An Analysis and Evaluation of the Core Principles of Marketing in relation to the Faith in Families Project.

In my opinion, marketing efforts are what makes or breaks an organisation or a project. I believe that an organisation with a well-structured marketing strategy is more likely to be successful than a company with a poorly thought out plan or none at all. Throughout this essay, I will be analysing a number of things in relation to market strategy. This includes, but is not limited to, the seven Ps, segmentation and the Boston Matrix. Also, I will be evaluating the success of creating value for customers through marketing and the impact that various stakeholders’ engagement has on a company’s marketing strategy. Where relevant, I will be discussing how certain strategies have either drawbacks or advantages for my chosen project, which is Faith in Families.

To begin with, marketing heavily involves the Marketing Mix, as suggested by McCarthy (1964). These are product, price, place and promotion. In order to successfully maximise potential custom and sales, an organisation must ensure that their product or service appeals to customers and provides a competitive advantage. As well as this, they need to ensure that they find the perfect pricing point for the market the company trades in. Pricing methods include Skimming and Penetration, both of which are discussed in a peer-reviewed journal by Dolgui and Proth (2010). 

According to these authors, price skimming is “useful to reimburse huge investments made for research and development.” This method involves setting a high price when the product or service initially enters the market and lowering it gradually. This strategy is best used when customers are mostly indifferent to the cost of their purchase. On the other hand, penetration pricing is best suited for a situation where consumers want to make purchases at a reasonably cheap price. This strategy involves setting a price which is lower than the rest of the market in the hopes of gaining a strong, healthy market share. However, this strategy has drawbacks because it creates a pressure on the company to reduce their costs. In turn, cheaper materials and labour may mean that quality is sacrificed. I would say that this is a good strategy for gaining market share when a product or service is initially launched, but that the price should be gradually increased in order to relieve the company of financial pressure and ensure that all costs are easily affordable. For Faith in Families, it is important that prices are set at a low price because they operate in poorer communities, meaning people will not be able to access expensive services. When my project group completed a school fete to promote Faith in Families, we set low prices for the things we offered, again because the area is at a disadvantage.

The place in which you produce, store and sell your product is highly influential on the amount of custom that can be generated.
[image: ]As you can see in Figure 1, a poster by Baker’s Delight (date unknown), companies are realising how they should be promoting the location of their product or service in terms of the creation and selling of it. For this particular company, which is located in Australia, there was an increase in demand for fresh bread from bakeries. Baker’s Delight realised this and began advertising that they make their bread in the bakery that customers buy it from. To me, this symbolises that organisations need to realise what consumers want and when they want it. Apparently, this company experienced a successful increase in custom due to this strategy. This will allow companies to release products in demand in their chosen market at the correct time and to use available locations correctly. Faith in Families aim to promote their high-quality, affordably-priced services as this is the need of their target audience.Figure 1: Baker's Delight poster. Available at wereforreal.bakersdelight.com.au


As stated in Lawson’s Traditional Bread Case Study (2010) Baker’s Delight rebranded their store and launched a multi-million Australian dollar campaign which involved “in-store merchandising, packaging, uniforms, digital and above the line television, magazine and online advertising to deliver their new message.” This shows that the place of the product matters. Baker’s Delight rebranded their entire company to change the location of the baking of bread and to change the places that they advertised their products. I believe that this is one example, among many, where place has played a significant role in the success of the organisation.

Moreover, the final and most important part of the Marketing Mix is promotion. According to Foley (2014) “the Four Ps mean nothing unless the benefit of the product can be communicated clearly to the target market.” Promotion includes the advertisement of products and services, the special offers and endorsements used, the competitions run and countless other things. It is my opinion that this is the most significant part of the Marketing Mix because the product, place and price will mean nothing if the correct promotion is not put in place alongside efforts in other areas. Customers need to be well aware of the product or service and everything alongside it in order for them to feel that the purchase will be worthwhile. As a part of my group work with the Faith in Families project, blog posts were created in order to raise awareness of the organisation and the type of work that they do. According to Bhasin (2011), there are many ways in which a company, or people working on their behalf, can advertise for free. These include social media, YouTube videos, blogging, and websites. A number of these methods, such as social media, have worked well for Faith in Families.

[image: ]In addition to the Marketing Mix, it was suggested by Muala and Qurneh (2012) that there are three more P’s. These are people, physical environment and process. The people involved in the success of a marketing strategy include stakeholders. If the employees of a company presented the company poorly, customers would not be willing to purchase anything from them. Each stakeholder has an important role in relation to the marketing strategy. For example, investors make it financially possible to have a strategy involving products and promotions. Process is important for the product and service industries. This is the way in which services are delivered and products are created and transported to the customer. Some people, like the customers of Lush (date unknown), feel so strongly about the way that products are made that they are willing to see demonstrations and sign petitions. “The final part of the cosmetics testing directive banning the sale and marketing of all animal tested cosmetics in the EU was finally made law on the 11th of July 2013.” This piece of information alone shows just how powerful consumers are. When my project group completed a school Christmas fete, we ensured that we remained positive and welcoming in order to paint a good picture of the organisation we were representing. The employees of Faith in Families also do this as they want service users to feel welcomed and as though they are in a safe environment. It is my belief that this is a success for Faith in Families as all of the reviews I have heard have been positively mentioning the staff.Figure 2: the Seven P's of Marketing. Created by Mark Acutt (2015). Available at: http://marketingmix.co.uk


[image: ]The final P is the physical environment, which can also be known as physical evidence.
Figure 2 shows the outside of the Penplas Family Centre (Faith in Families, date unknown) which comes under the Swansea and Brecon Diocese of Faith in Families. This physical environment advertises the organisation really well to potential customers. The exterior of the building is a bright yellow, which symbolises that this is a place where people may find hope in their darkest days. It also makes me think that it is a happy, positive place for those who wish to access the services available. Having a physical environment like this one provides good physical evidence that the Faith in Families centres are a place where service users can experience joy and feel welcome. Figure 3: Penplas Family Centre, Swansea. Available at: http://www.swanseabrecon.org.uk/downloads/penplas.jpg


Furthermore, the Boston Matrix is a tool which Faith in Families could use to determine which of their services need more promotion. Also, it could be used alongside things like cash flow forecasts to determine if a service is worth promoting or whether it should be dropped from the company’s product portfolio.
[image: ]Faith in Families could successfully use the Boston Matrix to determine which of their services are stars, cash cows, question marks and dogs. Figure 3 shows a diagram of the Boston Matrix, published by Value Based Management (2016), which is also known as the Boston Consultancy Group Matrix. From there, they would be able to see that their cash cows could be milked for cash to invest in other areas, such as their question marks. It would also help them to realise which of their services are not really worth continuing. These are the dogs and some of the question marks, which should be liquidised in order to prevent the organisation from wasting resources on continuing them when the resources could be better used for other things. Stars need to be invested in due to high demands.Figure 4: Boston Matrix. Available at http://www.valuebasedmanagement.net/methods_bcgmatrix.html


According to Lerman and Shefrin (2015), positive marketing is simply the most ideal form of marketing. An example of positive advertising would be Dove’s (2017) advertising campaign which encourages self-confidence and a belief in inner beauty. Instead of directly advertising their products, they advertise them alongside a message to the viewers of their adverts. For example, they released one advert which advertised that they had started to sell the same Dove products in a limited-edition variety of bottle shapes. The message behind this advert was “Beauty comes in all shapes and sizes.” With this advert and many others, Dove showed that they valued their customers and want them to value themselves highly. In my opinion, this would have caused potential customers to view the brand in high regards and may have generated new custom. For Faith in Families, when services are advertised through word of mouth and other methods, people also hear of the benefits that come alongside them. As an example, the people who attend the family centres speak of gaining new friends and people to talk to for advice when they need it.

According to Kotler (2017), “It has become a marketing mantra that the marketer’s job is to create, produce and communicate customer value.” There is another approach to positive marketing, which involves positively marketing to lead customers to believe that your company is the best option for them. For example, when you buy an Apple product, they offer you additional services, such as warranties and insurance. Additional services can be what separates one organisation from another. While Apple sells iPhones, there are a number of other companies, such as the Carphone Warehouse, which sell the same products. With no difference between the products, excluding price in some circumstances, customers will look for additional benefits to decide on which company will be better for them.

I believe that investors and customers are the two most important stakeholders when it comes to impacting marketing strategies. According to Rifon et al (2004), marketing sponsorship occurs when a “corporation [or other investor] creates a link with an outside issue or event, hoping to influence the audience by the connection.” For any company who is struggling to either find funds or to gain potential customers, this is a massive advantage. Receiving money from another company or business person can help to kick-start a new business by allowing them to pay to promote themselves in order to build up their customer base.

Customers are equally as important as investors. This is due to the fact that customers should always be at the heart of everything a business does. For example, products and services should be developed with the consumer’s best interests at heart. Similarly, marketing strategies should be tailored to the needs and desires of the customer. For this reason, segmentation is important. According to Kotler via a piece in Weinstein’s book (2004), an organisation’s “profits could be much greater if they better defined their segments and aligned their offerings with their chosen segments.” This means that segmentation is important in targeting the correct people. Organisations need to target potential customers and to do this they must identify who their target market includes. Once this is done, they can begin promoting their products or services to these people. This means that money spent on advertising is more likely to bring in new customers and less likely to be wasted on irrelevant segments. For example, Aston Martin target people who have a very high income because it is highly unlikely that someone with little income would be interested in buying such a high-end, expensive car. Also, companies like Primark advertise for a wide target audience because they are a cheaper company, meaning more people can afford their products. Faith in Families holds their customers, alongside religion, close to the heart of everything they do. The impression I get from the company’s employees is that they always have their customers’ best interests in mind.
[bookmark: _GoBack]To conclude, I would say that some of the marketing techniques that were used to generate interest in the Faith in Families project were effective, while others were unsuccessful. The main technique used to communicate was a blog. This method of communication has a lot of potential to be successful. Many people love to read blogs, whether they talk about films, television shows, places to go or charity work. However, we were unable to successfully use our blog to communicate information about our project. Beforehand, we did not complete enough research on which blogging platform would have been the most successful. For this reason, we chose a website linked to google which we found difficult to use. Creating and posting blog posts seemed easy, but we had issues with sharing them. For this reason, they were unsuccessful. Towards the end of December, we created a new blog, but we failed to give ourselves enough time to get the blog up and running. Another way we planned to promote Faith in Families was to represent them at a Christmas fete at Blaenymaes Primary School. I would say that this day of promotion went much better than the blogging. Throughout our time at the primary school, we successfully used word of mouth to advertise Faith in Families and the services they provide. Such as “Parent and Toddler Groups, Playgroups, After School Clubs, Healthy Family Lunches” and much more according to the Faith in Families website (date unknown). I think word of mouth is one of the most powerful forms of advertisement. While it may take longer to reach wide audiences, it seems personal. Usually, word of mouth begins when someone visits the centre and has a positive experience. For this reason, I believe that it is the most believable form of promotion. This method normally comes with anecdotes along the way, which makes it more relatable. Although we do not have experience as customers of Faith in Families, the trust in word of mouth was still there. On this opportunity, we raised some money for the charity, too. Although it was not a lot, the charity are grateful for any help they receive and we ensured that people who donated were aware of this. One thing we could have done differently was handling social media. We did not set up any Facebook, Twitter or Instagram pages for this project. If we had, we could have generated more support. However, Faith in Families has their own pages and we were unsure whether or not we would be interfering with their official pages by making our own. Overall, some aspects of the marketing elements used in this project were successful, while others were not so effective, but still worked to a certain extent.
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Real bread isn’t
made in factories.
It’s baked in bakeries.
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