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According to Blythe (2012), Marketing could be defined as a social and managerial process of improving products or services in order to satisfy the needs of the final consumer, in exchange of a profit. 
There are two forms of marketing, the traditional and the contemporary form of marketing. The traditional form includes tangible advertisement such as newspapers, flyers, billboards and magazines. Basically, the traditional form is used to grab the attention of other business activities and customers. There are other forms of traditional marketing include radio or television spots which are used to advertise a company and its products or services. This form is mainly utilised by companies to attract the attention of other companies and customers. The contemporary form of marketing includes mobile phones apps, websites, online videos, social media and emails. Some companies replaced the traditional form of marketing to the modern form, in order to expand the audience with updated information online about the company's product or services (Kotler and Armstrong, 2017, p.15-18).
Marketing orientation is used by companies to understand the needs of the consumer, to find out how to influence the choices of the customer, whenever they purchase a product of a company. Kohili and Jaworski (1990) claimed that marketing orientation is a tool of the marketing concept, while, (Julian et al., 2014), believe that marketing orientation is used to receive information from customers and other companies, in order to create customer value.


According to Kotler and Armstrong (2014), a product is what is offered to the marketplace to grab the attention or the interest of the consumer and use the product to satisfy totally or partially the needs of the consumers. The products used by LG for the marketing mix are printers, laptops, tablets, air conditioning systems, microwave ovens, televisions, refrigerators, dishwashers, smartphones, cameras, video cameras and home theatres. The brand LG is known for the efficacy of its products and this made most final consumer to trust all products of LG without reading any feedback. LG pays attention to its customer launching good quality and good services products (LG 2018).

As described by Kotler and Armstrong (2014), there are six main pricing strategies which companies use to set a price on new products and each of the six-pricing strategy act differently. Samsung has various types of products and there are six types of pricing strategies in the marketing mix, but Samsung applies only two pricing strategies on each of its products such as mobile devices and appliances. Whenever the South Korean company launches a new smartphone with new features which distinguish it from the other smartphones, Samsung has the right to sell the smartphones at higher prices. Once a direct competitor launches a smartphone for a lower price with all the features that a Samsung smartphone has, Samsung must reduce the price of its smartphone because the company follows the skimming price policy. Samsung is a trustworthy brand. However, the South Korean company always had issues in becoming the leader in the technological sector, to avoid the continuous attack from the competitors in the market, Samsung tries to give to the consumer each product at a discounted price (Samsung 2018).   

Place is related to the process of the distribution chain and location in which a company uses its products or services in order to be reachable to the final consumer without difficulties (Kotler and Armstrong, 2014, p.360-361). Samsung sells its products directly to brokers-dealers and retailers. The South Korean company uses this strategy to sell its products to customers and other business activities comfortably. Brokers-dealers have the target to sell Samsung products directly to other companies (Mitchell, T, p.101-103). Due to fame and reputation of the South Korean company, retailers involved in selling technological products have to include most of Samsung products in their sales. In different cities, Samsung has a single distribution company through which the South Korean company delivers its products in a location (Michell, 2010, p.173).

Promotion is one of the essential aspects of the marketing mix of a business activity. Companies use various forms of promotions in order to grab the attention of the customers and use this strategy to sell their products easily. There are various ways of promoting a brand or a product, such as TV, radio, leaflets, newspaper, magazines, social media and many others (Blythe, 2012, p.197-200). According to Graham, Piercy and Nicoulaud (2012), Adidas strongly believes that advertisement is the most effective way of promotion to commit the final consumer with the brand. Adidas like other companies promotes existing and new products through newspapers, televisions and social media. Adidas is known for being a sponsor of many events, paying celebrities to be their ambassador, in return, the celebrities promote the brand through their social networks and wearing the products in public (Adidas 2018). 

In the marketing mix, there are more three elements, which are called extended marketing mix and it includes people, process and physical evidence. People are an important element of the marketing mix, companies employ and train the right people that could be part of their staff. Prestigious companies are strict with the recruitment of their staff because the staff represent the company and customers can easily complain or interact with them. Apple staff work for long hours constantly, following apple’s philosophy which is working hard consistently to practice your ideas (Gallo, 2010, p.7-12).

According to Kotler and Armstrong (2014), the Process is the method in which a service or a product is delivered to the final consumer. The importance of the process is that each product must be delivered to the consumer in good condition. However, this element will promote the services provided by the company steadily. As a good example could be McDonald’s which has the aim to succeed selling its products to the final customer at the best conditions (McDonald’s2018). 


Physical Evidence is the last element of marketing mix. This element is used by companies to prove the efficacy of the services provided to the final consumer with tangible evidence and it will distinguish the company’s image from the other competitors. This element is common for retailers and customers. Physical Evidence used by the final consumer after buying a Debenhams’ product could be receiving points on their membership card and spending the points on particular products (Debenhams 2018). 

[bookmark: _Hlk503364321]As described by Brassington and Pettit (2006), a marketing plan is a systematic process utilised to predict the trend of a company and then decide on achievable objectives, goals and positions which could be used to receive benefits. Dibb and Simkin (2008) argue that marketing plan is a systematic process in which are involved the assessments of marketing opportunities, design the marketing strategies and define marketing objectives, decide the marketing mix programmes, assign resources and elaborate a plan for control and implementation. It is clear that there are more definitions of a marketing plan, however, the definitions stated above are the most reliable. Nowadays, every business person who decides to open a business activity has to consider the way to create awareness and interest in the company.

AIDA stands for Awareness, Interest, Desire and Action. Attention is the first element of the AIDA model and it is an important aspect of the marketing communication and it is planned to catch people’s attention using effective words, pictures or slogans. Companies to complete this first task, introducing statistics that show the needs of the consumer and advertising products that will satisfy the needs of the buyers (O’Meara and Petzall, 2013, p.82-83). 

According to O’Meara and Petzall (2013), Interest is the most challenging element of the AIDA model, after catching the attention of the buyers, companies such as Samsung have the duty of allowing the customer to have interest in the company’s products or services (Bovee and Thill, 2013, p.259-263). 


Once the company has grabbed the attention of the buyers, the company must make the final consumer understand that the company’s product and services are used to solve the consumer's problems and it can satisfy their needs. This stage is called Desire and it is the third stage of the AIDA model (O’Meara and Petzall, 2013, p.82).

After creating the desire of the buyers, the company must persuade the final consumer to purchase the product or use the services provided by the company and this is known as ‘closing the sale’ (Mashable 2018). The final step is known as ‘call to action’, after convincing the buyers that the product provided by the company is essential, the company must sell their products at the best price after bargaining with final customer. The best way to make sure the company progresses is to get the three steps mentioned above correctly (Bovee and Thill, 2013, p.259-268).

Customer value and how business activities follow the way in which marketing is creating customer value. As stated by Clow and Baack (2013), companies must take account of customer value which is the concept used by marketers to study the satisfaction of the buyer after purchasing a product of a company. Customer value is an important element for marketers, simply to solidify the expectation of the final consumer, whenever the company launches a new product on the market and make the final consumer become a repeat customer of the same brand indirectly (Doyle, 2009, p.116-120). This strategy is used by marketers in order to find out the features of the company’s products which the buyers appreciated. Compared to other companies like Apple, Samsung has a different approach to its customers, which is launching of various types of smartphones with fewer features at affordable prices.

 As described by Blythe (2012), once the company finishes analysing what features of the product the buyers appreciated, companies must find out the priority of the final consumer which can vary among the final customer. The age range could be the main factor which makes the final consumers have different priorities among themselves. The older people would prefer a simple mobile phone, while the youth would choose the latest smartphone in the market. However, there are different categories of people in which companies could rank the priorities of each group of people.     

Companies must find out what is attracting their customers to direct competitors. A company such as Burger King has to find out the way other companies managed having their customers, using the same strategy of other companies or designing new special offers which could distinguish the company from others and bring their customers back (Cristopher, Payne and Ballantyne, 2013, p.1-36). 

In 2010, the PC market suddenly moved from using the well-known desktop to the brand-new laptops. Many users preferred using laptops, instead of using the old Desktop PC’s. However, this change brought a huge amount of dissatisfactions among the companies that had no idea about the shift and the danger in bringing big losses, instead of revenues. Therefore, companies update their statistics steadily in order to keep a track of the consumer personal tastes and try to change them indirectly; this is the only way a company can offer new products with different features and benefit from them (Arthur, 2009).

Heagney (2016) believes that stakeholders are people, staff, consumer, suppliers, managers and owners of the organisation that has a direct interest in the success of a company. Business activities have various types of external and internal stakeholders. The internal stakeholders are the group of people within a business such as managers and employees. The external stakeholders are the group of people, who work externally in a company such as the final consumer and the other people within a community. The owners of a company have the final response, whenever the objectives of the company are decided by the other directors (Cristopher, Payne and Ballantyne, 2013, p.76-77). The stakeholders involved in the social enterprise ‘Down to Earth’ are the volunteers, the staff who work with people with difficult backgrounds to build sustainable buildings with echo materials the people within the community. The owners are the main stakeholders, who coordinate the work of the workers and the sponsors are external stakeholders who provide funds for construction of the buildings (Down to Earth 2015).

The directors of a company have also strong influence during the decision making; directors are always present in the company and they might decide to improve the sales of their products, instead of having higher profit.  The final customers are also considered as stakeholders; every company which ignores the feedbacks or request of its customers are more likely to lose their customers to their direct competitors. In marketing, there are also primary and secondary stakeholders. Primary stakeholders in prestigious companies are the shareholders and they also have the right to vote out the managers that run the business wrong without achieving the objectives that were agreed during the meeting with the other directors. In small business activities, the stakeholders are the owners, the employees and the buyers (BBC 2014).

Reflection 
As a good example of communication tools within the modern technologies could be blogs; the author of this essay has been working on blogs with his group members related to an organisation called ‘Down to Earth’. The author and the students have been working as a team to raise awareness of the organisation and interest of the users. As part of their marketing assignment, each member of the group had to post two blog posts related to their project ‘Down to Earth’ and the group decided to publish a blog post every two days. The group succeeded in raising awareness of the organisation, where the group had over 800 views from ten different countries. The author also used his Instagram and Facebook profiles to share the link to the blog and he had over 70 views from his Italian friends and followers (Bovee and Thill, 2013, p.65-67). Using social media can be free for organisations and it is an effective element of advertisement but it takes time to commit resources managing the social media and replying all the feedbacks. Some companies have trained staff who produce new content on the social media, therefore companies have additional costs such as paying the staff and the creation of new videos. The author benefited positively after the experience with his group posting blog posts and trying to raise awareness of the social enterprise ‘Down to Earth’; the blog post made the author have a wider understanding of advertising and the communication tools used marketing strategy. This experience has enhanced the knowledge of the author about tactical communication tools and teamwork. 

The author and his group are working hard to raise awareness of the organisation ‘Down to Earth’ by promoting the recent development of the residential and educational centre in Gower for Valley’s kids in the newspaper of the University of Wales Trinity Saint David (Down to Earth 2015). The author and his group took advantage of the difficulties that the organisation ‘Down to Earth’ has in raising awareness and interest within the local community, so the group members posted the link of the website on their Facebook profile and promoted the blog posts related to the organisation ‘Down to Earth’, to inform the public what are the activities made by the organisation (Fill, 2009, p.477). 
The advertisement and the Public Relation are some of the weaknesses of the organisation; the outdated websites and the other social media are discouraging the public to have interest in the activities made by the organisation. The Organisation’s direct marketing is ineffective, the organisation has many leaflets, but they are not shared with the public and the communication is very weak. The author and his group had many difficulties in communicating with the organisation through email (Blythe, 2014, p.369-370). Basically, the social enterprise ‘Down to Earth’ uses only advertising, direct marketing and Public Relations as tools of the marketing communication.   
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