













































What is marketing? It is the management process through which goods and services move from concept to the customer. Marketing is situated on thinking about the consumer needs and their satisfaction. Marketing is different to selling because “Selling convers itself with the tricks and techniques of getting people to exchange their cash for your product. It is not concerned with the values that the exchange is all about. And it does not, as marketing invariable does, view the entire business process as consisting of a tightly integrated effort to discover, create, arouse and satisfy customer needs.” (Harvard Business School retired professor of marketing, Theodore C. Levitt)

In my group, I choice to represent the Unity LGBT based in Swansea, this is a charity that helps people of the LGBT community, weather they are homeless or a refugee. Deciding on our objects, we wanted to;
· Raise awareness for the LGBT Centre
· Hold an event in the name of the LGBT Centre
· Create not only successful but useful and meaningful blogs for the public to be able to access and read. 

What is Marketing Mix? The marketing mix attributes to the set of activities, or approach, that a company value to endorse its brand or product in the market. A sector of the marketing mix is the four P’s. 

Price: represents the value that is set for a product. The price of the product will vary on the costs of production, if it is able to pay for itself in the market, supply for the product/service and most importantly the demand. 
For example, buying something in a much larger retailer such as Tesco might be a lot cheaper due to the demand for that product is much larger and Tesco’s would buy that product in bulk. Compared to an independent/local shop where the same product could cost extra due to the little demand, even though the smaller retailer would still order in bulk, it would not come close to the larger retailers.

Product: plain and simple, this is the product or service you are selling. Your product/service will have to deliver at least the minimal level of performance otherwise, not even highest level of performance on the other P’s of the marketing mix will be effective. Another factor to consider is your target audience when manufacturing the product in order for it to succeed. 

Place: This is your point of sale. You need to catch the mind from the consumers and entice them to the goods or services.
For example, in a larger retail such as Tesco you will see point of sale everywhere enticing you engage with their products. However, in smaller retailers such as local/independent shops their point of sale wont exist as much as their customers most likely are loyal and shop often there.

Promotion: This is one of the main factors of the marketing mix. It is all the steps taken to advertise your goods or services. Factors this can include is word of mouth, advertising, social media and many more. 
Comparing a large international fast food chain restaurant, McDonald’s to a small independent burger van the promotion would be different. McDonalds promotion and advertisement is everywhere. From billboards, television, radio and much more. Because of the profit McDonalds make, advertising and promotion pays for itself. However, a small independent burger van wouldn’t have any promotion and very little advertisement because all their customers would be loyal and repetitive.

All the P’s complement each other and if done correctly, can be very successful and make up a business plan for a company. 

Another element that comes under Marketing is stakeholders. According to the Business Dictionary, a stakeholder is “A person, group or organisation that has interest or concern in an organisation. Stakeholders can affect or be affected by the organisation’s actions, objectives and policies”. Some examples of stakeholders would be; 

The customers/consumers: who look for the organisation to produce quality products at reasonable prices. And then the customers make a profit for the organisation. This type of stakeholder is considered as an external. Everybody is a consumer/customer. This is one of the most important stakeholders as without the customers or consumers there would be no profit for the organisation making every other stakeholder irrelevant.

Managers: without these, the business wouldn’t run and operate. Managers are considered a stakeholder as they have an interest in the organisation and a perform a certain role that shows an interest to the organisation. This type of stakeholder is considered as internal. In a organisation such as Tesco’s managers are affective as there is such a large line of senior team, it would be easier and more convent for communication to flow if they have separate managers for different roles. 

Shareholders: In every organisation, there are a group of people, or individuals that own one or many more shares. An organisation is allowed to have more than one shareholder. Shareholders are stakeholder because they have an interest in the organisation to put money into it. If anything, bad was to happen to the organisation then the shares would decrease. As an example, Tesco have 4 major shareholders according to their website. Back in 2013, a scandal exposed Tesco of selling horse meat after this their shares dropped by 1% (According to The Guardian). Another organisation that would have shareholders would be more known charities. 


Suppliers: these are the people who deliver the goods to an organisation. The suppliers can pose a potential risk for the organisation if they do not meet the standards set. The supplier is one of many important stakeholders as if they do not deliver up to standard goods, then it can majorly effect the managers, customers and shareholders. Once consumers stop demanding the goods, this causes problems for the managers as the profits won’t meet targets. Further damage is caused as it will then start to affect the shareholders of the organisation as share prices will drop. 

The Local Community: Although not as important as the other 4 mentioned previously, this type of stakeholder still holds a valuable role to any organisation. The local community is people who live near/around your organisation, these people are most likely going to be the companies most loyal and regular customers. If the organisation makes any bad decisions publically, or upsets the local community, A lot of stakeholders would be affected, suppliers wouldn’t be needing to supply as much goods possibly leaving the suppliers with no business, managers wouldn’t be doing their job or earning their salary due to not meeting sale targets resulting in having to reduced staff members due to budget restrictions. 

Depending on what way an organisation prioritises their stakeholders determine the way and the success of their business. If you hire cheaper staff, your consumers are most likely getting poor customer services which can reduce profits. 

Another segmentation of marketing is micro and macro. According to the Collings Dictionary, the marketing of products or services designed to meet the needs of a very small section of the market is micro. And marketing concerning all marketing as a hole, and the mutual effect that society and marketing systems have on each other is macro marketing. 

When organisations are trying to target a small segment of consumers they will use micro marketing as a strategy. Using this strategy, they are able to tailor the way they target the consumers much easier as they are looking for a certain type. Micro marketing is growing to become the most powerful tool business of all sizes can use to capture customers matched to their products and eventually turn these customers into loyal and repeat clients to the business (according to James Mello, September 2014, Product 2 Market).

Macro marketing is much larger in scope. This means that it put more concentration on perspectives in advance of the scales of micro marketing. Macro marketing concentrates on the relationship between manufacturing practice and the purchase sequences of the consumers. Somewhat than search into a development situated on a particular person basis or a small customer base, it studies the marketing process as whole.

What is customer value? According to Builtvisable.com (Dani Mansfield, July 2004) “Customer value is the satisfaction the customer experiences (or expects to experience) by taking a given action relative to the cost of that action.” The role of marketing when creating customer value starts with your target market. Using marketing research will you with the decision if there is a need for your product, once you have all your research you can carry on marketing your product to your target audience.
Value can mean different things to different people. Some people consider the value of the product, if they’re getting what they paid for, if it is worth their money. And some people it means the benefit, the value they received from the product. 

Putting all these factors and elements of marketing into practice with my chosen charity (Unity LGBT) to try and achieve my objectives and see if it was a successful way. Applying the marketing mix to our third objective, to create not only successful but useful and meaningful blogs for the public to be able to access and read. Starting with the price of our blog, creating the website and setting it all up didn’t cost nothing so we didn’t charge for people to read the blog either. Next thing we took into consideration was our product, making it easily navigational and simple to read was a big factor. We had a target audience in mind of who we wanted to attract so making our blog we knew how to design it and what we needed to achieve to deliver satisfaction to our audience. For place and promotion, it wasn’t hard but it wasn’t easy to get our blog around to the correct audience. We advertised our blog website on social media such as Facebook and Snapchat. We also considered the that not all people have access to social media, so we advertised our blog internally within the university. Because our target audience is only a small group due to who we wanted to target (members of the LGBT+ community) this would be classed as micro marketing this is means we were able to tailor each blog to reach a certain audience. Using the final factor of marketing for our blog, my group tried creating value for customers (in this case, consumers) by providing accurate and real information on our blogs. Each blog that contained statistics were deeply researched, also the contents of the blog we reviewed to make sure there wasn’t any content that could be offensive or misinterpreted. Reviewing all the marketing factors we used to market out blog in my opinion I think it was very successful, we gained viewers (unfortunately we weren’t able to find out if they found out about the blog via social media or word of mouth or flyers). Also, while we were using all the marketing techniques to market our blogs and achieving one of our objectives, we also managed to achieve another objective ‘raise awareness for the LGBT centre’. 
	Moving on to stakeholders for the LGBT centre, they are a not-for-profit organisation meaning there wouldn’t be no employees, there are very few volunteers that help out in the centre based in Swansea. Going up in the management, there is a CEO whom also doesn’t get paid to run the business, as the organisation doesn’t make any profit, there would be no money to pay employees. Currently (January 2018) there are no shareholders that have interest in Unity LGBT, however that could be up for future negotiation. Due to the little awareness of the centre, the organisation, in my opinion, isn’t running as well as it could do. Due to the lack of volunteers the centre can’t always open to the public every day. Advertising our blog and us as student trying to raise awareness, however didn’t reach the right target audience the centre is looking for. 

[bookmark: _GoBack]	Self - evaluating myself throughout this project, there a lot of strengths but a few weaknesses. Having the role as a fundraising officer in my group, coming up with ideas of different events and ways we could fundraise and raise awareness were flowing. Planning and organising I would think as one of my strengths, however in this project, it was one of my weakest. Due to the lack of communication with the LGBT centre, every idea my group came up with we did seek confirmation to make sure we were not breaking any boundaries, due to the lack of communication, our event was very last minute and wasn’t as successful as it could have been. I marketed and advertised the event very well, creating posters and creating an event on Facebook (Unity LGBT Mixer & Mingle). I even created poster (see source one, page 8) that I posted internally in the university and on social media and wrote about it in our blog posts (Unity LGBT Blog) Due to the last-minute booking of the event I wasn’t able to advertise widely to the public and relied on word-of-mouth. We didn’t have as many attendees as we would have liked in the event, however that is a weakness that we can work on and change next time. Regarding interest in the project I was ingrained to see how much we were able to help our chosen charity and get involved as much as possible. One strength I will give myself is communication, with a lot of group work this semester, participating was very important and communicating with my group was a big factor, in and out of lecture hours. I made a WhatsApp group chat for us all to interact whenever. Things I would change if I were to attempt this project would be;
· Communication between us as a group and the LGBT centre. With little or no replies and the centre never open it made it very difficult to get answers and know what they want us to do to help them.
· Be more organised and realistic. When we first came up with the idea of a Mixer and Mingle event we wanted to hold it in an up-beat well known place for people of the LGBT community. Not taking into consideration the price to hire the place out we held it in the 1912 bar in the Townhill campus and not many people (who were not students) knew of the location.
· When we advertised and marketed the event a lot of people were miss-understood thinking the event was only for the LGBT community when everybody was welcome.

Things that I think were a success for our project
· Our blog posts were very informative and personal. Each blog post had content that everybody (even not from the LGBT community) could relate to.
· Group work – my group all worked well together to make sure all our work was done on time and made sure everybody was coping with their tasks
· Communication – If any of us needed to contact the group, we had a effective way of communicating with each other.
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Source One – Mixer and Mingle event poster.
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