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Marketing Fundamentals Analysis and Evaluation 
Modern marketing has developed beyond the old ideas of “telling and selling” and the term has come to encompass a wider range of activities that a company may undertake to promote themselves and their brand (Kotler & Armstrong, 2013). Instead of producing a product and the seeking out a market for it, companies these days are more and more evaluating the market for opportunities and then developing products to fill these gaps in the market. This approach not only reduces the possibility of a new product failing completely but also eases the burden on the marketing department as they no longer have to inform customers of a perceived need the product fulfils but can instead target the already identified market segment as the purpose of the product should be self-evident. 
“The marketing mix management paradigm has dominated marketing thought, research and practice since it was introduced almost 40 years ago.” (Grönroos, 1997, p. 322)
[image: ]The marketing mix was first suggested by McCarthy in 1964 (cited in Rafiq & Ahmed, 1995) as the 4 Ps of Product; Price; Place and Promotion. McCarthy’s 4 Ps are most useful in the context of selling a physical product and is less applicable to the services industry. To remedy this situation Booms and Bitner (1981, cited in Rafiq & Ahmed, 1995) add to the initial 4 with Participants; Physical Evidence and Process bringing it to the now commonly used 7 Ps. To further obfuscate matters a range of authors have created their own versions of 4 Cs. Brunner (1989 cited in Beanland, n.d.) reformulated the 4 Ps into a concept mix; cost mix; channel mix and communication mix, Lauterborn (1990) somewhat arrogantly asserts that we should forget the 4 Ps (as they are “passe”) and use “Lauterborn's Four C's” of consumer wants and needs; cost to satisfy; convenience to buy and communication. Jobber and Fahy (2009 cited in Hanlon, 2015) have also suggested 4Cs for marketing communications: Clarity; Credibility; Consistency and Competitiveness. This essay will examine how businesses develop an integrated marketing strategy and at a more tactical level, the use of the marketing mix by a range of companies, using the various [image: ]mnemonics of the marketing mix as appropriate.Figure 1 - McCarthy's Four Ps
Figure 2 - Boom and Bitner's 7 Ps

Marketing a company is a vital part of the most basic of strategic decision making within a company. In the modern business environment organisations set themselves a mission, a broad aim of the business from which more specific objectives can be set. Having set themselves a mission they must look at their range of current or proposed products in order to identify their highest earning products. Henderson (1973) states that a business’ portfolio can be laid out on a matrix of cash use against cash generation, with the rapidly growing, thus expensive, high earners being called “Stars”. Once Stars have established themselves in the market and therefore need fewer funds to be spent on their marketing they become “Cash cows”, these are the products that define the success of a business. Should a “Star” fail to retain their market share after an initial surge of interest they can become “Dogs”, also described as a cash trap, these are products and business that have a low profit along with a low expenditure leading to them needing to reinvest their profits to maintain their earnings. The most difficult to classify are the “Question marks”, as the name suggests these products have the potential to grow and become “Stars” or to fail and become “Dogs”, they are the products early in their life cycle that may have the potential to flourish but are always a gamble for any business. Products must also be looked at in terms of the opportunity cost of the investment in them. If the profit is less than could be made investing the same funds elsewhere then that disparity must be considered a cost of the product. The same must be considered when looking to invest in an already existing product if the projected internal rate of return is less than the corporation requires then the suggested expansion of the product should be reconsidered (Oxford University Press, 2010). A business must also consider the possibility of improved market penetration over creating an entirely new product. They may choose to either invest in promoting a new or existing product, though they must be wary of diluting or damaging an existing brand.
[image: ]Figure 3 - The Product/Market Expansion Grid
       (Kotler & Armstrong, 2013, p. 69)

Once a business has identified their mission, set objectives and identified the products most likely to aid in achieving these objectives they must develop a clear marketing strategy. This is where the marketing mix can be brought into consideration. 
As an example of a usually successful company who failed spectacularly to consider elements of the 7 Ps in the development of a new market for an existing product is the Coca-Cola Company’s disastrous attempt to sell their Dasani bottled water to the UK market in 2004. In taking an already successful product from the US to the UK they could be confident to have a fair idea of how to market the product. This confidence was probably their downfall as they failed to consider the Ps of Promotion, Participants and Process. Upon launch of the product on the 10th of February 2004, their initial advertising directed customers to their US website with its slogan of “Can’t live without spunk” prominently displayed on the front page (Lyle, 2009). This was shortly followed the revelation in the media of the fact that it was, in fact, tap water that had been put through "a technique perfected by Nasa to purify fluids on spacecraft" (BBC, 2004 a). To make matters worse parallels were then drawn between Coca-Cola’s factory in Sidcup, Kent and the “Only Fools and Horses” character of Del Boy attempting to sell repackaged tap water as “Peckham Spring” along with papers comparing Coca-Cola's price of 95p per 500ml to Thames Water, the supplier to the location of their factory, selling water at the equivalent of 0.03p per 500ml (Wright, 2004). The final nail in the coffin of Dasani’s UK ambitions was the revelation that when the Food Standards Agency analysed their bottled water it was discovered to contain beyond the legal UK limit of the potentially carcinogenic chemical compound bromate. Thames Water was keen to point out that at the point of supplying the water to Coca-Cola their water did not contain such levels of the compound, meaning that Coca-Cola was potentially adding harmful chemicals to their much-promoted water ("as pure as bottled water gets"). This not only led to the company withdrawing all of the roughly 500,000 bottles on the shelves but withdrawing Dasani from the UK entirely (BBC, 2004 b). The entire saga was over in the course of five weeks. The cost of the launch alone was £7m, with the cost of the factory to also be considered. This example aptly demonstrates the risk of damaging a brand; Coca-Cola was surely thankful that the Dasani brand was not more directly tied to their central Coca-Cola soft drink. In not considering their Promotion and how their existing marketing may have needed to be influenced by their target market and the differences in the use of the English language between the USA and the UK their whole campaign was off to a poor start, already a target for ridicule.  Coming from the US, which as of 2015 still had potentially 15% of their population (~77m people) with unsafe drinking water (Fedinick, et al., 2017), Coca-Cola failed to consider the attitude to bottled tap water in a country that had rigorous water quality regulations and the [image: ]expectation that bottled water was going to be some sort of spring water, a failure to account for the Participants. Their final failure was one of Process. At some point in their production process, they introduced chemicals that went on to disprove one of their central marketing claims, the increased purity and implied commensurate health benefits.Figure 4 - Dasani Water (Lyle, 2009)

The marketing approach focused on selling a specific product to customers has become less popular in the modern marketing environment as the focus has shifted to building customer value along with building and retaining a customer base. Customer value is the properties of a brand that customers perceive as being of value to them, whether that be the monetary cost of the product, the perceived societal benefit of the product or company or the social cachet associated with the brand. This is now blurring the lines between the traditional PR and marketing departments of a business as the roles become more homogenous. The modern approach to marketing recognises the value of word of mouth, particularly in the world of social media where things can spread rapidly and go viral. The intention is to build relationships with customers to promote loyalty to a brand, though this is recently becoming more difficult. The recent recession has prompted customers to shop around more and be more aware of their spending. Kotler (2013) states that since the recession nearly two-thirds of US customers are willing to travel further in order to get lower prices along with 50% of customers now regularly buying own-brand products, a rise from 12% in the 1990s. This means that marketers must work harder to retain customers as they are more fickle when it comes to the price of a product. 
[image: ][image: ][image: ]One method of promoting brand loyalty is to involve customers in the activities of the company, to give them a sense of ownership. A good example of this was in 2014 and 2015 when Taco Bell campaigned for and achieved the addition of a taco emoji to the Unicode standard repertoire of characters. They started a petition to add the emoji and achieved 33,000 signatures. To celebrate their success they encouraged people to tweet them with a combination of the taco emoji and any other emoji and they would reply with an image combining the two. This not only provoked conversation about the brand but also led to many more people tweeting Taco Bell than would normally, leading to Taco Bell appearing in many more people’s twitter feeds (Taco Bell, 2015).Figure 5 - (Taco Bell, 2015)

 Modern social media can be something of a double-edged sword, however, with examples such as the failure of McDonald’s #McDStories which very rapidly descended into people sharing their worst experiences at the fast-food chain (Lubin, 2012). Despite ending the campaign with hours the hijacked use of the hashtag was still going weeks later. As if that wasn’t bad enough for McDonald’s, they then had to deal with being used as a textbook example of a bad marketing campaign for years later (Kotler & Armstrong, 2013, p. 40). This involvement of the customers is a fine way to increase stakeholder engagement. Stakeholders are considered to be anyone with a stake in the company, be they the owner, employees, customer or regulators. Through their inclusion in marketing activities along with loyalty schemes, the feeling of engagement promotes further loyalty to the brand.Figure 6 - #McDStories (Lubin, 2012)

In conclusion, marketing strategies have developed over the last century to become more considered and targeted. Marketing has risen to prominence as a key part of the running of a business and a vital element to the success of a business in the modern competitive world of business. Through properly targeting the resources of a company proper marketing can be achieved at a lower cost than the more traditional, broad target advertising of previous decades.


As a group, we found our task of promoting the social enterprise Down to Earth to be quite difficult. We were tasked with promoting them in the traditional print media, specifically the Western Mail. Unfortunately, the building project we were asked to promote has already had an article about the beginning of construction on the Wales Online website, part of the Media Wales Ltd company who also owns the Western Mail and the South Wales Evening Post. Since the events, this article covers nothing particularly newsworthy has happened connected to the construction project, with construction due to end at the end of March this year.
[bookmark: _GoBack]We decided to create a blog to promote the environmental approach Down to Earth take to their building projects along with their social agenda of helping the most disadvantaged and vulnerable people in society, to do this we used the website Blogger. We decided upon this website due to the ease of use, however, we later discovered that though it lived up to its promise of simple operation it was lacking the capability of some other rival blog services and had to be designed within quite a rigid framework. The content of the blog was divided up within our group before the blog campaign began and a rota was devised to allow each group member the longest time possible between their posts to allow them the fully research their blog posts. We promoted the blog through word of mouth, physical posters and the use of a variety of social media platforms, though we did acquire a surprising range of readers from around the world by means unknown to us. 
Were we to continue our efforts to promote Down to Earth we could have explored one of the “3 M’s” marketing theories of Market,  Message, Media (Urbach, 2002) and targeted our marketing. Our market would be those who Down to Earth offer training opportunities to, the young and disadvantaged, which leads to the message of the opportunity for learning valuable life and employment skills through sustainable building. The market naturally leads to further use of social media as the most widely used means of communication by the youth of today. Also to be considered is the other 3 M’s theory, Money, Men and Minutes which would allow us to assess the potential costs of the earlier identified potential media routes. Though Swansea lost their City of Culture bid we could have perhaps explored any potential connections between Down to Earth and the city’s bid, Down to Earth could perhaps have got involved with promoting the bid and in return the profile of the organisation would have been raised locally as the organisers of the bid made good use of modern marketing tools with a successful Facebook campaign and a well-received twitter hashtag.
Having worked with Down to Earth for several months now I consider them to be lacking any sort of overarching marketing strategy. They are such a small team that no one person seems to be in charge of the strategic planning for their marketing and though they have produced some very good quality videos on their Youtube channel (The Down to Earth Project, 2015) and some elements of their website are well put together there is no uniformity of quality across the marketing media they use. They make poor use of their official blog, only posting short articles about past events, lacking any sort of comment section and not engaging with their readers. In conclusion, though we encountered difficulties in promoting our organisation, they themselves seem to have given marketing little consideration quite possibly due to their small size and the zeal with which their employees engage with their projects. They are lacking anyone to take a step back and look at the overall image they project to the public.
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