
Marketing Fundamentals Analysis and Evaluation
This essay is intended to explain the fundamentals behind marketing in such a way that we can understand better what processes and stages marketing it is going through including the role of the marketing mix and its importance in creating value for customers.
Later, we will be looking at the stakeholder engagement and their impact on the marketing activities of an organisation. 
We can start by trying to understand what exactly marketing is.
Most people, including myself (till recently), are still thinking that marketing is only selling and the advertisements that we can see them everywhere, every day. 
Is it this all that is it to marketing, I asked myself? 
Apparently not. 
Apparently, selling has existed pretty much if the world. 
You don’t really need to be a religious person to know about the biblical story in which the snake sells a story to Eve, convincing her to eat an apple.
Grant Cardone is it stating in his book sell or be sold that “every person is it constantly either being sold something or selling something. 
If you are not going to be the seller, then you’re being sold to. Either you know or not, is it happening every second, every minute, every hour of every day of every year!” (Haig, 3 May 2011).
But “marketing is much more than selling and advertising” right? (Blythe, 2006)
According to management guru Peter Drucker, “the aim of marketing is to make selling unnecessary “. (Jobber, 2006)
 Philip Kotler describes marketing as follows: 
“Marketing is a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others” (Blythe, 2006)
The Chartered Institute of Marketing (CIM) uses the following definition:
“Marketing is the management process which identifies, anticipates, and supplies customer requirements efficiently and profitably.” Principles and practices of marketing jobber.” (Blythe, 2006)
Simply said “marketing is managing profitable customer relationships”. (Philip T. Kotler, 2014)
A small example is it when you browse through Facebook, LinkedIn or Twitter every word on every page has been put there with the reason to sculpt your impression about the person you are reading about. 
People playing publicists, working for themselves. Marketing themselves. Marketing is now a key aspect of modern society. 
Marketing as a process

For a better understanding of the underlying processes behind marketing let’s have a look at the 5-step model described by Philip Kotler in his book Principles of marketing. 
Understand the marketplace and customer needs and wants

As a first step, we need to understand customer needs and wants and the marketplace we operate. 
The most basic concept underlying marketing is that of human needs. They include basic physical needs for food, clothing, warmth and safety; social needs for belonging and affection; and individual needs for knowledge and self-expression. 
If I do have more resources than I need to cover my basic needs, than my needs as they are shaped by culture and individual personality become Wants. 
I need clothes, but I want some brand’s clothes. I need food, but I want to eat in a restaurant. 
And if I do have enough resources to cover my both needs and wants than I can Demand. I can demand products with benefits that add up to the most value and satisfaction. 
Example someone wearing a £50 000 luxurious watch when a £50 one would the same job. Affordability. 
Market offerings- Products, Services and Experiences 
We can fulfil our needs and wants through market offerings. 
Market offerings are not limited to physical products and can include services and other entities, such as persons, places, organisations, information, and ideas. 
Customer value and satisfaction 
Customers today are faced with a broad range of products and services, that might satisfy almost any need and want, with only Amazon stocking over 562 Million products as of January 2018 for example, they are choosing the offerings they perceive to deliver the most value per product cost. 
Not only they want products that work well and cost less, but they want them produced by companies which are working towards making the world a better place. (Philip Kotler, 25 May 2010). 
If customers are satisfied, they will buy again. If they are let with a negative shopping experience, often they will switch to competitors. Either way, often they will share their experiences with other buyers too.   Which can impact the company in a positive or negative way. 
Example Fiver.com’s platform that lets people review the quality of the services that you purchase.
Exchanges and Relationships 

Marketing occurs when people decide to satisfy their needs and wants through exchange relationships. The exchange is the act of obtaining the desired object from someone by offering something in return. 
Exchange as a human activity is as basic as any social process and it is certainly not surprising that marketing scholars are attracted to a definition of their field as an exchange. 
The exchange involves many specific problems related to processes for negotiation, determining value, managing transactions. Etc. 
For example, Amazon’s customers do not mind if the firm builds a database of products they buy to provide future product recommendations. This saves time and provides value. (Philip T. Kotler, 2014)
However, Bagozzi (1975) adds that exchange within marketing is more complex and often more indirect than simply a customer exchanging money for a product from a supplier. He argues that it represents the interaction of a variety of intangible and symbolic meanings. For example, the symbolism attached to a brand such as Diesel clothing is likely to affect the marketing exchange between the customer and the supplier. How?  A customer may value the status that owning Diesel clothing will be positively recognized and reinforced by their friends. 
Markets

The concepts of exchange and relationships lead to the concept of a market. A market is the set of actual and potential buyers of a product or service. These buyers share a need or want that can be satisfied through exchange relationships.
Marketing orientation 

What happens to an organisation if it is not marketing orientated? 
In the 1950s Britain was the world’s second-biggest car producer. By 2005, MG Rover, Britain’s last independent car manufacturer, was declared bankrupt.
Critics pointed out that Britain’s car industry had produced the wrong cars for the wrong markets and at the wrong piece. Quite simply the market found ‘competitors’ product offerings more satisfying. 
Levitt provides an example of how marketing orientation can work to great success: Henry Ford and his Model T car. When Henry Ford established the Ford Motor Company he recognised there was a massive, unmet demand for a cheap car. 
Marketing mix
Marketing means managing markets to bring about profitable customer relationships. However, creating this relationship takes work. Sellers must search for buyers, identify their needs, design good market offerings, set prices for them, promote them, and store them and deliver them. Activities such as consumer research, product development, communication, distribution, pricing, and service are core marketing activities. 
The elements of the marketing mix are commonly known as the Four Ps: product, price, promotion, and place. There is also another Three more Ps used for services: people, processes, physical evidence. 
We already saw that the product is a good, a service, an idea, a place- whatever is it offered for sale in the exchange. 
This aspect of the marketing mix includes the design and packaging of a good, as well as its physical features and any associated services such as delivery or warranty. 
For example, when the UK firm Virgin introduced Virgin Cola in the United States, the company attempted to make the product statement out from the competition through its distinctive packaging. Advertising that introduced the brand told customers about the curved squeezable bottles. Whether the focus is on the bottle or some other elements, the product is an important part of the marketing mix.
Price is the amount the consumer must exchange to receive the offering. 
Although some consumers purchase solely on price, most use the price to judge quality. The more expensive sometimes is (within reason) the better the quality is it likely to be. Price can, therefore, be used as a form of communication – to communicate exclusivity. 

For example, the Adidas 1 computerised show got a lot of attention in the media. 
Some of the fuss was that the shoe was billed as the first ‘smart show’ because it contained a computer chip that adapted its cushioning level to a runner’s size and stride. But a lot of the press coverage also revolved around the hefty price tag of €195 per pair, which made the shoe a status symbol for the hardcore runner. 
Place includes company activities that make the product available to target consumers at the desired time and location. 
Ford partners with a large body of independently owned dealerships that sell the company’s many different models. Ford selects its dealers carefully and strongly supports them. 
Promotion refers to activities that communicate the merits of the product and persuade the target customers to buy it. Promotions can take many forms, including for example personal selling, direct marketing, television, advertising, billboards, websites, magazine ads etc. 
Ford spends more than $1.9 billion each year on U.S. advertising to tell customers about the company and its many products. 
The typical marketing mix for a given product class is not necessarily right for all situations. To the contrary, some marketing mixes are profitable because they depart from typical – to satisfy some target markets better. 
A marketing manager may have to develop a mix that is not typical because of various market realities - including special characteristics of the product or target market and the competitive environment. 
In fact, it is often through differentiation of the firm’s product and/or other elements of the marketing mix that the marketing manager can offer target customers value. 
There is another concern, however, that is valid. It holds that the four PayPal concept takes the seller’s view of the market, not the buyer’s view. From the buyer’s viewpoint, in this age of customer value and relationships, the four Ps might be better described as the four Cs: customer solution, customer cost, convenience, communication. 
The role of marketing in creating value for customers
One of the most important tasks in marketing is to create and communicate value to customers to drive their satisfaction, loyalty, and profitability. 
Marketing-orientated companies attempt to create customer value to attract and retain customers. Their aim is to deliver superior value to their target customers. 
In doing so, they implement the marketing concept by meeting and exceeding customer need better than the competition. 
For example, the global success of McDonald’s has been based on creating added value for its customers, which is based not only on the food products it sells but on the complete delivery system that goes to make up a fast food restaurant. 
According to Schieffer, creating loyal customers is at the heart of every business. Peppers and Rogers say:
 “The only value your company will ever create is the value that comes from customers- the ones you have now and the ones you will have in the future. Businesses succeed by getting, keeping, and growing customers. Customers are the only reason you build factories, hire employees, schedule meetings lay fibre optic lines or engage in any business activity. Without customers, you don’t have a business.”
Stakeholder engagement and their impact on the marketing activities of an organisation
The concept of stakeholders, formulated in 1984 by R.E. Freeman, refers to units or groups that can affect the marketing activities of an organization or are affected by actions taken by the organization. It means that enterprises operating on the market are related to many different relationships with other participants on the market.

According to the classification of stakeholders, proposed by said R.E. Freeman, in a business environment, stakeholders are classified into two categories:

Internal stakeholders - members of the organization, so they can take a part in the project execution implemented by the company and have direct participation in its success.

They are directly affected by the project, such as employees, managers, trade union members, departments.
External stakeholders - not members of the organization and their impact on the company matters more representative than direct but they use its effects. 

They are not a part of the business but have an interest in its outcome, such as Customers, suppliers, vendors. 

Stakeholder Management is essentially a process, defined in the APM BoK as: “the systematic identification, analysis, planning, and implementation of actions designed to engage with stakeholders”. 

According to the "Association for Project Management" stakeholder engagement is the practice of interacting with, and influencing project stakeholders to the overall benefit of the project and its advocates. The successful completion of a project usually depends on how the stakeholders view it. It's the practice of influencing a variety of outcomes through consultation, communication, negotiation, compromise, and relationship building.

Stakeholder engagement and stakeholder management are arguably the most important ingredients for successful project delivery and yet are often regarded as a fringe activity or one that can be outsourced to business-as-usual functions. Project managers depend on people to respond to the outputs and benefits that they deliver. People will only respond if they are engaged. 

Tactical communication tools used to generate awareness and interest in the unit19 showcase
Blogging
We choose to blog because it allows us to build trust and rapport with our prospects. Not only can we show off what our groups acc (Ferrell, n.d.)omplished but because people can post comments and interact with us, they can get to know us, and hopefully, will trust us enough to get involved.
Facebook allowed us to connect to a wider range of audiences…
Digital ilustrations-Invitations
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