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TASK A

Executive Summary

This essay highlights on marketing fundamentals analysis and evaluation. Marketing fundamentals analysis is important for understanding the value of the customers, strategy for selling products and services as well as creating healthy relationships between firms and its customers. The introductory part explores the definition of marketing and the process it involves. The mid part of the essay explores the principles of marketing and fundamentals analysis and evaluation. The conclusion part looks at the importance of analysis and evaluation of marketing fundamentals to a firm. 
Marketing Fundamentals Analysis and Evaluation

· What is marketing?
Marketing refers to the process of creating value for consumers and developing loyal and strong customer relationships (Baker 2014, p.5). When such relationships are created, the firm captures customer value in return. The process of marketing involves five steps. Marketing process involves concepts as needs, wants, demands, value, satisfaction, exchange relationships and markets themselves. Nowadays, marketing is not just about mere telling and selling of products and services but fulfilling the needs of customers (Tukker 2015, p. 81). It is also about ensuring that customer’s needs are met, and they are satisfied. 
· Marketing processes including the role of the marketing mix
The marketing process involves five main fundamental steps. The first four are about the efforts of the company in creating value for their customers while the last step is capturing the value of the customers. The first step of marketing entails understanding the marketplace as well as the needs of the customers (Shalley & Gilson 2017, p. 610). In order to understand the marketplace and the needs of the customer, a firm has to be aware of five major concepts: needs, wants, demands, market offerings, value and satisfaction exchanges and relationships and markets. Needs in this context refer to the states of deprivation of humans. Examples of needs can be food, warmth, comfort, and knowledge among others. Human needs are vast depending on the individual in question. Wants, on the other hand, refer to need that have been shaped by culture or situations at hand. For instance, a company like Amazon satisfies human need by offering an online shop where people can have a variety of offers depending on what they desire. Demands, on the other hand, refer to wants that have been supported by buying power. In order for a firm to be successful in the marketing of its products or services, they have to conduct a market research in order to garner information on the needs, wants and demands of customers (Solomon, Russel-Bennet & Previte 2012, p.2).
The second concept in understanding the marketplace and needs of customers is being well-informed about the market offerings. Market offerings refer to the combinations of the vast range of products and services that fulfill the customer’s needs and wants (Nordin et al., 2011 p.400). A firm should understand that needs remain constant while products change from time to time. In order to fully satisfy customers’ needs and wants, a firm should combine services and products in a manner that is suitable. Most customers choose and buy products and services depending on the expectations formed about value and satisfaction that market offerings provide. Marketers should, therefore, be careful to adjust levels carefully because extremely low levels do not attract buyers while high ones discourage them from purchasing the products. 
In marketing, exchange entails obtaining a product or service and giving something else in return. For a firm to be successful in marketing, actions that involve the creation, maintaining, and expansion of relationships between them and the buyers are fundamental. Markets usually grow as a result of actual exchanges of products and services between buyers and sellers (Candi &Kahn 2016, p.180). 
The second fundamental step in marketing is designing a marketing strategy and an integrated marketing plan (Armstrong et al., 2014). Once a firm understands customer needs and markets, a marketing strategy can be designed. In order to come up with a strategic and integrated marketing plan, a firm should consider the target market, how this target market will be served and the value proposition. A firm needs to select the target customers which they will serve. After which the company can segment the market and choose the target segments. When customers are well served and their demand properly managed, a firm will definitely maximize its profits. Amazon for instance employs demographic and psychographic segmentation to divide its markets. Amazon’s market segmentation depends on the actual purchase; not what people have shown interest in but exactly what they have purchased. Each customer is targeted at a personal level, which makes Amazon retain them for a long term. 
Choosing value proposition entails in making decisions on how the company will be differentiated and positioned (Payne, Frow & Eggert 2017, p.13). Value proposition refers to the benefits that firm promises to give to its customers once it fulfills their needs and differentiates hence giving an advantage in target markets (Kanagal 2017, p.54). A firm like Amazon has chosen proposition by giving a certain percentage of discount to its customers upon purchasing of goods of certain worth. For instance, when one purchases a product like a kindle, tablet or even jewelry they can be given a certain discount or even awarded something extra. This encourages the customers to keep purchasing from the company.  Firms can create and implement their marketing strategies by understanding different concepts. 
First, in the production concept, most of the consumers prefer products that are readily available and affordable to them. Therefore, the company should improve its process of production and then make the products available by efficiently distributing them. The second concept is a product. Amazon has all its products readily available and constantly in stock. To make them available to the customers their products are using delivery service companies across the world. For a firm to have a properly designed marketing plan, it should know that with the current market trends most of the consumers prefer high-quality products. To achieve products of high quality, a firm should focus on production of products that are improved. This will lead to the company selling more and hence realizing huge profits. Thirdly, the selling concept states that unless a firm launches an effort to sell and promote their products, customers are not likely to buy. For instance, insurance which aims at creating voluminous sales other than quality relationships with customers, the firms involved should be very keen on the selling concept. Otherwise, they are not likely to sell much. 
The fourth concept is the marketing concept. From an outside-in perspective, for a company to achieve its objectives in identifying the needs and wants of its consumers it has to fulfill them in the best manner, better than its competitors who are offering the same products and services or rather in the same industry. Firms should employ marketing concepts that are consumer-driven in order to identify what the customers need because in most cases they (customers) are not even aware of the possibilities of what they want. The fifth concept in designing a marketing strategy is societal marketing concept. To add value to the customers, a firm should consider a marketing strategy that improves their well-being. Societal marketing is inclusive of sustainability. In designing an effective marketing strategy, sustainability should be taken into consideration in order to enable the future generations to meet the same needs that the current one is meeting (Pham &Thomas 2011, p.113). For instance, the strategies designed should be environmental and socially friendly. 

The third fundamental step in marketing is constructing an integrated marketing program in order to provide value to the customers (Kotler & Armstrong, 2010). An integrated marketing program is one that gives details on how value will reach or rather be delivered to the customers targeted. An integrated marketing program is all about using the market mix tools in order to make the designed strategies into something real or rather actions. The marketing mix tools, include (4ps) products, prices, place, and promotion.  For a company like Amazon, marketing mix is used on products that include kindles, books, DVDs, mobile phones and tablets, gaming consoles and games, jewelry, gardening equipment and clothes for all genders and ages (Goi 2009, p.2). Marketing mix tools when combined, they satisfy the needs of the consumer and create good relationships between the managers of the firms and customers. An integrated marketing program states that the prices of the products and the places where they are available encourage customers to purchase them. Promotion can entail giving something extra to the customers that purchase products for a particular firm. For instance, if one buys goods worth ten British pound they may be rewarded with an extra voucher in a company like Boots. Such a promotion strategy can lead to more customers shopping at Boots. 
Building valuable relationships with customers in order to generate customer satisfaction is also a principle or rather fundamental in marketing (Christopher & Peck 2012, p.45). For a firm to be successful in the marketing process, they have to create, maintain and expand relationships with customers. This will achieve maximum profits for the company as customers will keep coming back for the same or more advanced service or product. Blocks for building profitable relationships with the customers are customer value and satisfaction. 

When a firm meets a customer’s needs and expectations, the customer becomes satisfied. Customers that are more satisfied tend to be loyal to the firms from which they purchase their products and services. Firms that are smart enough deliver more than they promise in order to ensure that the customer is further satisfied. A customer who is satisfied is likely to spread the word about the products and services of that firm. This will, in turn, lead to better performance of the company. However, the goal of a firm should not maximize the customer's satisfaction but generate more customer value, while receiving the maximum profit. 

Customer value refers to the evaluation of costs and benefits whose judgment is made subjectively and leads to an individual purchasing from that particular company (Mills, Carter & Belanger 2010, p. 346). When a company achieves in generating more customer value, they maximize profits as the customer keeps coming for more of the services. 
For a firm to create profitable relationships with its customers, they can use several tools. For instance, they can use ads, websites and social media platforms (Lursch, Vargo &Tanniru 2010, p.21). Marketing will become successful when such tools are frequently used. Amazon has a website and its ads run everywhere on the internet. Besides they have an app which one can download and make it easy to access their products.  An ad can be frequently run on social media platform and can attract customers with whom the firm can end up creating profitable relationships beneficial for the company. Firms should also identify important customers for pampering and weed out those that appear unprofitable. Firms should also relate more deeply and interactively. Such deep relations can lead to consumer-generated marketing whereby they influence others through their personal experiences through the use of blogs, sharing and reviewing of videos. 

At an internal level, firms should ensure that all of its employees or members have a customer-focus objective. The collaboration of partners within and outside the firm ensures more customer value is generated. Close relations with one another within the company is a greater way of ensuring success in generating a greater customer value. 
The final fundamental step in marketing is capturing value from customers so as to make profits (Teece 2010. P.184). An effective customer relationship management leads to the satisfaction of the consumers. A firm can effectively capture the value of the customer by building customer equity, crowing the number of customers and creating customer retention. Retention of customers makes them be loyal to a firm and hence more customer value. Not all customers are loyal to the company. They can be separated depending on the profits they have made for the company and how loyal they are. For instance, a firm should not pamper a stranger and leave out a loyal customer who has purchased goods and services for such a long time. 
· What are stakeholders? 
 Stakeholders, especially the public are considered the main concept among the other 
stakeholders. A stakeholder is anyone who is interested in or may be involved by the performance and action of a given firm or organisation and their engagement is of importance as they help in determining the crucial status as they fully understand what outcomes the organisation may come about when it comes to solving issues. An up and coming stakeholder’s involvement is very crucial when it comes to identifying and realizing the most Corporate Social Responsibility, which is also known as CSR. Corporate Social Responsibility is any company’s inclination to be fully responsible for the unexpected outcomes of its tasks on the other known stakeholders who include the employees, suppliers, competitors, communities, government and also the media at large (Fredman 2006).
In marketing, involvement of stakeholders is seen as a systematic way of technical 

approach. The engagement between the stakeholders and the marketing business shows interactive, collaborative and productive communication and performance (Michelle Greenwood 2007).
· Conclusion
Marketing refers to the process of creating value for consumers and developing loyal and strong customer relationships in order to capture customer value in return. Marketing has five major fundamental steps. The first step of marketing entails understanding the marketplace as well as the needs of the customers. The second fundamental step in marketing is designing a marketing strategy and an integrated marketing plan. The third fundamental step in marketing is constructing an integrated marketing program in order to provide value to the customers. The final fundamental step in marketing is capturing value from customers so as to make profits. As discussed, each fundamental has been analyzed in the essay. For a firm to be successful in the marketing of its products, it has to follow the above principles or rather fundamentals of marketing. For instance, Amazon has employed all of the above steps in marketing of its products and services. 
TASK B
Projects require marketing and promotion to ensure the target audience is reached. As such, one must be actively involved in constructing, designing and placing the right message in which the target audience will respond to. Firstly, it's essential to create awareness using tactical communication skills to generate interest in the project. For instance, the name of the project is ‘feed a child Swansea' whose objectives include, giving food donations to the needy and the less fortunate in Swansea. In such a project everyone is an audience, and the message must be designed in a manner that appeals to everyone. However, it's not all individuals who are aware of the group and its intentions. Therefore, there is a need for integrating effective communication strategies to capture the attention of the donor and appeal to him/her into making a contribution towards the philanthropic project. In this case, the main communication tool involved the creation of a blog post. 

 The sole purpose of using the technique as a communication tool was to attract as many people as possible in aiding the campaign (Kotler & Armstrong, 2010 p.7). On the other hand, UWTSD students were involved in running a campaign on the campus under the blog post ‘Feed a child' which was involved in feeding the children during the holidays. To attract more donors, the post had a corporate identity logo with a child lifting a flower (Abbasi, 2017 n.p). Such an image appeals to the people towards the objectives of the project thus motivating them to contribute. Secondly, the teams developed an effective public relations campaign whereby, there were news releases, feature stories and images covering the progress of events. Additionally, the students were involved in fundraising events which complimented the current events and themes such as Christmas. For instance, the food box was set in the UWSTD business campus, and it stated: "please drop off non-perishable food item in UWSTD Business campus." As such, the primary target here were students, staff members and everyone in the campus which has a large population. By doing so, it's easy to reach a number of people since the box is set in a strategic position where people can see and respond to the message clearly as it’s in a popular path.
 Lastly, spreading the message required the use of flyers which had information regarding our project and the primary objectives. Flyers are very useful in conveying information to a multitude of people. Notably, it only includes little and the most vital information thus a person does not require much time to go through the message. The flyers were placed strategically at the campus where there is captive audience. Such a communication tool ensures that majority of people passing through a certain place can spot the flyers and read the information therein thus creating more awareness. Fortunately, we were able to collect donations which were later taken to church in Bonymean.

The success of a project is dependent on the communication strategies integrated into conveying of the message. The best communication tools for such a non-profit and philanthropic group project focused on raising donations, and food supplies from the public would include the use of flyers and blog posts to a campaign. 
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