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Marketing is a crucial aspect of any company, it is what promotes and sells the service or the product. Marketing is essentially the face of the company to the people. Whether that is current customers, potential customers, employees or other companies, your marketing is what controls how you are perceived. Marketing was defined by Kotler and Armstrong (2012) as how ‘companies create value for customers and build strong customer relationships in order to capture value from customers in return’ (Kotler & Armstrong, 2012, p. 29). To understand marketing, one needs to understand the customer, how to reach them, how to maintain them and their value as stakeholders. Bright Art at Ysgol Crug Glas, also known as Bright Art, is a group of five first-year business students at the University of Wales Trinity Saint David. They have been running a fund and awareness raising campaign to aid Ysgol Crug Glas’ art department. Ysgol Crug Glas is a school located in the centre of Swansea which works with children with profound and multiple disabilities. Within Bright Art’s project, they have considered key marketing theory to allow them to be successful. Bright Art has three separate customer groups; the sponsors, the coffee morning customers and Ysgol Crug Glas. The primary customer is the school as they have asked Bright Art to raise money to enhance their art room. 
Marketing is an ever-evolving department but there are two main changes which have had the largest impact; population growth and media expansion. With a growth in population comes a growth in the number of needs and desires of the customer. This causes marketers to constantly stay on their toes with keeping up with what the new customer wants.
A bigger change in the evolution of marketing is media expansion. In the early 1900’s there were just magazines, poster and billboards to connect to the customers. The 1940’s brought a rise in radio and television broadcasting, although this consisted of just four television channels. During the 1950’s, television was seen as the primary source for influencing public opinion (Diggs-Brown, 2011). Marketers were able to reach more consumers and to target them more specifically depending on the programs on air and the times which certain age groups were home. The 1980’s saw the development in computers, but it wasn’t until the 1990’s that the internet became accessible to all in the home environment. This caused a large rise in how marketers could reach consumers but also changed their approach. They no longer had to rely on posters or video adverts. Marketing campaigns would never be the same again and there is so much more to consider now then there was before. The internet allows companies to connect with the customers and their issues immediately with 24-hour helplines available online and direct access to customers who even sign up to see marketing materials. The current use of social media has created a more relaxed relationship between a company and its user. Oreo, the biscuit company, capitalised on the close connection social media gives companies to their customers during the blackout during the American Super Bowl in 2013. @Oreo posted on Twitter ‘you can still dunk in the dark’, see appendix A. this is an example of how quick a company can work to capture an audience.

There are many processes or stages of marketing one can choose to follow but ultimately, they all revolve around the customer.
According to Kotler and Armstrong (2012), there are two stages to consider when planning a marketing campaign; the first considers the segmentation and targeting of the customers and the second containing the differentiation from other companies and the positioning in the marketplace. 
A market has four levels ranging from broad marketing to narrow marketing, see Appendix B. The first level is Mass marketing, or Undifferentiated marketing, which targets the whole market. Although this allows for very effective production with mass-production, it leaves no room for personalisation or for a tailored customer experience. The second level is Differentiated marketing which goes into segments. Segmenting the market further allows marketers to decide who they want to target. The differentiated marketed is split up by geographic, demographic, psychographic and behavioural factors. An example of this segmentation in place is Supermarkets looking at whether they should stock more family size meals or single meals depending on the surrounding postcodes and who lives in them. A concentrated market goes deeper into the segments to identify a niche market. The final level is Micro-marketing which goes even further to working as small as individually. Many companies who work to individual orders will be targeting this micro market. 
Blythe (2006) added to Kotler and Armstrong’s four-stage model for selecting target segments. He added that as the marketing group gets larger, the number of customers rises and the profit margin per customer falls. Whereas as when the marketing group gets smaller, the level of resources falls, and the economies of scale fall too. The economy of scale is the minimisation of the production cost through producing large quantities. This is reduced when targeting a smaller market as smaller quantities, or even single items, are produced at a time (Cambridge University Press, n.d.).
Bright Art has two customers groups to market to; the walk sponsors for donations and the coffee morning customers for sales. The walk sponsors would come under the level of a differentiated market. Although helping charities is a worldwide desire, there is more chance of a real connection with the cause through marketing to Swansea as it is a local cause which people from Swansea can connect too. Although this stops it being a Mass marketing campaign, the Facebook page and the Crowdfunding page allowed Bright Art to be available to the mass market, but the focus was still put onto the geographic location of Swansea. 
The coffee morning customers could be either in the differentiated or niche market category. The coffee morning was open to the public but was held in the university. Children and teachers from Ysgol Crug Glas were invited. The marketing was through a public Facebook event and through posters throughout the university campus. The marketing on the campus and the location of the coffee morning is what created the niche market as only those in the university would have been able to go. 
The second stage set out by Kotler and Armstrong refers to the position in the marketplace and the differentiation from similar products or services. Day (1994) explained how positioning is all about developing a theme to provide a ‘meaningful distinction from customers’. Blankson and Kalafatis (2004) set out eight generic factors which are used when positioning a product; Top of the Range, Service, Value for Money, Reliability, Attractiveness, Country of Origin, Brand Name and Selectivity (Kotler & Armstrong, 2012). Although, it was pointed out that not every factor has to be used collectively in a marketing campaign as some could be conflicting.
The ‘Marketing Mix’ is another process consisting of four principles; Product, Price, Place and Promotion (Kotler & Armstrong, 2012). The product principle refers to the methods used to differentiate a product from competitor products in a market. These methods can include extension strategies, new additions, the packaging or the technology within the product. Apple Inc. has used the product principle well in their sleek, crisp packaging which stands out from the competitors. They are also constantly creating new additions to their line. There was an iPod, then an iPad and now they have added iWatches to keep up to date with the modern technology and needs of the consumer. The price principle ensures marketers assess the competitor pricing and fight accordingly. An example of this is when a rival company drops their prices, you don’t need to necessarily match their price drop, there are other strategies which can be used to gain custom. Offering higher customer service to differentiate yourself from the start and offering extra services such as a free MOT and car service allows you to keep your customers, even when better prices are out there. The place principle revolves around how the product reaches the customer, whether it is through direct sales, agents or retailers. The distribution channel gives the customer a first impression of not only the product but the business as well. When looking for a house to rent, people can feel more comfortable being shown around by the landlord rather than an agency as they can get an idea of the relationship they will have with the landlord if there are any problems in the future. The same goes for buying a product; people like to go straight to a company rather than through a middleman as they know they can go straight to the company if there are any issues. This principle is crucial in helping to achieve the marketing objectives as it shows the type of business you are and the level of product you are selling. The promotion section is about how the customer become aware of the product. Bright Art chose to reach their customers through social media, blog posts, personal word of mouth and flyers in the university. The social media allowed the group to reach more people from other campuses whereas the personal word of mouth allowed the group to give a personal touch on the execution of the product pitch with lots of detail.
These were originally part of seven principles set out by Borden (1964) which included People, Process and Physical Evidence but were later reduced by McCarthy (2013) to the four commonly used now. Although these principles are widely excepted and practised throughout marketing, many have coined them out-dated and as having a lack-of-regard for the customer. The four principles were modernised by Lauterborn (2009) and met with four consumer-orientated versions. They are; Consumer wants-and-needs instead of product, Cost instead of price, Communication instead of promotion and Convenience instead of place. These modern ‘four c’s’ attempt to fit the Mass-to-Niche marketing movement we see today better than the original principles could.

Creating value for customers is seen as a key building block for developing and managing customer relationships by Kotler and Armstrong (2012). The issue with value is that it is down to each person’s perception. One-person may put more value on the quality of the product whereas others may put more value on the customer service received, therefore changing the price an individual may have in their head about an item. No one goes into a shop and picks something up with no idea of the price they would pay for it. A lot of the time, the price we are willing to pay is altered by the speed we need it, therefore increasing its value. The mass retailer Amazon have taken over the speed of service market with their Prime service which customer pay extra for to allow them to get next day delivery on almost anything. Kotler and Armstrong (2012) define customer value as ‘The customers evaluation of the difference between all the benefits and all the costs of a market offering relative to those of competing offers.’ (Kotler & Armstrong, 2012, pp. 36-37). They go on to emphasise how customers don’t judge values and costs accurately as they act upon their perceived values rather than rational judgements.	

Stakeholder engagement is crucial in a marketing campaign. A stakeholder is defined by Cane and Conaghan (2008) as ‘persons with an interest in the structure and operation of organizations’ (Cane & Conaghen, 2008, p. 1). Essentially, a stakeholder is anyone involved in a company in any way, whether that’s through being a customer, an employee or a client.
When Bright Art were considering their marketing strategy, the potential sponsors were the most influential stakeholders in terms of how the project team considered the marketing and communication strategies. To attract lots of potential sponsors, the marketing campaign included social media presence, a detailed blog and a crowdfunding page.
The stakeholders also played a part in the fundraising events which were held. Consideration went into the types of events potential stakeholders may be interested in engaging with. From this consideration, a sponsored walk was chosen as the main event. People were able to donate towards the sponsored walk giving them a physical place where they could see their money. A coffee morning was also held for people who wanted to attend an actual event and be part of the Bright Art community. 
In planning these events and fundraising activities, consideration was given to the organisations who were being represented by Bright Art. Mainly Ysgol Crug Glas but also the University as both have stakeholder vested interest in how the project was carried out and in Bright Art’s professionalism. As Bright Art was representing these organisations, they had to consider how they presented themselves as ambassadors of the organisations. This lead to a higher responsibility being felt by the group to not only perform, but be professional in every setting.

In conclusion, marketing isn’t just how a product is sold, it is all about the customer; the processes involved in reaching the customer, ensuring what the customers perceive as value is being reached and managing the campaign to suit all the stakeholders. 
Bright Art used various types of communication tools to generate awareness and interest in the project and the school. These included a social media account and event page, a blog with frequent updates and flyers and posters shared electronically and physically around the university campus.
The social media account set up was a Facebook page called ‘Bright Art at YCG’. This is where the group shared events they were running and updates on their project. It also acted as a platform to promote their blog. Although the Facebook page only received 14 likes, some of the posts reach over 100 people and the live videos reached over 300 views. This Facebook page wasn’t nearly as successful as it could have been, the posts only got a couple of likes each. The event page, on the other hand, gained lots of support and was a good place for the group to post pictures throughout the day. To gain popularity, the Facebook page could have been ‘boosted’ which Facebook claimed would have allowed the page to reach around 1000 people, but this cost £30 per post which the group couldn’t afford. Looking to the future, Facebook is a good way to reach people, but it needs to be kept on top of by someone who understands the necessity of social media in marketing.
Another communication method is the blog Bright Art set up. It was set up on WordPress which is one of the biggest blogging sites, but it received little or no public feedback or recognition. Again, I think it needed to be shared around more with the use of hashtags and through following similar blogs to get noticed. Although the blog was still a success in the group's eyes. It gave them a space to leave detailed accounts of everything they were doing. Another issue with the blog is that it is hard to build up an audience over the space of two months and so if the group were given a longer timeframe to work with they may have been able to build an audience and receive better engagement.
[bookmark: _Toc503467377]It is difficult to judge the success of a poster or flyer as there is no automated feedback on how many hits it gets. It is also difficult to judge how many people are at your event because of the poster or because they just stumbled across you. The posters and flyers allowed the whole university campus to know the event was going on and gave each person who read it an invitation to join in.
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Appendix D – Bright Art’s Stakeholders
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Figure 6.3 Segmentation trade-offs
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