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According to CIM (2016) marketing means “the management process responsible for identifying, anticipating and satisfying customer requirements profitably”, this states the marketers as responsible of satisfying customers and identifying customers’ needs allowing the clients to vary depending on the target desires. Marketing is the homework that managers undertake to access the needs, measure their extent and intensity and determine whether a profitable opportunity exists (Kotler, Wong, Saunders and Armstrong, Fourth European Edition, p. 6), this suggests marketing is a position where the manager measures the needs and want of a customer allowing to access the existing opportunity for services and products. The marketers undertake the possibility of profitable exist where there can be a loss or success depending on the season. A customer service person trying to explain to a disappointed customer how difficult and complex an operation it is to supply the service as advertised (CIM, 2006, p. 4), this defines the customers are very keen on keeping a good customer satisfaction as they don't want to lose them. the importance of selling products to a customer is challenging but the method used to convince a customer is by allowing them with great offers and upgrades, this way more customers come into the business. 'The aim of marketing is to make selling superfluous. The aim is to know and understand the customer so well that the product or service fits...and sells itself’ (Kotler, Wong, Saunders and Armstrong, Fourth European Edition, p. 6), this determines how well customer satisfaction is kept according to the business. The marketer's development with the customer is very important as they know what the customer wants and promote them effectively so they will come next time. advertising is another important tool used to build the customers attention through social media as it is virally spreadable. 
			
There are two types of marketing forms which are traditional and contemporary. Traditional form is when the customer makes a large quantity of product sale in shopping centres, televisions, magazines and direct-mail advertisements. Also, when you make a promotion or an advertising campaign used by companies for years for product sale. However, marketing in the old sense is referred as the print marketing of making a promotional advertisement in paper form through “telling and selling” from posters, fliers, newspapers and magazines. Therefore, contemporary form is when marketers give importance to customer orientation, the strategies they follow when implemented are imaginative websites, mobile phone apps, blogs, social media and online videos of offers with great support to the client base of a range of products depending on the target market requires. Though marketing in the new sense includes satisfying customer needs is an important element to marketers as it allows them with a metric which is used to manage and improve the business. Reaching for customers directly, personally and interactively allows having a loyal customer satisfaction. The sellers have to understand the customer needs, wants and demands of which they manage. Customer needs are important to marketers when producing a new product as the client is the main people in the organisation and we satisfy them with the product they want which is customer want. Customers often don’t know what they need they simply know what they want. 

As Kotler et al (1999) note: 'Companies know that they cannot satisfy all consumers in a given market. At least, they cannot satisfy all consumers in the same way: there are too many different kinds of consumers with too many different kinds of needs (CIM, 2006, p. 15), this refers to companies cannot always satisfy a customer for example if you go supermarkets not all products are available at one time it also depends on the season for some products. Some customers’ needs are different to others so the employers must promote with ideas to the consumers. Should the organisation, for example, concentrate on existing customers or new sectors of the market? (Richard M. S. Wilson, Colin Gilligan, Second Edition, p. 420), this defines that the marketers should focus on the customers’ wants then the needs of the customer. The marketers are more likely to promote ideas to customers so they get an understanding of what the customers wants. Some customers suggest ideas when new products are launched. It is important to remember that the introduction of new products creates problems for buyers in that it requires them to reconsider their existing attitudes and patterns of behaviour (Michael J. Backer, Sixth Edition, p. 267), this suggests some customers might not be interested in the ideas of the product at this instance the marketers tend to lose the clients so it is important to launched existing ideas so the customers are interested and they must be eye-catchy in order to buy it. Meeting the needs of those customers more effectively than competitors is the key to continued profitable existence for any business (CIM 2002 p. 136), this defines ones the customers are interested in the product the market of the business gains profit. Customer care is not just the responsibility of the sales and marketing teams. Marketing and sale staff, who have a direct involvement with the client, are those employees most obviously charged with the customer care responsibilities (CIM 2002 p. 143), the marketers are responsible for the sales and promotions. The customer care is way of making the customers feel satisfied and pleased of their experience at the store. If the employers don’t satisfy the customers they are more like to lose the clients and the store will not make profit. Some of the sales promotion techniques are Two-for-the-price-of-one, Free 'taster' samples in supermarkets and Free gift with each purchase. These are all sales techniques used to target the audience for business growth and recognition. The Two-for-the-price-of-one appeals to the price-sensitive consumers who exchange the next cheapest product, this promotion existing customers so they visit the market often. Rajagopal 2008, the Free 'taster' samples in supermarkets are used to target the customers when a product is launched the customers are allowed to try the product this allows them to experience it even though this is an effective way to promote the clients. The Free gift with each purchase this is used to target children. The children are not price sensitive as they don't like to switch bands they are more likely to stay with their favourite brand. (Jim Blythe, Jane Martin, p. 208), these are good ways of promoting the target audience of a business. However, this could lead the business to a fail if the consumers not buy the product after they taste test it or ones the offer has end customers are more likely to not buy the products of the original price. Inability to adapt the management style is another interesting reason for failing (Roger Palmer, Juanita Cockton, Graham Cooper, p. 126), this refers to the capability of marketers making decisions many result to fail of the team. Teamwork is key to having a control over the workers, having an equal duty in an organisation allows the team to communication ideas effectively so this doesn’t result to inability of the team. Traditionally, the marketing mix is used strategically to ensure that corporate goals are met (David Jobber, 5th Edition, p. 727), this suggests the micro factors of the marketing mix which are competition of products between other business and satisfaction of the customer’s needs. The macro factors of the industry refer to economic factors such as economic factors of decision making with the economy. The impact of market society of products and service and anything that is harmful to the society should be removed which is taking care of the customers to offer safe product.  

Purchase of your product or service. You may communicate with them in order to encourage repeat purchase, or to get feedback on their purchase experience (CIM 2001 p. 4), this refers to the communication of the marketers and clients so they don’t get a repeated products and feedback is very important for a marketer so they can evaluate it to further improve them the business. Potential purchase and/or users of your product or service. You may communicate with them in order to convey a promotional message, or to get feedback on their response to your products and promotions so you can target them more effectively in future, (CIM 2001 p. 4), this defines the customers response of feedback which is a key element to the business, allowing the negative problems to a feedback with positive satisfaction, this is ways customers are happy and pleased about the product. The role of new product development is enabling the organisation to compete in new and developing segments of the market and ensuring that the product mix matches changing environmental conditions (Richard M.S. Wilson and Colin Gilligan, third edition, p. 512), this evaluates the importance of new products available in the market segments where the market allocates the location of where the product is set. This is important because the population of people is targeted to the market. Exceeding the value offered by competitors is key to marketing success (Jobber, eighth edition p. 15), this refers to comparing other market stores.

The marketing mix is a crucial tool to help understand what the product or service can offer and how to plan for a successful product offering (Martin, 2014). The 4 P's of marketing are the product, price, place, promotion. The product is anything that can be offered to a marketer for attention, use or consumption that might satisfy a want or a need (Kotler, Wong, Saunders and Armstrong, Fourth European Edition, p. 34), this covers the brand name, packaging and design of the product and how is it presented the audience. The product must be liked by the customer for them to want it before it gets priced. the market must change the attention of the customer by accessing their needs and wants of a product by assessing their everyday needs. We as the business client must bring new ideas to the market as the market is a social and managerial environment to gather suggestions of one another. The amount of money charged for a product or service (Kotler, Wong, Saunders and Armstrong, Fourth European Edition, p. 34), this suggests the list price, discounts and credit terms of the product allowing the customer a good deal. for a customer to visit a retail store the markets must provide a range of discounts for customer loyalty and when competing with other retail markets the price must be kept even. Price may also be affected by distribution plans, value chain costs and markups and how competitors price a rival product. (Martin, 2014), he is referring to the comparison of other stores by looking at price and discount as the customer wants existable profit. All the company activities that make the product or service available to target customers (Kotler, Wong, Saunders and Armstrong, Fourth European Edition, p. 34), this strategy will help to access the location and channel which is most suited for the product by undertaking how well the product is completed is also taken into consideration. Activities that communicate the product or service and its merits to target customers and persuade them to buy (Kotler, Wong, Saunders and Armstrong, Fourth European Edition, p. 34), this defines the promotions and advertising techniques used to create publicity to the customers through social media and magazines.	

Relating to my project Ysgol Crug Glas a school for children with complex learning difficulties located in Swansea. Their aim as a school is to find the means to maximise this potential; one of these means is to focus on total communication to enable all pupils to have a voice through whatever medium suits them as individuals. In consideration of marketing, the team arranged a tuckshop to help raise awareness of the school. this type of marketing campaign was not to only raise fund for the school but it was a socialise and collaborative in a multicultural environment. we also participated in the sponsored walk on behalf of the children and for recognition of the school this way the market of the customer was kept into consideration. The clients were kept up to date with the even by the team's blog posts this is a very important technique used in marketing. The tuckshop the team organised for the staffs and children of the school was a great success but in a business their clients who get irritated by the children as they are different individuals with complex learning difficulties allowing them more time and patients to understand these children. The 4Ps of this tuckshop are the place, price, promotion and product. The products were the foods the staff bought to sell in the tuckshop. the price was reasonable as it was not too pricey. the promotion was when the customers communicated with the children giving the children a pleasurable afternoon. Also, the place was a great environment located in the canteen of the UWTSD campus. It was an easy way to engage and collaborate with the staffs and children as well as the location the school was raising awareness for their community. The term stakeholder typically refers to anyone who is invested in the welfare and success of a school and its students, including administrators, teachers, staff members, students, parents, families, community members, local business leaders, and elected officials such as school board members, city councillors, and state representatives (Great Schools Partnership), this indicates all the employers, parents and councillors of the school who support the children. The school run their own tuckshop to help raise fund for the school. Customers have been described as 'students and those who act on their behalf', and 'those employers who select vocational education and training courses for their workers' (Gray, 1991: 3), this refers to the stakeholders acting as students, as the students can change or be impacted by an organisations actions, objectives and policies in consideration to employers who are also the stakeholder, as there are given the importance to the organisation. The general theory is that by including more members of a school community in the process, school leaders can foster a stronger sense of “ownership” among the participants and within the broader community (Great Schools Partnership), this way the member of the organisation is being recognised by the ideas and opinions of the stakeholder when they are given the opportunity to participate this way they will feel more invested in the work which will increase the likelihood of the stakeholders success. Moreover, when the parents and community members are not informed in advance or involved in the process of the organisation which could lead to organized opposition. When targeting students of the school the consumers must be working with the school to service products for the school and children. It must be taken into consideration of the children needs which the council is offering to the pupils however, the leaders of the community are providing the corporations with other schools to improve the organisation. More a less the school is a global market who have an interest in the product but do not produce or consume it directly. 

    
In conclude to the essay the marketing is a way of accessing the needs of customers. The customer satisfaction is important to a marketer, the higher the satisfaction the better for the company. The project was a great marketing success, the team organised a tuckshop where they promoted an advertising campaign to raise awareness of the school to socialise and collaborative in a multicultural environment. The stakeholders of the school of the school are the councillors and parents who help to fund the school. Their aim as a school is to find the means to maximise this potential; one of these means is to focus on total communication to enable all pupils to have a voice through whatever medium suits them as individuals. 
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