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Introducing Marketing
A good marketing strategy is one of the most important tools to sell and manage products efficiently. Good marketing ensures continuity and satisfaction of both the client and the consumer, through the process of continuous feedback. This ensures both parties feel their needs are accounted for throughout the business process. This essay will examine the effectiveness of marketing, through the analysis of different marketing strategies. According to Armstong and  Kotler (Armstong & Kotler, 2013, p. 33) the term marketing relates to managing profitable customer relationships. The twofold goal of marketing is; to attract new customers by promising superior value, and to keep and grow current customers by delivering satisfaction. Marketing is the process of determining the need of the customer and developing a product that meets those needs. It is a set of estimated offers and activities that facilitate the transfer of good services. Marketing generates ideas by understanding their customers’ needs; companies then reap the economic rewards by delivering solutions capturing value from customers in return (Kotler, Armstong, Harris & Piercy, 2017, p.27). 
The marketing process can be broken down into five stages. The first four stages focus on the customer, evaluating their needs, creating value and building relations. The final stage of the marketing process aims to optimise the value received in return for the first four stages. Through this process companies acquire an in-depth knowledge of the customer needs, the product and the competition. There is evidence to show that satisfied customers are prepared to pay more for the products they buy (Homburg, Koschate & Hoyer, 2005).  Often the stages of the marketing process are presented the time periods in terms in the sales and buyers operations must be done, some projects require how they respond to the logical ideas in the marketing (Philip Kotler, 2017, p. 5). This process strives to achieve maximum cost effectiveness and optimal growth, tailored to the demands of the market and the needs of the customer (Ellwood, 2014, p. 66) .  The first stage is very important in determining customers’ needs, wants and demands. This process is essential in understanding customers and evaluating the needs that an organisation can fulfil, determining their location within the marketplace (Chron, 2017). The collection of data at this stage is vital to the progress of the marketing strategy. The customer data can be obtained through a range of collection techniques including the analysis of market competitors. This stage enables the development of desirable products that possess competitive market value. Product development stages, is considered in the stages of the marketing process where the company develops products after determining a certain value to satisfy the desires of consumers, or develops services to satisfy the desires of consumers and client. When the process of studying the results of the study conducted by the market phenomenon and the development of the product process, the uniformity of the requirements of consumers and the marketing, and the institutions can provide appropriate solution in the product. The uniform puts it in the following picture on the input or output of arterial process on the extent of acceptance of the product in the market for the determination of strategy institutions and companies in dealing in the marketing. Pricing stage, the pricing stage is one of the most important principles or stages of the marketing process if the category of the product is sold in a balanced manner where it achieves a profit for the company and sometimes satisfies the satisfaction of the customer or the consumer. This mode depends on supervision stage as well as market outputs to alleviate the possibilities, the marketing is reconciling the interest of the customer and the customer in the process of selling a challenging outfit for many commercial brands.  Stage of distribution channels. This phase depends on the organisation of the distribution of the distribution of the product through the trading medium and the possible brand through the company itself. According to (Keller, 2006, p. 685) they should pay attention to how the product moves within the foreign country. The stage of the marketing relationship, the institution always depends on maintaining its good reputation with the competence of the consumer and customers, to influence of their ideas in the establishment and gain them. By taking care to take a positive pattern from the customers through the available communications, to achieve the desires of the products of the company for the sale and purchase. This stage is used to attract the customers and benefit from the possibilities in developing the solutions available in the company or organisation the institution. Marketing functions that directly address customer needs are known as the ‘marketing mix’. The marketing mix described by McCarthy (1960) possessed four Ps; Product, Place, Promotion and Price. However, with the advancement in technology and the increase in service provision this model was criticised as being limiting. This first model was further developed by Bloom and Bitner (1981) to include a further 3 stages; people, process, and physical evidence (Blythe, 2006, pp. 11-17).
What the marketing mix elements?
Product - Any product or service product widely by companies or factories with high quality products and good large quantities or small subjected to the process of marketing , called the process of producing maybe the product in a nuber of ways, like the combination of good services and ideas,for examples Nike company has a best quality of sportswear in the world.
Price - Is how much the customer or buyer pays for the product, according to the agreed commodity price agreement and agreed upon in the marketing.  The pricing is the determination of the price sale of the product, which affect the competitive position of the project and its share of the marketing , according to the profits that can be achieved on the study of the feasibility of marketing need or customers want , to pay attention to the relationship between price and demand in the marketing process according to (Martin, 2016, pp. 156-160).
Place - In the place where the product is sold and also includes ways to distribute the product and deliver it to the customer in a timely manner. A field study should be identifed through the strategic location and a good understanding of the place and customer, be able to achieve the possibilities available in the eveluation and preparation of the project according to selection criteria, according to (Adrian Palmer, 1999, p. 23).
Promotion - Includes all communication activities with customers through advertising and public relation. Sales promotion, direct mail and hidden marketing with a loan targeting a greater amount of customers. The promotion process is to determine the supply and demand of the strategic marketing style in the absorption of quality and proficien in terms of important marketing research. A 2011 IBM survey 75 % of chief marketing officers felt they had significant influence over promotion, however those surveyed felt they had much less influence over the previous 3P’s (Ellwood, 2014, p. 1) .  People- Through the presence of the internet in companies or orgnisations, the service providers have increased their ability to communicate with the public, enabling them to better understand their attitudes towards the products offered by the company, enabling companies to design products as close as possible to the public mindset and success in the marketing.
Process- in th set process marketing  of th activiites to contact with the customes and delivery good product benefits with great service industrise. The process of providing the service through the internet www, has greatly increased the degree of customer satisfaction as the service is progresssing throughout the day or hour(24), in addition to raising the quality of information to the client and customer. Physical evidence- technology IT has provieded many tools that have contributed to the services offered by the company through the internet, such as geograghic design programs where companies and organisations are able to deliver orders and request the product, also communicate with the customer more inorder to  increasing their satisfaction and achieve more profits in a short time possible with good service according to (Baker, 1996, p. 513).
The role of the Marketing in creating value for customers.
Marketing orientated companies attempt to create customer value in order to attract and retain the      customer: for example, the global success of the McDonald’s company has been based on creating added value for customers is not only on the food product it sets high standards in quality service cleanliness and value according to (David Jobber, 2013, pp. 14-15) .The role of marketing requires additional efforts in the procurement and sales of the orginal character and industrial products in the companies providing good services to the customer. Especially the demand requirement in marketing and customers operations, also strategic services in the project quality and workmanship, which contributes to the ease of the marketing and success resulting in a greater amount of customers. The key to building lasting to the customer relationship and is to create superior customer value and staisfaction, safisfed custmer are more likely and to be loyal customer and give the company a larger share of their marketing . According to (Philip Kotler, 2017, p. 13). For Examples. Nike is a company has know itself with some of the biggest and best name in sports wear. Nike it knows and famous company in the world by great product promotional and best pricing in the  marketing  consistently to delivering real value to customers. Nike’s creating success resulted and looking for the best quality.  The company it has website page (WWW.NIKE.COM). Nike always gives to the customer ambition and great quailty with suitable price in the market. Nilke keeps in the eye for the customers has paid a lot of the sacrifice to offer for the customer what they are need or want and understand them well. Nike over the far time decade and before the 1997, Nike developed and growth at an absolutely time rate of growth 21% that is income return to investors averaged 47% and that great number of the company or organisation, Nike its control and (Nike, 2018)dominates in the world for all sportwear and sport shoes in the marketing. In a short time , Nike developed fast and first company in the sports  needs a market to account for around about $9 billion in yearly sales in the world. Also in 1998 Nike company stumbled in sales retreat in the market for many reasons but the competition improved fast in the market, Nike is  a well-known and good logo and Nike has moved to a high position like Microsoft company (Hartley, 1995, pp. 150-155). 
Stakeholders engagement and their impact on the marketing activities of an organisation. 
Although buyers are an organisations primary stakeholder they must remember that these are not their only stakeholders. The term stakeholder refers to any individual or group that are important to the long-term health of the organisation. These include buyers, sellers, investors, suppliers and regulators (Solomon, et al., 2013, pp. 433-435) . They can be sub-divided into three catogories; internal stakeholders, direct stakeholders, and indirect stakeholders. Managers need to have a good understanding of each stakeholders needs and influence, which can be visualised using stakeholder mapping (Ellwood, 2014p51-65) (Ellwood, 2014, pp. 51-66). Customers and prospective customers don’t just learn about an organisation through the firm, but also through many outlets that stakeholders have significant influence over, such as the media. This meansd that the organisations image through the eyes oof its stakeholders has a signifcant influence on the cusrtomers perseption of an organisation (Solomon, Marshall, Stuart, Barnes and Mitchell, 2013, p435). For examples, Zara company was established in the year 1975, Zara has proved to be a successful and its main brand with good quality in the industry market, Zara is a company dealing with different kinds of colthing for  men, women and children in the fashion industry. The stakeholders of Zara company always gives to the customers and employees apositve impact within the organisation (Inditex, 2018). Also Zara is up to present trends in the market and where it produces over 450million items in every year, and that’s return to the impact of the stakeholders because they support the organisation by ideas and engagement counties with the company when its need or want from them, that’s  granted the successful  achieved by Zara company during all the years has been driven by effective and efficent marketing . The management processes as are influenced by the board of directors, stakehoders engagement on the marketing activities of an organisation set strategies in order to enhance achievement of the set company aims. Operating in around 88 countries today in the market, Zara company has over 15 billion employees through the various human resource departments and this motivation to ensure they carry  out their duties  as required by the compan. that’s a positive impact of stakeholders within the organisation. Stakeholders  mission is to correct and accept corrections from their employees or customers and sharing the ideas  from themselves and this great way can develope the important ideas for enhancing and growing the company or organisation.
Conclusion
Working within the organisation Notes and Tones project to create a great opportunity for the people in music in Swansea.  Notes and tones is a project that exists under the umbrella of urban foundry its aim is not for profit. Notes and Tones are a project about music and art in a community arts context in its current state it is an urban foundry comprising of a little gathering of imaginative individuals sharing an enthusiasm for making a fan venture as of not long-ago Notes and Tones have worked through various coincidental occasions in the quadrant in Swansea utilizing a blend of visual expression and music. Notes and Tones have no salaried representatives and to date it has encouraged these occasions utilizing freelance help and especially encouraging disadvantaged groups. The groups were asked to fundraise for the project in the local area by making like a party, but unfortunately the plan was not successful for many reasons one of which being my groups didn’t work well together and the manager was not helpful. Initially the group meetings were constructive and the manager helpful, but this didn’t continue. Notes and Tones attempted to increase the chances and deep desire for success in the project in the future, also several platforms took a place on website and a Facebook page was created as well and working with a group a lot of information about different types music and arts on the Facebook page. so far Notes and Tones have existed as a series of projects, as groups always communicate via Facebook messenger private page and discuss and plan about anything new in our project. Also, each member of the group had two blog posts both different but related to the project. Notes and Tones contribute, and support marketing fundamentals different aims and ideas will be promoted through using leaflets and social media and marketing to enhance and achieve all the goals of the project and advertise Notes and Tones as a future organisation. The project will involve designing to develop the music in Swansea and UK in general with mixed arts and music (Foundry, 2018). The main problem is funding is very difficult to source and without it many aspects of what we are trying to achieve became impossible to achieve in the project. Notes and tones has the ambition and great ideas to support the young generation in the future and offer for them what their want or need in music. The historical study of marketing as an important component of any attempt to critically reflect on the nature of the marketing according to (Brownlie, 2008, pp. 29-30).
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