


This essay consists the Evaluation and analysis of the core principles of marketing 
The complex set of needs which consumers attempt to satisfy is the beginning point for all marketing activity (Palmer and Hartley, n.d.) . A consumer is a person who purchases goods and services for personal use (Google.co.uk, 2018). Food and drink in the 21st century is no longer the main motivation for people within society (Palmer and Hartley, n.d.). When basic physiological needs have been meet by people they may attempt to have fruitful interactions with peers, where this was recognised by Maslow (Simply Psychology, 2018). In the western culture the number of humans self-fulfilment internal needs which they are seeking to satisfy is rising (Palmer and Hartley, n.d.).  This means complex needs which are increasing are therefore then satisfied by goods and services. Prosperity which is growing and increasing every year due to the rapid change occurring has seen people wanting to eat out with friends and family more. (Palmer and Hartley, n.d.) This has seen many cuisines come into existent around the world as the expectations of people has become higher and higher after the basic needs have been met.
Deep within an individual’s personality consists of the needs that has been conditioned by the society that have been nourished by. Within an organisation when the personal needs of an individual may not be entirely the same as the economic needs as an organisation greater complexity occurs (Palmer and Hartley, n.d.).
There are lots of ways in gaining goods and services (stealing, trading, extortion, buying). Food is a good where in some society it can be hunted and other societies with a poor economy it can be begged for (Palmer and Hartley, n.d.). In marketing environments consisting of operating organisations acquire goods and satisfy needs on the basis of trading (Palmer and Hartley, n.d.). Trading is like exchanging where something that is valuable is given to each party. (Palmer and Hartley, n.d.). Each party can decide whether or not they want to engage in the trading and exchanging, where they can also chose who they want as alternative potential partners. Money is usually given for the trading of a product, and bartering is also utilised in some trading systems.  (Palmer and Hartley, n.d.). Marketers have debated amongst themselves on whether exchange is an essential element of marketing. The restricted view that marketing is based on a series of discrete exchanges has been refined, adapted and extended by many writers to try to incorporate the concept of external benefits that are provided by some producers, usually in the not for profit section but where it is neither possible nor desirable to charge the recipient for the benefits received. In this sense it’s been argued that the payment of taxes to the government in return for the provision of social services is a form of social marketing exchange, although it is difficult to identify what sovereignty consumers of government services have in determining the manner or source of their delivery (Bagozzi, Richard, 1975), whilst others have sought to move the defining characteristic of marketing away from the concept of exchange to one of matching (Alderson and Rushton, 2018). In recent times, marketers have sought to move analysis of exchange transactions away from a series of discrete exchanges towards ongoing relationships (Palmer and Hartley, n.d.).
In an exchange between an organisation and its customers, one party generally expects to receive something that they value from the other party. This is where in return for which they give something that the other party values. Value for those that supply may be represented by payment received or in the case of some not-for-profit services. More qualitative factors such as the A level Grades of incoming students to a university. Customers will evaluate benefits according to the extent to which a product allows their needs to be satisfied. Customers also evaluate how well the benefits of a product add to their own wellbeing as compared to the benefits provided by competitor’s offerings (Palmer and Hartley, n.d.).
The value that consumers place on offers can differ from values perceived by producers. Consumers can only judge value as received by them. Business organizations succeed by adding value at a faster rate than they add to their own production price. By specifying the product offer can value be added to it in accordance with expectations from customers (Palmer and Hartley, n.d.). An example of this can be by providing easy access to a product or the reassurance of after sales service. 
In return for delivery of goods and services customers make payments to organisations that is acting as the provider, therefore forming a focal point for an organisations marketing activity. The customer is generally understood to be the person who makes the decision to purchase a product and pays for it. Society as a whole benefits from the consumption of many public services and not just the immediate customer (Palmer and Hartley, n.d.). Education as a whole for society can be regarded as the customer because we benefit from having a higher trained and literate workforce (Palmer and Hartley, n.d.). 
Market as a term traditionally refers to a place where buyers and sellers gather to exchange goods and services. Economists refined this definition to include the abstract concept of the interaction of buyers and sellers, so that we can talk we can talk about the insurance market as referring to the aggregate level of transactions between all buyers and sellers of insurance. Regardless of the existence of a formal market place. For marketers, the term market is more commonly confined to describing characteristics of consumers rather than producers. The hotel market is defined in terms of those people who have the need and want for hotel accommodation and have the willingness and ability to pay for it (Palmer and Hartley, n.d.). 
Segmentation, targeting and positioning 
Different customers within a market have different needs that they seek to satisfy. To be fully market oriented, a company would have to adapt its offering to meet the needs of each individual. In fact, very few firms can justify aiming to meet the needs of each specific individual. Instead, they target their product at a clearly defined group in society and position their product so that it meets the needs of that group. A segment represents a subsection of a market where people share similar need to which a company responds with a product designed to meet these specific needs. When the supply of goods and services is scarce relative to supply, organisations may seek to minimize productions costs by producing homogenous products. Target market choice involves company’s looking inwardly at its strengths and weaknesses and outwardly at the opportunities and threats in its environments. Product positioning in its fullest sense involves a number of tools that an organization uses to address its market and to differentiate its products from those of its competitors. These tools are known as marketing mix (Palmer and Hartley, n.d.). 
The role of marketing mix is it plays a vital part in the overall marketing approach. The mix helps in determining which marketing strategy is right for your organisation. Therefore the marketing mix goes hand in hand with positioning, targeting and segmentation, along with the four p’s, which are promotion price and placfe. The picture gives a glimpse of the mix on page 18 (Palmer and Hartley, n.d.). 
For the blog a tool of tactical communication I utilised word presee as it ias great and free.
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