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This essay consists the Evaluation and analysis of the core principles of marketing 
The complex set of needs which consumers attempt to satisfy is the beginning point for all marketing activity (Palmer and Hartley, n.d.) . A consumer is a person who purchases goods and services for personal use (Google.co.uk, 2018). Food and drink in the 21st century is no longer the main motivation for people within society (Palmer and Hartley, n.d.). When basic physiological needs have been meet by people they may attempt to have fruitful interactions with peers, where this was recognised by Maslow (Simply Psychology, 2018). In the western culture the number of humans self-fulfilment internal needs which they are seeking to satisfy is rising (Palmer and Hartley, n.d.).  This means complex needs which are increasing are therefore then satisfied by goods and services. Prosperity which is growing and increasing every year due to the rapid change occurring has seen people wanting to eat out with friends and family more. (Palmer and Hartley, n.d.) This has seen many cuisines come into existent around the world as the expectations of people has become higher and higher after the basic needs have been met.
Deep within an individual’s personality consists of the needs that has been conditioned by the society that have been nourished by. Within an organisation when the personal needs of an individual may not be entirely the same as the economic needs as an organisation greater complexity occurs (Palmer and Hartley, n.d.).
There are lots of ways in gaining goods and services (stealing, trading, extortion, buying). Food is a good where in some society it can be hunted and other societies with a poor economy it can be begged for (Palmer and Hartley, n.d.). In marketing environments consisting of operating organisations acquire goods and satisfy needs on the basis of trading (Palmer and Hartley, n.d.). Trading is like exchanging where something that is valuable is given to each party. (Palmer and Hartley, n.d.). Each party can decide whether or not they want to engage in the trading and exchanging, where they can also chose who they want as alternative potential partners. Money is usually given for the trading of a product, and bartering is also utilised in some trading systems.  (Palmer and Hartley, n.d.). Marketers have debated amongst themselves on whether exchange is an essential element of marketing. The restricted view that marketing is based on a series of discrete exchanges has been refined, adapted and extended by many writers to try to incorporate the concept of external benefits that are provided by some producers, usually in the not for profit section but where it is neither possible nor desirable to charge the recipient for the benefits received. In this sense it’s been argued that the payment of taxes to the government in return for the provision of social services is a form of social marketing exchange, although it is difficult to identify what sovereignty consumers of government services have in determining the manner or source of their delivery (Bagozzi, Richard, 1975), whilst others have sought to move the defining characteristic of marketing away from the concept of exchange to one of matching (Alderson and Rushton, 2018). In recent times, marketers have sought to move analysis of exchange transactions away from a series of discrete exchanges towards ongoing relationships (Palmer and Hartley, n.d.).
In an exchange between an organisation and its customers, one party generally expects to receive something that they value from the other party. This is where in return for which they give something that the other party values. Value for those that supply may be represented by payment received or in the case of some not-for-profit services. More qualitative factors such as the A level Grades of incoming students to a university. Customers will evaluate benefits according to the extent to which a product allows their needs to be satisfied. Customers also evaluate how well the benefits of a product add to their own well-being as compared to the benefits provided by competitor’s offerings (Palmer and Hartley, n.d.).
The value that consumers place on offers can differ from values perceived by producers. Consumers can only judge value as received by them. Business organizations succeed by adding value at a faster rate than they add to their own production price. By specifying the product offer can value be added to it in accordance with expectations from customers (Palmer and Hartley, n.d.). An example of this can be by providing easy access to a product or the reassurance of after sales service. 
In return for delivery of goods and services customers make payments to organisations that is acting as the provider, therefore forming a focal point for an organisations marketing activity. The customer is generally understood to be the person who makes the decision to purchase a product and pays for it. Society as a whole benefits from the consumption of many public services and not just the immediate customer (Palmer and Hartley, n.d.). Education as a whole for society can be regarded as the customer because we benefit from having a higher trained and literate workforce (Palmer and Hartley, n.d.). 
Market as a term traditionally refers to a place where buyers and sellers gather to exchange goods and services. Economists refined this definition to include the abstract concept of the interaction of buyers and sellers, so that we can talk we can talk about the insurance market as referring to the aggregate level of transactions between all buyers and sellers of insurance. Regardless of the existence of a formal market place. For marketers, the term market is more commonly confined to describing characteristics of consumers rather than producers. The hotel market is defined in terms of those people who have the need and want for hotel accommodation and have the willingness and ability to pay for it (Palmer and Hartley, n.d.). 
Segmentation, targeting and positioning 
Different customers within a market have different needs that they seek to satisfy. To be fully market oriented, a company would have to adapt its offering to meet the needs of each individual. In fact, very few firms can justify aiming to meet the needs of each specific individual. Instead, they target their product at a clearly defined group in society and position their product so that it meets the needs of that group. A segment represents a subsection of a market where people share similar need to which a company responds with a product designed to meet these specific needs. When the supply of goods and services is scarce relative to supply, organisations may seek to minimize productions costs by producing homogeneous products. Target market choice involves company’s looking inwardly at its strengths and weaknesses and outwardly at the opportunities and threats in its environments. Product positioning in its fullest sense involves a number of tools that an organization uses to address its market and to differentiate its products from those of its competitors. These tools are known as marketing mix (Palmer and Hartley, n.d.). 
The role of marketing mix is it plays a vital part in the overall marketing approach. The mix helps in determining which marketing strategy is right for your organisation. Therefore the marketing mix goes hand in hand with positioning, targeting and segmentation, along with the four p’s, which are promotion price and place. The picture gives a glimpse of the mix on page 18 (Palmer and Hartley, n.d.). 
An element of the marketing mix services known as the 7ps is process. Within the business and marketing literature consists of many perceptions of the processing concept. Process is seen as a means to gain a result by some. An example of this can be where an organisation implements a marketing planning process to achieve a 20% market share.
A marketer can be a person or a company that advertises or promotes something, and at each stage of the process through all elements of the marketing mix they deliver value in the form of process, physical evidence and people enhance services.
The mix can be changed when feedback is taken.
The person buying goods and services are absorbed, where then other products and services are enlarged and marked to them.
Individuals have different needs and the stage itself can be suited to them, at the same time encountering a resembling service.
Processes essentially have throughputs, inputs and outcomes. Value to each of these stages is added through marketing.
Processes consists of many types. The manufacturing of goods and adapting them for the needs of clients come under technological processes. Rolls Royce for example will build a phantom that is suited to the needs of every single individual customer. Electronic point of sale (EPOS) products containing barcodes which is scanned on phones or by checkout people and other means such as points reward card come under electronic process.
Direct and indirect activities are contained in process.
Value is added at the customer interface as the service is experienced by the consumer through direct activity. Indirect activities support many processes, known at times as back office activities which help the service before, during and after it has been consumed.
Creating an overall marketing process by the integrating many marketing processes is another view held. Internet marketing and telemarketing can be integrated  which can be an example.
Marketing processes is utilised to control the marketing mix is a further view, for example the marketing objective achievement measuring process.
All views are not particularly customer focused but are understandable.
Process is an element of service that sees the customer experiencing an organisations offering for the purpose of the marketing mix. Its viewed best as something that the customer take parts in at different  times.
From a consumers point of view to understand and in vision the marketing process, a person going on a cruise can be one. You are greeted as soon as you reach the dockside, and your suitcase is taken to your booked and designated room. If it  for a month you have a months service of restaurant and night entertainment from shopping to gambling. At then end when your arrive at your destination your suitcase is sent to you. This is an example of the importance of process in enabling delivery of the customer proposition and it is highly focused marketing process. End to end support service is another example  that can be looked at from another angle. Which has allowed dealings between the business and consumers. The idea of marketing mix was introduced in the belief that a company ought to coordinate and integrate  its various marketing programmes in order to maximize their impact and effectiveness (Doyle, 2011.).
Marketing plays many roles in creating value for customers trough many tactics and procedures. Being  The automator, the view of marketing operations (MO) which is highly prevalent, mainly because of the MO label, which is utilised widely by vendors of digital marketing, campaign automation technologies, customer relationship management and content strategy. Software development and selection is overseen by the automater helping marketeers reach out to customers, tracking who did and said when and what, leading customers and prospects in the direction of buying, re-buying, budget expansion sharing and brand engaging. Being the modeller and predictive analytic is its domain. What if scenarios is moulded for campaign strategies, customer segmentation and a lot of marketing decisions which is complex. Management choices from real time customer can be specified from the modelers work as well as brand choice models which can be sophisticated, reactions from competitors, guide growth in revenue from multiple insights and share in the market. Being the social butterfly, value is created from the decisions of people regardless of modernizations and automation. A point is made by the social butterfly in helping marketeers with changes  that are similar, or working on similar projects or with customers that are similar so  that they come together for help with the meeting of the minds. Conversations are facilitated by the social butterfly and the best practices and data sharing, learned lesson repositories and post mortems. Common tools for the social butterfly are change management, knowledge management and organizational learning.
Playing the role as the connector, the customer life cycle and every single marketing group that is transverse’d by the data and processes  internally and externally is the connectors focus. User experience of customers and marketers alike can be improved by architect’d Hand off smoothness, end to end flow and closed loop communication. Stakeholders and partners can be included in this as well. To be efficient through effort, through specializations things are vertically managed. Yet horizontally business occurs. The keys to great success are strong connections between data and processes and work groups from a viewpoint of the customer.  As the resource expander it can decrease duplicated expenditures, expanding awareness utilising living contracts and assets. It can create alliances internally and can augment marketing resources as an external method. This can have many benefits for people with the power to spend when they utilize it in a correct manner.  As a result of this re conceptualization, literature on the marketing and finance interface and the impact of marketing actions on firm value develops describing the role of marketing as developing and managing market based assets which arise when the firm interacts with external entities  (Wies, 2011).
Stakeholder engagement and their impact on the marketing activities of an organisation. 
Involving of the people by an organisation who might be effected by decisions it makes, or where the decisions by implementation through influences is the process of stakeholder engagement. Decisions which are made may be supported or opposed by them. They are influential in company and hold positions of high order and can also be damaged. A key part of corporate social responsibility is the engagement of stakeholders achieving the tipple bottom line. The requirement of global reporting initiative is engaging stakeholders, a network based organisation with sustainability reporting framework that is widely utilised around the world. Customers, financiers, suppliers, employees and communities are the reason why businesses are successful as they create value for them. Over time, stakeholders interest go in the same direction in at least sustainable and successful business (L, Coperrider and Fry, 2009). 
Tactical Communications
For the blog a tool of tactical communication I utilised word press as it is great and free. It Is used by millions.  It is the most popular website management or blogging system in use in the web supporting more than 60 million websites.  It is very popular amongst internet users advanced or not.  Themes on word press allow you to change the website design very quickly. Word press has hundreds of  themes available. Even if you dont know how to program plugins allow you to extend the functionality of word press. Is  it easy to update through word press once a piece of work has been uploaded.
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