Bright Art at YCG (Bright Art) was a project created by six students, with the main aim being to fundraise money for an ultraviolet light for Ysgol Crug Glas’ (YCG) Art Department.  YCG is a special School situated in Swansea aiming to maximize the children’s potential by sensory learning. (Ysgol Crug Glas, 2018) To raise funds, Bright Art ran a Coffee Morning and carried out a Sponsored Walk. The high level of stakeholders’ engagement, as well as the marketing campaign carried out by Bright Art, contributed to the success of the fundraising activities. The purpose of this essay is to analyse the marketing elements of the project and the role of the stakeholders, as well as evaluate the impact of these elements on Bright Art. 

Marketing is defined as an “activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large”. (American Marketing Association, 2013) According to Kotler and Armstrong (2017), understanding the customers’ needs and wants is a vital element in value creating process. (Kotler & Armstrong, 2017) Levitt (1960) draws the attention at risk of losing customers when short-sighted companies focus more on the product or service rather than on customers’ needs. (Levitt, 1960) According to Solomon (2017), to be successful and convince customers to buy their products companies must deliver the superior value to customers. These products of value must benefit the customers and fully satisfy their needs and wants. (Solomon, et al., 2009) For example, one of the biggest UK clothing retailer H&M satisfies the basic need of customers to be clothed, as well as they try to satisfy the customers want to look fashionable. (H&M, 2018)
Based on customer needs and wants a customer-driven marketing strategy can be designed. To create a right strategy, an overall company position should be analysed. Appling SWAT framework allows companies to analyse their strengths, weaknesses, opportunities and threats. (Doodle & Lowe, 2012)  Having identified a company’s situation allows to establish a mission and objectives. According to Johnson (2014), “a mission statement aims to provide employees and stakeholders with clarity about what the organisation is fundamentally there to do.” (Johnson, et al. , 2014, p. 108) For example, Samsung’s mission statement is “to inspire the world with our innovative technologies, products and design that enrich people’s lives and contribute to social prosperity by creating a new future”. (SAMSUNG, 2018) Companies should also establish clear objectives to keep their employers focus on the organisation goals. To set clear objectives companies should follow SMART model with each objective being specific, measurable, achievable, realistic and timed scaled. (Drummond, et al., 2008) 
To achieve the objectives the right marketing strategy and activities should be developed. There are three important elements of marketing strategy, these are segmentation, targeting and positioning. Segmentation is the process of dividing markets into smaller groups to fully understand needs of individual customers. Companies then can decide which segment they want to target. There are many benefits of effective targeting. It allows companies to efficiently analyse competitors and customers and then target the segment that matches their strategic objectives. Positioning is about customer perception of the product. Customer must perceive the product or service as beneficial and credible and choose it over the competing offers. (Groucutt, 2005) For example, McDonald's Restaurants targeted their products at young people and families. By providing a play areas for children, affordable meals with toys and free Wi-Fi they position themselves to be a family-friendly, low- cost fast food restaurant. (McDonald's, 2018)
To transform companies’ strategic plans into action, a marketing program should be constructed. (Kotler & Armstrong, 2017) A marketing program consists of marketing mix elements known as 7P’s, product, price, promotion, place, physical evidence, process and people. It is important to apply this model in a marketing planning process. It allows companies to plan actions in advance and develop the most effective activities to influence a customer. (CIM, 2015) For example, the world’s biggest retailing company Amazon built a strong relationship with customers through an efficient online experience. Variety of choice, cheap prices, quick delivery, free returns and outstanding customer service developed strong company brand, based on consumer trust. To engage customers Amazon allows and encourages them to leave a review on the products, displays personal recommendations and offers a Prime account with special benefits. Their customer-centric approach is also reflected in advertising campaigns and innovative technologies offered to customers. (Amazon, 2016)

In the primary strategic planning process of Bright Art, the SWAT analysis was applied. Inexperience and lack of connections, together with the strict government regulations for charity work and fundraising, greatly reduced the possibilities of Bright Art. However, there were a variety of opportunities and support offered by the university which Bright Art took full advantage of. The university permitted Bright Art to utilize their free space and to carry out the fundraising activities. Based on SWAT analysis, the Coffee Morning was chosen to be the main fundraising activity. 
In the strategic planning process, the mission and objectives of Bright Art were also established. The inspiring mission “To develop and engage the children’s senses through play and interaction; lighting their way to a colourful future” allowed Bright Art to keep their team members focused on the goal of their project. It also allowed them to engage the other stakeholders and communicate clear values to their customers. In order to achieve the project goals, clear objectives were also established. The main objective of Bright Art was to fund an ultraviolet light for YCG by January 2018. The secondary aim was to take a part in at least four art sessions run by YCG, to understand the importance of this ultraviolet light. The objectives were specific, measurable, achievable, realistic and timed scaled, which allowed Bright Art to effectively monitor the progress of the project. 
Carrying out the Coffee Morning event in the university allowed Bright Art to understand and meet the customers’ needs, as well as to build a profitable relationship with them. The targeted consumers were university students and also employed staff. A small university community allowed Bright Art to efficiently spread the awareness of the project and the fundraising activities. It also allowed Bright Art to effectively analyse the consumer behaviour and deliver the right price product to the customers, fully satisfying their needs and wants. Positioning the product as low price and high quality allowed Bright Art to reach the low budget university students and gain the advantage over the competitors.
To run successful fundraising activities the marketing program was constructed by Bright Art. Based on 7P’s framework the following elements were applied in order to meet the customers’ expectations. 
Product - During the Coffee Morning, a wide selection of cakes and drinks were available. The variety of choice offered to customers allowed Bright Art to satisfy the most common physical need of food, as well as to meet different customers’ wants. 
Price -  In order to reach the low budget customers, the low-price strategy was applied. Increased demand and high company profits were an implication of strategy applied by Bright Art. 
Place - The Coffee Morning took a place in the university canteen. As the place was offered to Bright Art for free it allowed them to maximise their profits. 
People - The team members engagement was a vital element of the success of the fundraising activities.  To reach the project objectives all team members were going to YCG to participate in the art sessions run by the school. This experience allowed the team members to fully understand the importance of the ultraviolet light, hence the high level of the team members engagement, as well as passion and motivation in reaching the organisation goals. This allowed Bright Art to communicate the clear organisation’s values to customers and the project stakeholders. 
Process - The aim of the fundraising events was not just to sell the physical product to the customer. By communicating strong company vision and values Bright Art created a desire to help those in need. By buying the products offered by Bright Art and taking part in the fundraising activities, customers were given an opportunity to help with the true cause. 
Physical evidence - To promote inclusion, children and teachers from YCG joined the Coffee Morning event. This allowed Bright Art to show the genuine purpose of the project to the targeted audience and engage them in the fundraising activities. Also, to keep the customers informed, a blog was created with a variety of photos and information about the school and project group. 
Promotion -To advertise the fundraising events, Bright Art followed the AIDA advertising model consisting of four elements, awareness, interest, desire and action. (Oxford University Press, 2018) To raise the awareness posters and leaflets were circulated around the university. The colourful logo created, drew the attention of potential consumers and stakeholders. A social media campaign allowed Bright art to maintain the interest of the customers. The passion and high level of motivation within the team allowed Bright Art to create a positive image of the organisation. Together with an inspiring vision, the desire to help the children was gained. These elements convinced the audience to take an action and engage in the fundraising activities.  
The marketing elements used in the project allowed Bright Art to create a valuable product for the customer and to build a profitable relationship with them. These relationships resulted in the high level of customer engagement in fundraising activities and contributed to the success of Bright Art. 

Although the customer engagement was a vital element of the organisation success, this success would not be possible without the engagement of the other stakeholders. Stakeholders can be defined as “Individuals or groups that depend on an organisation to fulfil their own goals and on whom, in turn, the organisation depends” (Johnson, et al. , 2014, p. 107) According to Smith (2010), single-minded focus on customers and not paying enough attention to the other stakeholders may lead the business to failure. (Smith, et al. , 2010) The importance of stakeholders has also been highlighted by Solomon (2009). As stated by Solomon (2009), customers learn about the products not only from the company. Mass media, company’s employees and other stakeholders have a massive impact on customer attitude, behaviour and decisions. (Solomon, et al., 2009) 

The success of Bright Art would not be possible without the engagement of its team members. The genuine purpose of the project resulted in a high level of motivation within the team. This motivation, as well as the positive attitude of the team members, benefited the fundraising activities. It allowed Bright Art to engage a wide audience in sponsorship activities which then resulted in the success of the sponsored walk. It also allowed Bright Art to build a positive image of the organisation and engage a wide audience in the Coffee Morning activity. 
In terms of the team members engagement, the role of YCG was vital. The members of Bright Art were actively taking part in the art sessions run by the school. This allowed them to fully understand the importance of the ultraviolet light in the children’s development. The knowledge provided by YCG allowed Bright Art to develop a clear vision of the organisation and communicate a clear message to the customers. This was especially important in advertising activities. It allowed Bright Art to create a well-designed blog and Facebook page which then delivered a clear message to the customers. The YCG’ children and teachers participating in the Coffee Morning event helped to create a more intimate and real experience, as potential donators could see and interact with the people that they would be helping.
In advertising the events, the role of university students and lecturers was also important. To spread the awareness of the fundraising activities the details about the events were circulated by them via email and through Facebook. The university lecturers were helping Bright Art to organise the fundraising activities and also provided Bright Art with the guidance to meet regulations. This allowed Bright Art to carry out the events in accordance with university and governmental rules and expectations. 

The active involvement of the main stakeholders in the project allowed Bright Art to develop the right marketing strategy and marketing plan, as well as reach the project objectives. The high level of  stakeholder's engagement together with the marketing elements applied by the project group enabled them to create, develop and spread the awareness of the project and its genuine purpose. The role of marketing communication tools used by Bright Art was especially important. Marketing communication mix consists of advertising, sales promotion, personal selling, public relations, direct and digital marketing. (Kotler & Armstrong, 2017) To gain popularity, exposure and success, Bright Art created many different types of advertising. There were traditional methods such as posters and leaflets and also more modern methods such as electronic adverts. This way of advertising can give information to anyone at any time. In case of any queries or questions that the customer may have, the adverts can direct them to the more modern/digital kind of advertising, such as the blog or their Facebook page. The Facebook page played a vital role in spreading the awareness of the project. Facebook was chosen as there are many users and very easy to set up and use. By liking and sharing posts and images that Bright Art published, information and the project goal easily spread amongst the projects supporters and their friends. This helped the project and the blog to gain popularity. The Blog consisted of detailed information about the whole project. The team members, the school and information about the events that have taken place were all included. There were regular posts from each team member which helped with keeping the audience informed and entertained. Each post would consist of the humorous style of writing which connected the team members to the readers. Letting the readers see the art sessions with the children, all the fundraising events and their results allowed Bright Art to show the real purpose of the project. It also enabled them to show the importance of the reader's contribution, whether that being participation in the events, donating or just simply following the project and spreading the awareness. The colourful and relevant logo of Bright Art was created with the idea of it being eye-catching, rememberable, as well as to show the message of the project. Each advertisement had a certain role, but all of them had the same message running throughout – “To develop and engage the children’s senses through play and interaction; lighting their way to a colourful future”. All these advertising tools allowed Bright Art to succeed and for the message to spread and grow, whether that be through physical and digital advertisements or through word of mouth. The right type of advertising, as well as social media engagement, allowed Bright Art to build relationships with customers which then resulted in the success of the carried out fundraising activities and the success of the project. 
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