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TASK 2A
Marketing can be understood by defining the core concepts applied by marketers and marketing managers; some core concepts include the process and stages of marketing where a strategic marketing plan or marketing strategy can be devised. The importance of the marketing mix may be seen as playing a vital role in any organisation alongside the role of marketing in creating value for customers. However, the role that stakeholder engagement plays and their impacts on the market activities of an organisation need to be considered alongside other marketing elements to obtain an adequate understanding of marketing. The purpose of this essay is to analyse and evaluate the core principles of marketing with a reflection of the communications tools used in the marketing campaign for Bright Art at YCG. Bright Art at YCG (2017) are a team of five Business students from the University of Wales Trinity Saint David (UWTSD) who are engaging with Ysgol Crug Glas to raise funds for their Art department. Ysgol Crug Glas (2017) are a special School located in Swansea that provide for children aged between 3 and 19 years old with profound and multiple disabilities. Several of these children have difficulties with their learning, behaviour and sensory development as well as having specific health care requirements.
Marketing has numerous definitions as there are many interpretations and perceptions of this Business function. The Chartered Institute of Marketing (2016), also known as CIM, define marketing as: “The management process responsible for identifying, anticipating and satisfying customer requirements profitability.” Furthermore, Kotler & Armstrong (2010, p.29) also emphasise the importance of having the customer at the centre of the marketing strategy by describing marketing as: “The process by which companies create value for customer and build strong customer relationships in order to capture value from customers in return.” 
There are two forms of marketing, these are traditional and contemporary. In the traditional form, marketing was viewed as making a sale of a product at shopping centres and making sales by using televisions, magazines, direct-mail advertisements and so on. In the contemporary form, marketing is viewed as satisfying customer needs where marketers are reaching customers directly, personally and interactively using internet websites, mobile phone apps, social media and so on. This suggests marketing in the old sense was production orientated compared to marketing in the new sense being consumer orientated. One example of a production orientated company may be Ford Motor Company in the 1900s. Henry Ford believed a mass scale production of the Ford Model T was the best marketing strategy to suit the product market at that time, as a result Ford declared “you can have any colour, as long as it’s black!” despite the consumers’ wants for any another colour. One example of a consumer orientated company may be Harley Davidson bikes. Harley claim “four wheels move the body…two wheels move the soul”; their marketing managers prioritise on understanding the consumers’ wants and needs to develop a bike that is suited to consumers’ lifestyle and allows them to express themselves freely.
The contemporary form and new sense of marketing reflects the customer’s needs, wants and demands. A need can be defined as states of deprivation felt by a human such as the need of shelter. When this need is fulfilled, one’s needs become wants. A want can be defined as a human need shaped by culture and individual personality for example a human needs shelter but wants a flat or a house. When the want is fulfilled and is supported with spending power, one’s wants become demands. A demand can be defined as a human want that is backed by buying power such as the desire of a mansion or a 5-star hotel which the human can afford. (Arndt, 1978) These three concepts have a major role in terms of the marketing management process, it enables the marketing function to understand the lifecycle of a product and decide whether the product is selling effectively or whether it needs an extension strategy. 

The marketing mix is a major concept of modern marketing; Kotler (2000, p.12) states that “The marketing mix is a set of marketing tools that firms use to pursue its marketing objectives in the target market.” The marketing mix, also known as the 4 P’s, refers to four principles originally proposed by McCarthy (1964): product, price, place and promotion. This concept provides a framework for marketing management as marketing decision making can be classified one of the categories of the marketing mix. 
Booms and Bitner (1981) believe that the 4p’s approach to the marketing mix oversimplifies the reality of marketing management. Rafiq and Ahmed (1992) agree with this statement and claim the 4p’s do not take into consideration the following principles: people, process and physical evidence. They suggest an extension of the marketing mix is necessary to develop the four principles framework to the seven principles framework including these additional categories for services marketing and industrial marketing. In relation to service marketing for a restaurant the customers are the service itself, the process is how the service of food is delivered and the physical evidence is the décor of the building. In relation to industrial marketing for a car manufacture the bond between buyer and seller is significant. Manufacturers seek long term supply from suppliers to provide stability in consumer goods. Therefore, these three principles are critical elements to the firm’s success for service marketing and industrial marketing. (Blythe, 2006)
In spite of the criticism, Buttle (1989) argues that the extensions of the marketing mix can be incorporated within the modern marketing concept. For example, people, process and physical evidence can be discussed within ‘product’ and building long term relations can be discussed within ‘promotion.’ 
Lauterborn (1990) acknowledges that marketing managers’ four P’s correspond to the consumers’ four C’s. The four C’s are a modern version of the four P’s: customer solution, customer cost, convenience and communication. Schultz (2005) claims that the four C’s are more valuable than the four P’s where consumers are driving marketing activities. He argues that the four principals of the marketing mix take into consideration the seller’s view, although, does not take into consideration the buyer’s view of the market. Despite this, the role of the marketing mix is crucial as it helps the firm to determine which marketing strategy is appropriate.
Kotler and Armstrong (2010, p.37) define customer perceived value as “The customer’s evaluation of the different between all the benefits ad all the costs of a marketing offer relative to those of competing offers.” The figure below represents the marketing process to create and capture customer value; this five-step model help firms to understand the customers’ wants and needs in the marketplace, design a customer driven marketing strategy, compose an integrated marketing program, build profitable customer relationships and capture value from customers. The first four steps entail the companies creating value for their consumers while the final step entails capturing value from their consumers in return. The rewards of following this process and creating superior customer value results in sales, profits and long-term customer equity. Amazon creates value for its customers by offering a satisfactory service through controlling retail operations by the use of technology. The service Amazon provides to its customers online is available every day of the week around the clock allowing customers to shop at their own convenience. ‘Amazon Prime’ for example is where a customer pays a monthly or annual membership in return of becoming a ‘Prime’ members and receiving numerous benefits such as dispatch and delivery option including unlimited same day delivery, ‘Prime’ videos where it gives members unlimited streaming of movies and TV episodes and so on. Thus, Amazon strive to create value for their customers and capture value from their customers in return.
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Figure 1.1: The Marketing Process: Creating and Capturing Customer Value

Johnson & Scholes (2008, p.132) state that “Stakeholders are individuals or groups [of people] who depend on the organisation to fulfil their own goals and on whom, in turn, the organisation depends.” With reference to Ysgol Crug Glas, some stakeholders include although are not limited to: parents, Swansea County Council, Bright Art at YCG, UWTSD and so on. These stakeholders have a connection to the organisation and a vested interest in the School. 
There are two types of stakeholder, these are primary and secondary. A primary stakeholder is those who are vital to an organisation and cannot exist without their continuing participation. In relation to YCG, these include pupils, teachers, teaching assistants and so on. A secondary stakeholder is those who influence or affect the organisation but are not engaged in transactions with the organisation or essential for it’s survival. In relation to YCG, these include media, trade unions, regulatory authorities and so on.
Managing information from the organisation to stakeholders, also known as ‘publics’, is essential to sustain a strong relationship and gain a mutual understanding between organisations and their stakeholders. Moloney (2006) suggest public relations is a concept, a practice and an effect. The concept is to manage communications between an organisation and its publics, to practice dealing with the media and to persuade communication to advance an organisation’s interests. The engagement of stakeholders or ‘publics’ in regard to a marketing activity of an organisation is important to discuss in detail to achieve a specific marketing objective. Discussion may include what message they would like to portray to their target publics and how to do so by using appropriate media. 
In conclusion, marketing can be understood by defining, analysing and evaluating the core concepts. Within an organisation marketing deals with customers more than any other business function implying the concept of marketing as a whole is based on a customer centred approach to a successful organisation. The marketing mix, regardless of the number of principles and from who’s point of view, plays an important role as it advices an organisation to assess and establish a market approach that is applicable to achieve marketing objectives.

TASK 2B
Bright Art at YCG (BAAYCG) have used a marketing campaign as their main communication tool to engage with the public and generate awareness of their project. Their marketing campaign consisted of campaign materials promoting the ‘Bright Art’ brand and their various fundraising activities, a project board displayed at Swansea Business School, an online blogging platform (https://brightartatycg.wordpress.com/), a Facebook page on social media (https://www.facebook.com/BAAYCG/), a Just Giving page for donations (https://www.justgiving.com/crowdfunding/bright-art-at-ycg), verbal communication through word of mouth and written communication through electronic mail.
BAAYCG identified a need to overcome sensory difficulties at Ysgol Crug Glas within their Art department. Currently there is an ultraviolet light at the School to engage the pupil’s senses; the importance of this ultraviolet light is for the children to view everyday items in a different manner as wavelengths of lights are visible to those who are even severely sight impaired. Nevertheless, this piece of special equipment does not accommodate all pupils within the School as the ultraviolet light only covers a fraction of the classroom. Therefore, BAAYCG established a want in addition to a need, Bright Art would like to provide an ultraviolet light in the centre of the classroom to compensates for those children who missed the opportunity of accessing the ultraviolet light during Art sessions. This will enable the Art teacher at the School to use the ultraviolet light to its full potential and to ensure no pupils feel excluded or are left out.
The main organisational objective for BAAYCG was donations; Bright Art conducted various activities consisting of a coffee morning, a sponsored walk and selling Christmas cards produced by the pupils. Their main marketing objectives were to fund an ultraviolet light for Ysgol Crug Glas’ Art department to aid sensory learning and to promote inclusion by taking part in weekly Art session. This objective may be classified as both strategic and tactical as BAAYCG was assigned a social enterprise to engage with by UWTSD, although, BAAYCG created their aims, objectives, values, vision and mission statement themselves.
The marketing function of an organisation would need to consider SWOT before making any major decisions. SWOT is an acronym that stands for strengths, weaknesses, opportunities and threats; this analysis is a technique used by organisations to evaluate the overall future of an organisation. (Dealtry, 1994) Bright Art produced a SWOT Analysis at the beginning of their project to evaluate their position at that time. (See Appendix 1) To monitor effectiveness of the project, conducting a SWOT analysis at the end of their project would be worthwhile.
On balance, the most successful communication tools used to generate awareness of their project must be their online blogging platform created via WordPress.com and their Facebook page on social media. These communication tools developed the most interest of their project, with the blog reaching 487 viewers in total and the Facebook page reaching 217 members of the public to date. Website links to the blog and Facebook page was placed on all campaign materials; this determined the success of the fundraising activities as a result of campaign materials being produced and circulated both online and offline. 
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Appendices
Appendix 1 – SWOT Analysis (05/11/2017)
[bookmark: _GoBack]SWOT Analysis
Strengths
Weaknesses
Attendance from team members
Skills and attributes that team members bring to the project
Dedication and enthusiasm for the project
Ysgol Crug Glas located near Swansea Business School
Being able to measure our success through funds raised for ultra violet light for the School’s Art department
Interacting with pupils at Ysgol Crug Glas
Understanding the disabilities that these pupils have
Arranging meetings and tasks around other commitments

Opportunities
Threats
Working with team members to receive a common goal 
Fundraising for an ultra violet light for Ysgol Crug Glas’ Art department
Conducting a sponsored walk from Swansea Marina to Mumbles
Conducting a coffee morning at Swansea Business School
Integrating with pupils at Ysgol Crug Glas
Taking part in Art sessions at the School
Utilising the Business campus
Other project groups conducting a sponsored walk
Other project groups conducting a coffee morning
Other project groups also fundraising for different causes
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