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1.0. [bookmark: _Toc503337349]TASK 1A
1.1. [bookmark: _Toc503337350]Introduction
The campaign that was started by MP Carolyn Harris is indeed a noble course. When the ultimate goal is achieved, children within the Swansea East Community will no longer suffer malnutrition as food will be available to them even during school holidays. A collaboration entered into with community members and well-wishers alike has made it easy for the MP to collect money, food, and resources to make the project a success. This undertaking recognizes and appreciates the place and impact of marketing in such endeavour. Consequently, the author of this essay strives to discuss marketing fundamentals that are evident and key to the success of MP Harris’ project initiative.
1.2. [bookmark: _Toc503337351]Processes and Stages of Marketing 
Marketing is a concept used to describe all of the activities individuals and organizations design to identify, anticipate, and mutually satisfy the needs of all the target parties involved in the exchange (Bharti, Agrawal, and Sharma, 2015:578). The main aim of marketing, therefore, is to raise awareness concerning particular initiative so as to convince the target audience into taking actions that are desired by the marketer (van den Driest and Weed, 2014:56). In the case of ‘Feed a Child’ program, marketing suffices as the best tool for raising awareness concerning the food dilemma children face when schools are closed  thus appealing to their core to support the initiative by chipping in to contribute to the course. Also, in addition to increasing awareness, marketing contributes to such a course by outlining the milestones that are being achieved so far and projecting how far the intended union can go (Kotler and Armstrong 2013). All marketing efforts follow defined the direction for the unified purpose to be met. 
1.3. [bookmark: _Toc503337352]5- Step Strategic Marketing Process
The processes and stages of Strategic marketing include:
1. Identifying a Mission- before one embarks on launching a marketing initiative, it is imperative for them to first articulate the reason why the enterprise exists. Also, during this stage, one needs to determine how the enterprise is set to benefit the target. From these findings, a mission statement can then be forged outlining future anticipation(s), as well as the direction the organization intends to take in order to achieve the objectives set in the mission. For instance, ‘Feed a Child’ initiative has a specific mission, which is to provide children with food supplies during school holidays. Anticipation set herein thereby is to be able to provide children within the Swansea area with food during school holidays.
2. Situation Analysis- once a mission has been set, one ought to analyse the situation at hand. SWOT is one of the most commonly used business tool used to conduct situation analysis. This step helps managers understand the resources they have, their inherent strengths, existing opportunities, weaknesses, as well as, actual threats to their course. For instance, in the case of ‘Feed a Child,’ Situational Analysis using SWOT would enable stakeholders to understand their strengths in terms of resources, their opportunities in terms of prospects, and weaknesses and threats in the form of impediments that might prevent them from serving their mission.
3. Objectives- after the prevailing situation has been assessed, the third step in the process of marketing is setting of marketing objectives. The set objectives ought to be SMART and need to be expressed in terms of quantitative targets such as sales, revenues, profits, or market share.
4. Developing a Market Strategy- with the objectives set, a marketer is now ready to embark on real marketing task. However, strategic marketing necessitates development of a strategy. A strategy in this context refers a specific set of plans to be implemented in order to achieve the desired goal(s). Strategy development involves identifying a select target market and planning which implementation tactics when employed could effectively serve the purpose. For instance, this stage for ‘Feed a Child program’ would entail identifying who when appealed to could respond positively to the call and which best alternatives can be used to effectively pass the message across.
5. Evaluation- the last step suffices during and after the implementation of the marketing strategy.  During this process, one specifies how they intend to implement the set tactics and keeps on monitoring them to measure their impact on their course. Among the things to be evaluated here entail marketing mixes to be adopted and marketing approaches to be used.     
An evaluation concerning marketing mix to be used and its effectiveness is quite important as the findings from such an undertaking provide knowledge regarding where and how adjustments ought to be made. The marketing mix is a significant tool that determines whether the developed strategy is right and the tactics employed are adequate to serve the set purpose. Four elements of the marketing mix make it quite important in marketing strategy and include (Armstrong, Kotler, Harker, and Brennan, 2015; Rani, 2014:56-60):
1. Product- product serves as the central element in any marketing strategy. Product in this context denotes any item that is to be marketed. How one package their product does not only determine whether the marketing strategy selected is successful but also impacts on the image of their brand. Citing ‘Feed a Child’ project, the product herein is the idea of feeding a child. The success of such an initiative is, therefore, depended on how the idea is packaged and sold to the identified target market.
2. Place-another aspect that plays a rather important role in the marketing of one’s brand is placement. One needs to place their product where their customer segment is for them to sell it. For the project ‘Feed a Child’ if MP Harris was to effectively sell the idea, she would then need to target individuals who care for children welfare or appears to care for children welfare. Such prospects might be found in churches and other charity organisations that focus on children and the disadvantaged.
3. Pricing- pricing is another important element that helps advance the course of a marketing strategy. Similarly to the other elements, one cannot be successful at their marketing if they fail in their pricing policy. In the context of ‘Feed a Child’ pricing entails equally important as asking individuals to donate too much money might discourage them altogether from being a party to the course. Also pricing it too low might result in fewer contributions thus making it difficult for the project to sustain itself.
4. Promotion- the last important element of marketing mix lies in how one promotes their item. Even with a great product and a smart pricing strategy, one still needs to deliberate on how to reach their target market. Successful promotion will guarantee highest sales. When deciding how to promote the idea ‘Feed a Child,’ one might consider announcing in religious places creating advertisements to be aired during times when families are together.   
1.4. [bookmark: _Toc503337353]The Role of Marketing in Creating Value for Customers
Customers buy value and not product (Kumar and Reinartz, 2016:36). Marketing is therefore in place to create value for customers (Kumar and Reinartz, 2016:38). The big question, therefore, is in regards to how marketing creates value for customers. This section, therefore, strives to evaluate the role of marketing in creating value for customers. To better understand how marketing creates value for customers, it is only apposite that one considers what makes something valuable to others. For instance, one would question what can make someone prefer an iPhone over Samsung or Lexus over BMW. Also, in order to understand how marketing impacts on value, one ought to consider how one might perceive of a commodity’s worth if they have never used it before. In line with this logic, Jaakkola and Alexander (2014:249) assert that it is the benefit of the product or service that determines its value. For some, value might be a feeling of safety (Jaakkola and Alexander, 2014:249). Others might be looking for an association with prestige, whereas for others value might be aesthetic (Jaakkola and Alexander, 2014:252). Consequently, it is important for a marketer to understand why customers buy items for them to understand how marketing plays a role in creating value for customers.
Marketing, however, should not be confused with advertisement. A classic example posed by Shultz (2014:12) to differentiate the two cites of a business card. According to Shultz (2014), a business card is typically a form of advertising, but deciding whom to give the card defines marketing. Suffice to note, adverting is always a part of marketing but marketing does not always include advertising. It is through marketing that marketers determine their target market (Kotler and Armstrong, 2013). Marketing research, therefore, helps one decide if there is the need for their product (Babin and Zikmund, 2015:12). Marketing research also provides one with sufficient information to help them understand that which people need (Armstrong, Kotler, Harker, and Brennan, 2015). With the information from marketing research, an organisation is able to develop products that offer a solution to existing problems. Additionally, the information from marketing research reveals to individuals what best methods to use to promote their product (Armstrong, Kotler, Harker, and Brennan, 2015:19). The role of marketing in creating value is therefore premised on Jaworski, (2017) assertions. Jaworski (2017:4) opines that marketing supplies organisations with the knowledge regarding customers’ needs and therefore enable them to develop products specifically designed to cater for those needs thus creating value for customers. Citing an example from the program ‘Feed a Child,’ it was through marketing that it was discovered that children lack food during holidays and a program specifically designed to solve this problem developed thus creating value to children.
1.5. [bookmark: _Toc503337354]Stakeholder Engagement and their Impact on the Marketing Activities of an Organisation 
Stakeholder engagement entails involving people who are poised to be affected by the decisions made by an organisation. These same people can, therefore, influence the implementation of the decisions being made by an organisation. When consulted, stakeholders can either support or oppose the decisions that an organisation purposes to implement. Stakeholders, therefore, include employees, customers, rivals, and the community in which an organisation operates.
Sierra‐García,Zorio‐Grima, and García‐Benau (2015) underline that stakeholder engagement plays a rather important role in influencing organisations how they go about corporate social responsibility (CSR) and therefore generally contributes towards achieving the triple bottom line. Often, organisations engage their stakeholders, mostly in dialogues, when in need of social and environmental related information that directly matters to their performance (Henisz, Dorobantu, and Nartey, 2014:1729). With the information, they harness from such engagements, corporate then devise a plan to implement so as to boost their overall performance. 
An underlying principle of stakeholder engagement is premised on the fact that stakeholders carry most of the answers needed by organisations to make sound decisions (Aakhus and Bzdak, 2015:189). Also, stakeholders can be engaged in a situation where an important decision is about to be made, and there is need to influence them to agree with the decision. Rules of engagement when it comes stakeholders’ engagement are that (Aakhus and Bzdak, 2015:188-200):
1. Stakeholders need to have a say in decisions whose actions could directly or indirectly affect their lives or essential to the environment they are habitat to.
2. Stakeholders’ willingness to participate should be supported by the promise that their input will contribute towards the final decision.
3. Stakeholders’ need to participate should involve participants’ willingness to partake in the designing of rules of engagement.
One of the benefits of engaging stakeholders is that it offers businesses and organisations an opportunity to further align their business practices with societal needs and expectations. Consequently, stakeholder engagement helps drive long-term sustainability and shareholder value (Henisz, Dorobantu, and Nartey, 2014:1732). When it comes to marketing, stakeholders can be engaged to deliberate on social and environmental issues that are key to achieving success (Barrett, Oborn, and Orlikowski, 2016). Stakeholders input is therefore highly regarded and considered quite influencing when it comes to making decisions that contribute to increase brand awareness. Typical information sought from such an undertaking entails personal preferences, opinions and a recommendation concerning certain marketing attributes (Hoffmann and Lutz, 2015). Output from that engagement further helps redefine the approaches that organisations intend to take thus boosting their prospects for success.
2.0. [bookmark: _Toc503337355]TASK 1B
2.1. [bookmark: _Toc503337356]A Reflection of the Tactical Communication Tools used to Generate Awareness and Interest in the Project
As was highlighted earlier, marketing mix plays a rather important role in influencing the success of a marketing campaign. After a keen deliberation on the scope to be achieved and through evaluation concerning the role of marketing in creating value for customers, a number of tactical communication tools were selected. As was the mandate of the advertising officer, his core function was to ensure that advertising was done in an effective manner so as to market the idea to stakeholders. Additionally, he was to oversee the process of stakeholder engagement thus bringing them to speed concerning the milestones that were being made, as well as, to seek their input regarding a number of issues key to the success of the project.
Among the tactical communication tools, the officer settled for to generate awareness and interest in the project include social media, leaflets, and letters to the community. Also, the officer made very good use of the blog posts especially when it came to updating stakeholders concerning progress that was being made. The decision to settle for social media was reached after a keen deliberation, and all evidence pointed towards the success of the tool. Firstly, a majority of the individuals that were being target were proficient with popular social media sites such as Facebook and Twitter. Therefore, Facebook was mostly used to inform the community of the progress that was being made, as well as, to keep motivating well-wishers to continue contributing to the course. Pictures were taken showing MP Harris participating actively in the course, other snaps showing how a number of well-wishers including Asda, Tesco, and Warburton, among others were chipping in to see to it that the project was a success. Another social media tool that was used in increasing awareness was the blog post, which was first used to introduce the project to the community and later on used to update them of the progress made regarding the same. Letters were also used in scenarios that called for personal communication. For instance, letters would be sent to individuals and organisations inviting them to fundraise and later on a thank you letter would be sent to them expressing gratitude to them for agreeing to be party to the course. Finally, leaflets were also printed highlighting what the project was set to achieve, as well as, the milestones that were being achieved. 
Before deciding which tactical communication tools to use to advance the course, all the four essential elements of marketing mix were considered firstly, the product; the idea of feeding a child was considered in length and packaged in a manner that guaranteed success. Subsequently, placement was done, and the target market was identified and means to reach them hand-picked. In order to ensure that the people were contributing to the course, pricing was done right so as to encourage people to keep contributing. Finally, the idea was marketed to them using the tactical communication tools that have been highlighted herein. The project was indeed a success judging from the response made by the community, as well as, the milestone being recorded. Ultimately, MP Harris was able to Feed Children in Swansea East Area even when the children were on holiday. The project would however not have been a success had marketing not been undertaken. It is at this juncture that I concur with marketing scholars such as Kotler and Armstrong (2013) and Menon, Bharadwaj, Adidam, and Edison (2015) regarding the effectiveness of a marketing campaign for any course whatsoever.      
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