and build strong  customer relations in order to capture value from customers in return ‘ [ Kotler & Armstrong, 2015th  Ed, pg 27]
The marketing process is best described in a five step model, businesses will follow the exemplary. Within the first four steps of the model, companies will have to work to understand consumers, create a sense of customer value and build solid bonds and long established relationships with customers. When all four models have been followed, the companies will now be able to follow the final model, which is to obtain the rewards from all the hard work that they have put in by creating a good sense of customer value. Organisations will tend to profit from their hard work by having higher profit returns, sales, and customer equity from there new established relationships with customers. [Kotler & Armstrong, 2015th Ed, pg 27].  In any businesses preparation will help the growth and success of the business; it helps evaluate the risk and opportunities that you might be faced with. 
When companies are faced with constructing a marketing plan, they need think about the external marketing environment that they are in, and that of factors that could potentially disturb them. The two factors in the marketing environment are micro and macro environment factors. Marketers have no real control over these environment factors, but they can still have an influence on the judgment of when creating a tactical, well calculated marketing plan. Micro factors are the instant operational environment in which the company is in, for example influences that have an impact on the company directly such as suppliers, competitors, and customers. Macro factors are the issues that the company can do nothing about and are out of their hands to control. For example, factors such as environmental forces, social cultural forces, legal and economic forces. [ CIM ] [ Oxford College of marketing 2014].  These external marketing environments can sometimes be the key of success of a business.
A part of understanding the marketplace is to understand the customer needs, wants and their demands. These three customer values are satisfied via market offerings. This is a blend of, services, information, products and experiences that are presented to a specific market to gratify the customer need or want. Market offerings are not restricted to physical merchandise; they can me provided as a service, or as activities, such as a training course, a flight, or a hotel. Market offerings can be either tangible or intangible. . [Kotler & Armstrong, 2015th Ed, pg 28]
Organisations will strategize there marketing strategy around four key concepts in the market place. Production, product, selling, and the market concept.
The production concept is when a company is focusing on the production and distribution of its product, or the service that it offers. The production concept grasps that customers will choose too buy products that are extensively available and are low-cost. Managers in a company that focus on the production concept in the marketplace will focus on improving low-cost production and distribution productivity. [Kotler & Armstrong, 2015th Ed, pg 31]. A respectable example of the production concept would be Henry Fords, Model T. The model T ford would cost around eight hundred dollars to manufacture; ford was able to bring the cost of the manufacture from eight hundred dollars to around three hundred dollars by developing an effective assembly line. It made transportation affordable, as a result there sales hit the roof and Henry Ford made a fortune. The model T ford exhibited that the production concept can work. [Thompson 2013]
The product concept can be implemented by companies instead of the production concept, it is when the company starts to focus how ground-breaking the quality of their product is, no matter how expensive it could be.   The product concept grasps that customers will desire products that propose the most quality, the best performance and advanced features. In this concept the marketing strategy is concentrated on constant product improvement, thus the organisation that uses this concept should dedicate all its energy to the products perfection. [Kotler & Armstrong, 2015th Ed, pg 32]. An excellent example of the product concept in the marketplace would be apple and the evolution of their globally well-known product the iPhone. The first iPhone created was the iPhone 3g in 2009, apple then had to follow the product concept and evolved there iPhone 3g to a iPhone 4. The iPhone 4 would have better features and the performance would be better. Now in 2018 the latest iPhone that exists is the iPhone 8. Apple followed the product concept and as a result there market plan is getting better and better, as being one of the biggest companies on the globe. [Alpe 2018] 
The selling concept clasps that if the company does not putt in large amounts of work to promote their product, the customers will not buy their product.  Organisations that follow the selling concept must have an advanced networking database to promote their product, and implement innovative selling techniques. However, the downside to the selling concept is that it focuses on making as many sales as it can, rather than focusing on creating long established relationships with customers. However this concept would work effectively in services such as blood donations, and organ donations. [Kotler & Armstrong, 2015th Ed, pg 32]. [Kotler 2000].
Lastly the marketing concept is unlike the other concepts; it embraces that to accomplish the organisations goals, the organisation will have to distinguish the needs and wants of their target market, and deliver the required fulfilments, better than there competition. [Kotler & Armstrong, 2015th Ed, pg 32]. [Kotler 2000].

The marketing mix is a concept that is made up of a combination of factors, doing so, to encourage customers to buy a product. The marketing mix is made up of four P’s. Product, Promotion, Place and Price. These four factors affect the company’s total profit margins.
The First P is the product. Companies should know what their product does, what it can do what group of people the product is designed for, who can use it and the actuality of the product. In addition they should know the advantages and disadvantages that come with the product.  The product could either come forward with, high spec features, benefits, style, design, a service, or with warranties. [Doyle 2011].
The second P is promotion; it is the way the companies try and connect to the consumers, about the product or service that it is offering and trying to sell. There are an extensive variety of ways a company can promote the service or product that they are offering. Companies can promote by either  digital marketing, advertisements, channel marketing or even my making alliances with other companies to create more awareness of their product/service.  Promotion can cause a drastic change in the success on how well a company does in sales and there overall gross profit. An excellent example when promotion was executed extremely well is when Nike brought out there, ‘Just Do It ‘ campaign in the 1980’s, their sales had went from eight hundred million dollars, too nine billion dollars from 1988 to 1998. The pitch was just right and caught the attention of millions worldwide, and still to this they do they go by the same pitch. [Kolowich 2018]
The third P is place. The place is the placement of the product/service, where the product/service is available to consumers and where they can purchase it. Placement of the product is significant as it should be accessible to the targeted needs of the consumers. [E J McCarthy]. The location of the transaction of the product/service can lead to the amount of sales that are done by a company. Companies can use either direct or indirect stations to sell their product/service. They could do it either via the internet, telemarketing, emails, television programs, or by even sending out sale executives to carry out the transaction and meet the client, e.g. an insurance company sending out a sales executive to meet somebody at their home address for a consultation. Companies will tend to implement both direct and indirect channels to sell their product/service. [Doyle 2011].

The final P in the marketing mix is price. It is standard procedure for companies to scrutinize the prices of their produce/service that they offer too check if the price is still correct for the current marketplace that they are working in. Prices can be included at discount prices, special offers and listed prices. [Doyle 2011] .From time to time companies can lower prices or raise the prices, sometimes lowering the prices can result in more sales but the profit margin is not as big, however sometimes when prices are raised, the fraction customers is reduced however, the company has a larger profit intake. [E J McCarthy]
Once a company has perfected the use of the marketing mix, they will have a upper hand over there competition, they know will know how to execute and deliver their product/service better than their competitors. [Faber 2017]. Furthermore, the marketing process does not stop at the 4 P’s, there are three more P’s, being the people that work and run for the company, the processes, which is the delivery of the service/product that is on offer and lastly, physical evidence which could be in the form of haircut or even an insurance document. This is known as the extended marketing mix with the extended 7 P’s. In today’s market place the 4 P’s are known to be more related to introductory and consumer marketing. The 7 P’s tend to be more related as an all-purpose approach to a marketing strategy. [Academy 2018]
Stakeholders are people, organisations or groups that have a form of stake in an organisation, as a result they importance in the activities and decisions that the company has. [CIM 2014].  Stakeholders have a massive engagement with organisations and also have a massive impact on the marketing activities  of the organisation.. There are two types of stakeholder groups, primary stakeholders and secondary stakeholders. Organisations are more reliant on their primary stake holders, they can be either investors, shareholders or contractors, without their contribution organisations would simply not be able to run. Contrasting too primary stakeholders, secondary stake holders are not financially involved with the organisation, however, they still have a massive impact on the organisation, and they can play a massive role in the success and survival of a company. Secondary stakeholders can be government bodies/agencies, trade unions and guiding authorities.
Without the engagement of stakeholders, it would be hard for any organisation that is offering a product/service to survive, as businesses and stakeholders are jointly inter-reliant. [Gustafson 2018]. Stakeholders have guidance on how successful marketing goes, thus is the reason why organisations look too create long lasting established relationships that are cherished.  When organisations have established bonds with these customers they run more capably and tend to have a higher gross profit. Moreover, a loyal consumer base is also formed. This has a marketing emphasis on consumers and stakeholders. [Gustafson 2018]
Pressure groups are stakeholders. They fall into being secondary stakeholders; they tend to be more involved with large organisations and well established businesses. They are set up to have an impact on what we think of an organisation/company or business. Pressure groups tend to voice their thoughts the public and that is how they gain there awareness. [Woods 2014].  Pressure groups will try to have an effect on the government’s decisions. An example of a pressure group is corporate watch, they look at the social and environmental impact that organisations have.
Concluding the semester that just followed, revealed to me the importance In marketing and not only the significance that it has in the success of a business, but also the importance it has in the success of a marketing campaign. I and my colleagues had a group assessment where we had to raise the awareness for Matthews house an independent non profitable organisation that helps the vulnerable and the needy in Swansea by providing them a place to go and seek guidance and to even eat. Our goal was to raise as much public awareness possible for the charity, and try to raise as much money as we possibly could to then provide to the charity. Firstly, to raise awareness, we would use word of mouth, after a while we had realised that it is not working that well. We then decided that we needed a marketing plan. Our marketing plan was to hit social media, to spread the word, it was an instant success. We used the platforms such as Facebook to spread to word, we would get people to share our posts all over, we had had a go fund me page, created where people could donate to us online. The biggest success we had to create awareness and make money was our online blog that we had created; we had eight sections full of information that would make people more aware what Matthews’s house the charity was doing. The idea of coming to create the blog sparked up, when we realised to really gain awareness we need to promote our cause. One of the four P’s from the marketing mix was implemented and that was the promotion concept. At the start when we were not really promoting our cause, we would get no attention or anything of nobody, I then realised that people are not going to be interested or just come to you by chance, you have to get the word out there. Part of our marketing plan was, that we would organise a sponsored walk to raise further funds for the charity, there would be a two pound fee to take part in walk, it was from the Swansea business campus, to mumbles beach. We spread the word through social media, using Facebook, Instagram, snapchat; we had created posters that were handed out in the university campus and in our local towns. The first walk was scheduled to take place on the 14th of December however, due to macro factors such as the environment and the weather conditions we were unable to carry out the walk and it was rescheduled to a later date. Overall coming to a final conclusion, I have realised that marketing and using tactical communication tools such as blogs, posters, play a colossal role in generating awareness for a cause and also for being able responsible in the success of profitable organisations and non-profitable organisations.
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