
Critical analysis and evaluation of the core marketing principles and a reflection for key marketing elements in a group project
This essay will look at the role marketing played in a group project to support the organisation Faith in Families. It will also look at the role marketing plays within modern organisations and if it values the customers. 
Faith in Families is an organisation set up through the church and operates in the areas of Brecon and Swansea. The charity aims to help those who live in the most deprived areas of South Wales through community engagement. The group was tasked to raise awareness for the Penplas Family Centre in the Blaenymaes area of Swansea. Marketing was a clear way to raise awareness for the organisation, however, the group first needed to research appropriate marketing techniques to put into practice. The group started with Marketing Mix and how it could help. 
Marketing mix is the different factors used to market a product, usually using the 4 P’s or more recently the 7 P’s. The 4 P’s stand for, product, place, Price and Promotion. (Kotler & Armstrong, 2010) went into detail on these stating that for an organisation to launch a product or service there must be a need for that product. The organisation must then decide how much the product or service will cost, if it is too low they may not make enough profit, however, if it is too high consumers would not buy the product. Place would be how the organisation would offer the product to its target audience or where would that product be available for them. Finally, promotion, this would be how the organisation would tell its target audience about the product and try and encourage them to buy the product. 
In more recent time, however, the 4 P’s have modernised to include people, process and physical evidence. (Blythe, 2009) goes into more detail on the three new P’s. Stating that people would be selling you a product which makes them responsible for customer satisfaction such as a waiter in a restaurant. Place would be the surroundings of the product, again a restaurant for example could sell the same food, however, the place would be the atmosphere and surroundings of the restaurant would differentiate it from others. The last of the 7 P’s is the physical evidence, this is the proof that the service has been delivered, again, in the case of a restaurant the food and atmosphere would physical evidence of the level of service, also the bill. 
Many companies would use this marketing module ranging from all different types of services, such as Faith in Families. The product they would use would be to deliver different services, for example after school clubs in challenging communities. The price would be free as they are a charity and rely on donations. They are based in the centre of the communities they work with, which is the place, so the promotion of the services would be directly to the service users, they also use social media platforms. The people involved would be professionals trained to work in within this area, also, the organisation uses volunteers from the community itself. As it is a faith based charity, the centres are occasionally run out of churches, like the one in Penplas. It is full of bright colours and paintings chosen by the children likely to use the services, which is the process. The physical evidence would be the children that use the after-school club and interacting with those who run the session.  
It is generally believed that the Marketing Mix is a process that all organisations must go through when launching a new product or service, especially since the 4 P’s was updated to the 7 P’s. It is also believed, however, that it will soon need to be updated again to incorporate more of the digital side. (Freidlein, 2017) argued that although the way that marketers advertise and the platforms that are used has changed the core way that marketing is taught and modelled on has not. This is with the influence of social media but also the data collected on customers could be huge. If a customer now sees a product they want then there they could use the internet to search for the cheapest possible price, which makes it harder for marketers to create a value for the customer.  
It is important to consider the role markers have on creating value for customers. To do this, marketers will usually break down the market into smaller pieces, this is called market segmentation. (Kotler & Armstrong, 2010) describes this as splitting the market up into different groups of consumers who have different requirements, behaviours and personality traits who would then need different products or marketing plans. The market could be split up in many ways, the four major ways they are divided are, Geographical, Demographical, Psychographic and Behavioural. Many different types of organisations will use market segmentation to meet the needs of their target audience. 
Supermarkets are a great example of large organisations using market segmentation to sell products to their target audience. (Dudovskiy, 2016) looks at the way Supermarkets especially Tesco use market segmentation. Tesco uses Geographical segmentation to know what advertise as soon as somebody walks into the shop and the first thing they see. Also, Tesco has moved to use more behaviour trends and could change the displays everyday to fit in with these trends. The customers will believe that they are receiving value for money because the items they want will be on display and possibly at a slightly discounted price. Another way Tesco creates customer value is by using their ‘finest’ range, this could be the same product that’s in the ‘value’ range, however, by marketing to different customers and changing the packaging the price can be increased. 
This begs the question, is market segmentation still needed when looking at demographics when many organisations will mostly look at consumer behaviour. (Burrows, 2015) explains that the problem is demographics won’t change rapidly, however, behaviours can. A lot of businesses are now looking at it as one big demographic and using search engine results and social media to see what the consumer wants and monitoring the behaviours.  (Mcdonald, 2017) believes that market segmentation is still vital to launch a product. Stating that with over 40 years of research there is a correlation between a long successful business and understanding and using market segmentation. However, it could be believed that with the search engines and social media, websites that haven’t been available that long could lead to a slightly out of date view. Market segmentation could soon become an unnecessary expense, with all consumers behaviours monitored online it could lead to much better value for customers. 
Another way marketers will look at creating value for customers is to see how the customers view or perceive the brand. This determines how the customer views a certain brand within a similar market. Organisations will use perceptual positioning maps, (Kotler & Armstrong, 2010) describes this as how the buyers view their brand compared to other competing brands. There will be four points on the map usually decided on purchasing factors for the product. This leads to the product needs to be more unique as similar products may be competing for the same space in the market. With regards to faith in families, because it’s a charity based around disadvantages area, which means the market segmentation would already be done, however, when delivering a new service, the charity would need to look at who that service is going to benefit. Also, Faith in Families will need to see if there is a similar organisation delivering a similar service or if there is a gap in the market for the customers needs and not that of the stakeholders. 
Stakeholders can be defined as “People who are impacted by corporate activities” (Blythe, 2009, p. 8). Stakeholders can also be known as ‘Publics’ (Kotler & Armstrong, 2010) continues and identifies seven different types of publics. These are financial publics, the group that effects the organisations ability to attain money, such as banks and stockholders. Media publics are the group that will report on the organisations, such as newspapers. Government publics, this more to do with policy, the marketing team will usually ask the legal team for advice. Citizen-action publics are those like customer groups, for example if a new product is realised it ma=ay go to a consumer group first. Local publics are the local community and general publics are the everyday person, the people that will have an opinion of the organisation which could determine if people buy the products. Lastly there is internal publics, these would be the people who work for the organisation. An organisation could do two separate marking strategies, one for the consumer and the other for one of the publics. For example, McDonalds could launch a new burger and advertise to the consumers, it would then advertise in the store to its internal public to motivate and incentivise the staff to push the new burger. 
Stakeholders could have a very large impact on marketing this is because the marketing department of an organisation would need to tell these stakeholders what they want through their marketing campaigns. Coke pride themselves on the engagement they have with their stakeholders. (coca-cola-company, 2017) goes into detail on the relationship they have with their stakeholders, some of the stakeholders consist of global warming groups, healthy living groups, also, local authorities across the world where for example they may increase the tax for sugar. The marketing team for Coke would need to address many of these issues, such as encouraging people to recycle or to advertise the Coke zero range more. The company also goes into detail on how it holds stakeholder meeting to try and address these issues, also, holding employment surveys to keep the employees happy within the company.
It could be argued that stakeholders aren’t good for the marketing department of an organisation, that is could mean that there would be more work to do, however, the reward could be greater. If the marketing team get the stakeholder engagement right, then, the marketing of a new product or service could be excellent.  An example of a stakeholder that could affect a marketing campaign would be Greenpeace. Greenpeace is an example of a stakeholder, usually focusing on the environment impacts of organisations, it will campaign until the organisation agrees. (Still, 2014) from The Guardian, writes an article looking at the protests Greenpeace were doing, in particular the involvement of shell oil company in Lego. Since that campaign, Lego have cut all ties with Shell as there was a potential boycott of the toy happening, this shows the massive impact stakeholders can have on and organisation. 
Faith in Families would have many stakeholders, however, as they are a charity based around disadvantaged areas they would more likely focus on local stakeholders. They also have many volunteers working for the organisation again reinforcing the local stakeholders also the internal stakeholders. These do however impact the charity largely, they do, however, rely on funding from the local authority and as they are working with people must stick to strict policy. It is evident that stakeholders would affect all organisation even non-profit ones. However, it could be argued that stakeholders won’t have an impact as great on the marketing for Faith in Families, as they are based directly in the community and do all the marketing on social media directly to the target audience. 
When marketing for Faith in Families the team set up a blog to talk about up and coming events and topical subjects related to the target audience. The blogs were good as it was a different type of marketing the centre hadn’t done before. The team were tasked with reaching out to the local community in particular the local school that the centre hadn’t yet worked with. The blog was aimed at children in this school to try and engage them more with the centre. The school also tweeted a link to our blog, which means the team directly hit the target audience. (Basu, 2016) looks at how blogging can be a great marketing tool for an organisation. This is because a blog can be very personable and connect to the target audience. 
The main event we help was taking part in the school Christmas fete, we advertised this on the blog, the school also had letters sent out to families and posters around the school advertising the event, also the groups involvement in the event. The team found it difficult to advertise for Faith in Families as the organisation was already known to the local community and was using social media to directly target the centres target audience. Also, as this was a closed event only available to those who attended the school, the group was limited on what it could advertise. 
In conclusion, the marketing techniques the group found were extremely useful and are widely used across most organisations. If an organisation would launch a product with a well thought of marketing mix, whilst knowing the market it will launch it into a good stakeholder engagement then there would be every reason for that product to succeed. In regard to faith in families, the team found it difficult to use these marketing techniques as it was a closed event with no advertising to the public. Also, these techniques would take a long time to implement. However, the team could’ve marketed more through the existing marketing tool used by Faith in Families, such as, using the social media already established. This could’ve been more affective to use rather than create a separate blog, however, the group had something different that could’ve interacted with more of the target audience. 
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