The purpose of this essay is to look at the processes and stages of marketing including the factors such as the marketing mix. This essay will also cover how the role of marketing can create value for customers as well as the impact of stakeholders within an organisation and how they can have an influence on the marketing plans. ‘Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably.’ (Chartered Institute of Marketing , 2015). The purpose of marketing is mainly to attract new customers whilst giving them value for money and businesses aiming for customer satisfaction. It is important for marketing to be done correctly since it is the business department that deals with customers the most. (Kotler & Armstrong, 2013)
To create and capture customer value, businesses often follow a certain model. A five-step model of the marketing process is used by many businesses to plan for the long-term and the first four steps are to understand customers, create value for them and build strong, long-lasting relationships. Once these steps are completed, the final step is to collect the rewards of putting in the effort of the marketing process of this model and in a business environment, it is generally higher profits, sales and long-lasting customers (Kotler & Armstrong, 2013). Businesses should always plan ahead, especially with customers since the cost of acquiring new customers is far greater than retaining current ones (Williams & Curtis, 2012). 
When developing a marketing plan, companies will also need to think about factors that have the possibility to affect them. These factors are known as the micro and macro environment. The micro factors are the factors that impact the company directly such as the suppliers, customers and the public. The macro factors are out of the company’s power to change or control such as natural and demographic forces, political factors and legislation. Whilst creating the marketing plan, considering these factors can have a large impact on the success of the plan as well as the long-term reputation of the brand or company itself (Oxford College of Marketing, 2016). Once businesses figure out what marketing model they decide to use and consider various factors, they can work out what customers need, want and demand which can create value for customers and save money in the long run.
To satisfy customers, companies will tend to think about what they actually need, wants and demands. Customer’s needs, wants and demands are generally met by market offerings and this can include a mixture of different products, information or experiences. Market offerings are not limited to physical items or something that is tangible, it can also be services such as banking or hotels (Kotler & Armstrong, 2013). 
The marketing concept is a philosophy of the efforts of most businesses these days. They identify the needs of their customers and then produce goods and services to satisfy those needs. With this method, the customers are the main focus of the business and also when it comes to decision making. Any business that uses this philosophy as a guide is market orientated.
The production concept is when businesses make economies of scale their focus point and also in the production and distribution of the product or service. This concept assumes that more products will be sold due to lower priced items so that demand rises by availability. An example of this would be the Ford Model T was only available in black and no other colour (English, 2008). The sales concept is when the product or service is produced and selling techniques are used to persuade the customers to buy the product. This would require a highly skilled sales force. This concept is often used with clearance products and services that is not necessarily required during that time such as vacuum cleaners and life insurance (Johns, 2017). The marketing concept is different to the other two concepts. This focuses on the customers and all decisions based on the customers. This can be more efficient for businesses since they are investing in products that customers actually need rather than products which they may not buy. 
The marketing mix has the ability to give companies a good foundation to develop their marketing plans and they are made up of the four Ps.
A business must know who their product is for and what benefits customers will expect from it. For it to succeed then it must have a competitive edge which can differentiate it from competitors and also the positioning of the product in the market.
The second P is the price. It is advisable for companies to develop the habit of continually examining and reexamining the prices of the products and services they sell to make sure they're still appropriate to the realities of the current market. Sometimes they may need to lower prices and at other times, it may be appropriate to raise prices. Many companies have found that the profitability of certain products or services doesn't justify the amount of effort and resources that go into producing them. By raising their prices, they may lose a percentage of their customers, but the remaining percentage generates a profit on every sale.
Promotion includes all the ways companies communicate with customers about products or services and how they can then market it and sell to them. Small changes in the way they promote and sell products can lead to dramatic changes in results. Even small changes in advertising can lead immediately to higher sales. For example, during the Christmas period when John Lewis release their Christmas advert, their sales tend to increase (Chapman, 2017).
The fourth P in the marketing mix is the place where the product or service is actually sold. Developing the habit of reviewing and reflecting on the exact location where the customer meets the salesperson can lead to a rapid increase in sales. Some companies use direct selling, sending their salespeople out to personally meet and talk with the prospect. Some sell by telemarketing, catalogues or mail order, trade shows or in retail establishments, joint ventures with other similar products or services, manufacturers' representatives or distributors. Many companies use a combination of one or more of these methods (Doyle, 2011).
Once a company has used the marketing mix to develop a marketing plan, they will usually have a competitive edge over the competition since they will know who their target market is, how they can create value for them and help customers make the final decisions (Kumar & Meenakshi, 2011). 
Although the marketing mix can create a lot of advantages for a company, it also has its disadvantages. The 4 Ps do not take into account other aspects of the marketing process which are the people, physical evidence and processes which is why this is also known as the extended marketing mix with 7 Ps (Bhasin, 2017). A study has also found that the 4 original P’s is more relevant to introductory marketing and consumer marketing, however, the 7 Ps is accepted more as a general and more rounded approach to a marketing plan (Rafiq & Ahmed, 1995). 
Stakeholders are people who have an interest in the activities and decisions of the business. A lot of these decisions will affect a number of stakeholders. Stakeholders can be split into two groups, primary and secondary stakeholders. ‘Organisations are dependent on their primary stakeholders and therefore need to realise the necessity of distributing wealth and value created by the corporation among those primary stakeholders, to conform to the principles of fairness and balance’ (Sharmer & Starik, 2004). Secondary stakeholders can influence the company; however, they are not necessarily involved with the financial side and can still have an effect on the survival of the company. 
One of the main secondary stakeholders for large companies are pressure groups and they should be taken into consideration. This is an organised group that works towards influencing the behaviour and beliefs of government or business decisions. There are many different types of pressure groups in the UK and comes in many sizes. Pressure groups will usually try to create public awareness for their cause to put pressure on the government or businesses to change them. The effects of this could be a damaged reputation for a business which can lower sales
Stakeholders have the ability to impact marketing as this changes the focus of marketing away from making a single one-off transaction but towards creating and building long-term sustainable relationships that are valued by both the company and the customer. When building and maintaining relationships, it also includes the market focusing on the customers as well as other stakeholders which can have an effect on the relationship. Relationship marketing focuses on retaining the customer and looking at the long-term goals as well as high customer interaction. The quality of the product or service is the most important part of relationship marketing. Stakeholders can also impact the techniques used to market their products and services once long-term relationships have been created with loyal customers and if there is a possibility for growth.
(Ansoff, 1957) created strategies for growing a business and is now known as one of the best-known descriptions. There were four categories he classed for growth:
Market penetration – this market is a group of customers that have the possibility of purchasing the product. For example, regular Coca-Cola.
Market development – this is when a company decides to sell an existing product to a new market. For example, Coca-Cola releasing Diet Coke and Coke Zero.
Product development – this is when a company creates a new product but sells in the same market. For example, Cherry Coke, Coke Vanilla.
Diversification – this is a new product that a company sells and also in a new market, however, this can be split into related diversification and unrelated diversification (Oakley, 2015). For related diversification, Coca-Cola could release energy drinks and for unrelated, release a clothing line. 
Another technique marketers may consider is market segmentation. This technique is used to enable a business to better target its products at the right customers. Segments are usually measured in terms of sales, values or volume. Businesses segment the market because customers differ in the benefits that they want to receive for buying the product. Some also are willing to pay different prices and have set amounts for what they intend to spend on a product or service. The different types of media that they see daily can also affect the quantities they buy and also the time and place because some may offer special offers only at certain times and locations. There are various segmentation methods that can be used by marketers. 
Behavioural segmentation is the individual’s relationship with the product, how the product will be used and the benefits to the customer. For example, using the Clubcard system, Tesco can find out where people shop, how long they spend in shops and most important, their buying behaviours.
Psychographic segmentation method narrows down customers by their lifestyle or beliefs. The Clubcard creates an image that can capture the lifestyle of people who use it. Tesco can then find out the psychological needs of customers and then decide to cover those for which consumers really care. 
Geo-Demographic segmentation combines geographic information and lifestyle data about neighbourhoods. A method used for this is ACORN (A Classification Of Residential Neighbourhood) which suggests where a person lives, dictates how they live. 
To raise awareness of Down to Earth, the group had done some research on a suitable blogging platform to use that could be easily accessed by the publishers but also easily accessible for the community. Once the blog was created, it was pinned on a board in UWTSD to gain more interest in the activities and projects that Down to Earth conduct. This involved thinking about the extended marketing mix since Down to Earth does not sell actual products, but provide a service to the public. It incorporates various aspects such as the physical evidence which are the buildings they create from sustainable materials, people who are the staff and volunteers who help create these buildings and lastly the processes of planning and permissions. The group discussed the various topics that could possibly be posted on there as well as the tone and formality of the context within it. This was to ensure that the target audience could clearly see what Down to Earth was about and that they felt connected to the people who were already involved with the organisation. The blog seemed to be some what successful since there were almost a thousand views from countries all over Europe, America and Asia.
This also takes into consideration the stakeholders of Down to Earth. The group of students had visited the CEO of Down to Earth and spoken about getting a newspaper article published to raise even more awareness for the organisation. As one of the more influential stakeholders of the organisation, the CEO had a major impact on what gets marketed to the public and wanted to see a draft of the article the group wrote before it got published. Although the group had not got anything in the newspapers, it is clear that the higher up someone is within an organisation, the higher the impact on decisions going forward. 
Another communication tool used to raise awareness was leaflets handed out to the public and this was also accessible online (Down to Earth, 2017). By using their USP of targeting ‘hard to reach groups’ along with the marketing mix, they could easily identify their target market to maximise interest in their projects. Since Down to Earth was quite a unique organisation, there is little to no competition, however, it is still advantageous for them by going through a marketing plan.
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