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[bookmark: _Toc120186677]Introduction
[bookmark: _GoBack]Blog papers are those types of assessments prepared by discussing any particular topic with proper evidence (Altay, et al, 2022). In this particular assessment, submission of a blog has been ensured by the student which includes the evaluation of the marketing and practices. The basic fundamentals of marketing have been covered in this particular blog on the selected charity named Cardiff University. That assessment includes the evaluation of the marketing activities of Cardiff University and sharing information of the marketing information of Cardiff University to the target customers.
[bookmark: _Toc120186678]Blog Submission 1
Marketing Fundamentals in Cardiff University
The marketing mix is known as the set of strategies and activities performed by a company to meet the requirements of the customers and satisfy them. There are four different elements of the marketing mix available but in the modern business sector, it is considered to seven (Batat, 2022). Those seven marketing mix elements are known as product, price, please, promotion, people, process, and physical evidence. All those elements are applied by any company effectively in order to achieve the golden objectives of the business at the same time satisfying the need of the customers (Beresford and Pettit, 2021). The first one is the product strategy in which the company prepares the products which are going to be sold to the customers and it also can be a service as well. For example, Cardiff University is a charity situated in the UK that offers higher education services to the general people within that UK society (Blaxland, et al, 2021). In this case, Cardiff University is offering services to the people which are considered to be their product (Chumdokpai and Jinnupong, 2022). Then the price is the strategy of setting the value of the product or services that the institution is offering to its target customers. Cardiff University is offering at least amount of prices for the students to receive higher education services. The place is the area of offering products and services and Cardiff University is offering its education services in London and other important cities within the UK (Dillenburg, 2022). Promotion is the strategy of communicating with the target customers of a business. Cardiff University is promoting its study activities to students by using methods of online promotion such as social media marketing, email marketing, and SEO marketing (Elgarhy and Mohamed, 2022). Also, Cardiff University is offering information through offline media promotions such as billboards, leaflets, and banners. Then in the marketing mix, there are people who are involved in offering products or services and in the case of Cardiff University, the employees and their professors are highly qualified and are offering high-quality education services (Helmold, 2022). Physical evidence is the overall interior decoration in which Cardiff University has decorated their universities so well by using digital technology for the students to get involved in a different types of educational activities related to higher education (Jain and Jain, 2018). And lastly, the process of offering education at Cardiff University has been so good, which includes both online and offline methods (Jain, 2013). In this way, the marketing mix elements are applied by Cardiff University in their regular operations to satisfy the need of the students.
The role and function of marketing in driving success is quite immense for any institution including Cardiff University (Lethbridge, 2019). In the regular operations of Cardiff University, it has been found that different type of promotion-related activities offered by the institution has increased the involvement of the students even outside of the European region (Rafiq and Ahmed, 1995). The net income of Cardiff University is pretty good as it has been found that in 2021, the total income of Cardiff University has been £604,593,000. Various marketing operations have been executed by Cardiff University in order to enhance its success and deliver results. For example, Cardiff University has been good at offering online promotion and offline promotion which increased the total number of admissions in their institution (Ravangard, et al, 2020). At the same time, Cardiff University has been able to conduct market research to find out the needs of the students in order to find out the most demanded courses. Besides, the marketing research functions have identified those demanded cores and prepared those courses in their university in terms of supporting better education for the students. As a part of their charity activities (Siripipatthanakul and Chana, 2021). Another effective function of the marketing activities of Cardiff University has been to reach more students with their promotional message and Cardiff University has done pretty well by using an online platform which has increased their total number of admissions as well.
Various type of factors and trends in the marketing environment generally affects the marketing planning of any institution. In the case of Cardiff University, there are several factors identified that have influenced the marketing activities. First of all, is the increasing use of digital technology (Altay, et al, 2022). In modern society across the UK, the increasing use of digital technology has created the scope for using some digital devices to offer better promotion and attract more students to Cardiff University (Batat, 2022). Cardiff University has prepared a plan for designing online marketing activities such as social media marketing, website advertisement, and email marketing. Also, the pandemic COVID-19 situation in 2020 has been another crucial factor that has impacted the marketing planning of Cardiff University (Elgarhy and Mohamed, 2022). During that particular time of COVID-19, Cardiff University introduced a few courses related to distance learning which received the maximum amount of positive responses from their target students. Also, some other trends such as distance learning courses, the use of PowerPoint presentation slides in the classes, environmental factors, and accommodation factors also have a huge impact on affecting the marketing planning activities of Cardiff University as well (Helmold, 2022). Social media platform from the students has been one of the major factors that influenced the marketing planning activities of Cardiff University in terms of developing a digital marketing plan. So, from that evaluation, it has quite clear that different factors of the external environment and trends of the marketing environment have affected the marketing, planning, and activities of Cardiff University in the UK.
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Marketing skills and competencies in Cardiff University
The marketing skills and competencies are known as the ability of a company to attract customers towards the business to increase their revenue and achieve business objectives (Blaxland, et al, 2021). In the marketing sector, a common term is used which is known as the marketing mix. Companies for ensuring the application of better strategies in the business at the same time ensure that the overall goals and objectives of the business are achieved. There are seven components available in the marketing mix which are also known as the elements of the marketing mix such as product, placement, price, promotion, physical evidence, process, and people (Beresford and Pettit, 2021). Each of the components are showing a different type of strategy used by the companies for achieving the goals and objectives and meeting the requirements and needs of the customers (Chumdokpai and Jinnupong, 2022). Cardiff University is a popular charity that is responsible for offering higher education services to people in the UK. The elements of the marketing mix have been applied in the operations of Cardiff University which have been discussed in this section (Elgarhy and Mohamed, 2022). The product is the high-quality education service that is offered by Cardiff University to its target students. Cardiff University creates a variety of services such as online courses, physical courses, accommodation services, transportation services, and so on (Helmold, 2022). The pricing strategy of Cardiff University is also quite decent as it offers a value-based pricing strategy for setting the price of different types of courses offered by Cardiff University towards their target customers (Jain, 2013). The placement strategy used by Cardiff University has highly focused on the area of the UK and different cities in that UK. As a part of its promotion strategy, Cardiff University uses the social media promotion strategy such as that use of the Facebook platform, WhatsApp platform, Instagram platform, and the platform of Twitter in order to share information with customers about their offered services (Jain and Jain, 2018). Also, different type of discounts and other types of promotion is offered by Cardiff University as well which increases the acceptance of Cardiff University. The process maintained by Cardiff University is the use of digital technology such as the online method of interaction, physical operations, and so on (Lethbridge, 2019). The physical evidence has been the decoration offered by Cardiff University for their students in their physical operations that includes the use of technological equipment such as high-quality rooms, CCTV cameras, and well-decorated buildings. The last one has been the people who are involved in operating the activities of Cardiff University and the institution recruits the most skilled and highly talented professors and staff of higher education services for the students (Ravangard, et al, 2020). So, from the above analysis, it is quite clear that the elements of the marketing mix create a huge impact on the establishment of the charity business named Cardiff University.
The role and function of marketing activities for achieving the objectives of the business of Cardiff University have been good (Dillenburg, 2022). The major role of the marketing functions of Cardiff University has been to encourage the target customers to involve with the brand physically or digitally (Altay, et al, 2022). The marketing activities of Cardiff University have been designed for both online and offline customers which attracts them to the institution to get education facilities from them. Also, because of the digital promotion activities of Cardiff University, a lot of students outside of the UK are knowing about the activities of Cardiff University and they are getting involved in the higher education system offered by Cardiff University (Batat, 2022). The functions of marketing have been designed for achieving an adequate amount of income every year, which is helping Cardiff University to meet that revenue target every year (Beresford and Pettit, 2021). For example, Cardiff University has designed its marketing functions to achieve the goal of increasing revenue by 7.5% every year (Blaxland, et al, 2021). The activity of marketing is ensuring that Cardiff University gets that amount of revenue every year as a part of its business growth. Also, the functions of marketing are attracting the stakeholders of Cardiff University towards their business which increases the rate of investment within the institution. By getting that investment from external sources, The business expansion opportunities of Cardiff University increase (Chumdokpai and Jinnupong, 2022). In this way, the marketing role and functions are helping Cardiff University to achieve its objectives. Again, another objective of the business of Cardiff University has been to increase its brand image which is also done by using marketing functions (Dillenburg, 2022). Appropriate promotion related to the assets of Cardiff University has been shown on every platform which encourages the other students and stakeholders of Cardiff University. In this way, the brand image of Cardiff University has increased a lot.
Within the marketing environment, various type of factors affects the marketing activities of any institution (Elgarhy and Mohamed, 2022). Those factors are known as the internal factors and the external factors. Some of the internal factors that have affected the business operations and marketing activities of Cardiff University have been the skills and competencies of the employees of the marketing department, the vision of the institution, and the financial condition of the institution (Helmold, 2022). All those factors encourage the marketing department to set new targets and objectives every year in order to achieve the marketing objectives of the business. On the other hand, as a charity business, Cardiff University also has been influenced by a lot of external factors to design its marketing activities (Lethbridge, 2019). For example, the increase in the use of digital technology such as smart devices, computers, and laptops, has created the marketing option for Cardiff University to use those platforms for promoting their business products and services (Mack, 2021). At the same time, the use of artificial intelligence has been noticed in the modern business sector which also has impacted the marketing activities of Cardiff University to use artificial intelligence. Some older future trends, such as the factors related to sustainability, are also affecting the marketing operations of Cardiff University. In order to ensure sustainability in the practices, digital marketing activities have been introduced by Cardiff University to attract customers to the brand (Ravangard, et al, 2020). Also, as a part of digital marketing activities, Cardiff University has encouraged the students to join distance learning courses which have been other aspects of the digital use of technology to ensure sustainability in business practices. The waste management activities have also been promoted positively related to Cardiff University which has been done by using artificial intelligence and advanced machines (Beresford and Pettit, 2021). So, from that evaluation, it is quite clear that Cardiff University has been able to introduce a lot of marketing advancement in their marketing, functions, and role, which has been influenced by the external and internal factors and trends of marketing.
[bookmark: _Toc120186679]Conclusion
From The discussion and evaluation of marketing functions and concepts related to the charity named Cardiff University, it has been identified that Cardiff University has introduced a lot of new ideas and factors in their marketing activities to achieve the objectives of the business. Those two blogs have discussed the marketing mix elements and their application to Cardiff University in various ways to achieve the marketing objectives. Besides, it has identified that the marketing objectives have guided Cardiff University to achieve the overall business objective and survive in society as well. In the discussion, the evaluation of various types of roles and functions related to the marketing activity of Cardiff University has been done which shows the effectiveness of those marketing activities. Also, the discussion about the impact of marketing trends and related factors on the marketing activities of Cardiff University has identified that those external factors have a huge impact on the development and implementation of a different marketing plan from Cardiff University. So, in this way, it has found that the charity business of Cardiff University follows all the standards of executing an effective marketing plan and they have established a good marketing position in the UK and their brand image also has been increased a lot.
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