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This essay will include a critical analysis and evaluation of the marketing elements of my project. 
‘Marketing is the identification and anticipation of customers’ needs and the profitable satisfaction of those needs’ (Eric, 2012).
For every organisation to be successful and well known they would have to have a marketing plan. Within a marketing plan includes, product, price, place and promotion. This helps business’ know exactly who their target market is, their customer needs, wants and demands. The type of markets organisation’s will come across are consumers, business, not for profit organisations (such as charities), products, the government, public sector (which is the same as the government but is on a local scale) and global markets. 
Organisations have to make sure they meet customer value. Customers have a wide selection of products and services in the market, they may have the need and desire to get. However, there are many products in the market that are the same but are just made by a different company, having a different name and packaging. This means consumers have to choose which product or service they will want. For example, there are many travel agents that provide the same service but they are all at different prices and consumers will have to choose the one they would like to go with. It could be down to the travel agents they had gone within the past and if they had a good experience with the company they may go with them again. However, dissatisfied customers tend to switch to competitors (Kotler Philip, 2017). 
If organisations set their level of expectation high it could have an impact on the customer once they purchase their product or service as they may have thought it would have been better. However, if they set the levels low they could prevent consumers from buying the product or service. 
There are stages of marketing which organisations have to follow if they wish to be successful, including having a vision before the business creates a strategy. If a clear vision is developed then the organisation will always have the right strategy (Patrick, 2015). Organisations need to focus on their customer experience as they need to make their customers enjoy their time with them when shopping in their store. If the customer has had a good experience shopping or purchasing an item(s) then the business would have a good word of mouth. This would help towards marketing as it is free. However, if the consumer does not enjoy their experience, the word of mouth could may be bad and the business could lose a lot of potential as well as present customers (Patrick, 2015).
Another stage would be to create a business social media page. Due to technology and social media increasing organisations need to adapt with the ongoing changes. This means creating a website, social media page or a blog that the public would be able to access. This is another free way of marketing (Patrick, 2015).


It is very important for organisations to understand the customers’ needs, wants and demands. This is so businesses can succeed and create and sell the right products and services for their target market. The value of the product and service an organisation provides must be at a high standard to satisfy the consumer. If the product and service is at a high standard the organisation will build a strong relationship with the consumer and they will hopefully come back again and tell their friends and family about their experience, which would benefit the business a lot.
Not only do organisations have to have a good relationship with their customers but they also have to have a good relationship with their suppliers. Organisations need to have trustworthy suppliers so they know they can rely on their products to be made and delivered in time. However, organisations need to make sure that they pay their suppliers when they have been given their deliveries. For example, the UK’s popular supermarket delayed payments to suppliers just to improve their own financial position. This created a huge problem and Tesco lost a lot of trust with their suppliers and doesn’t give the supermarket a good look (Emma, 2016).
However, it has been proven on Channel 4 news that supermarkets bully some of their suppliers and don’t treat them the way they should be treated. This is all down to the amount of power supermarkets have. Suppliers would do anything to have their products up on the UK supermarket shelves because otherwise they would have no business at all. Knowing this, supermarkets have realised that they can get away with paying their suppliers incorrectly or less than they should. 
“Tesco’s internal investigation discovered that £263 million of their supplier revenue had been incorrectly booked as profit” (Siobhan, 2015).
This shows that suppliers have lost a lot of money. There is no legislation in place yet, however in the near future hopefully there will be a legislation so supermarkets stop getting away with it and treat their suppliers correctly.
Although Tesco mistreated their suppliers, they are still the UK’s most successful supermarket chain. The supermarket take in £1 for every £8 of their consumer spending in their British supermarket stores. Tesco sell food and non-food, such as clothing, petrol, CD’s and more. This means the store has mostly every essential product or service for a casual British consumer when they are doing their weekly shop and they wouldn’t need to shop anywhere else. Tesco have thoroughly thought about the needs of their customers and provide baskets, and small and big trollies for their customers to put their products in when shopping. This also helps consumers buy more products than they actually need (David, 2010).
Also, an organisation will have to create a mission statement and strategic objectives so the organisation can see how they are going to achieve their goals. Organisations wouldn’t exist if they did not want to achieve something, so the mission statement should state the purpose. Consumers should know what the organisation wants to achieve by just reading the mission statement (Kotler Philip, 2017).
For example, Google have a strong mission statement. “To organise the world’s information and make it universally accessible and useful.” Consumers would know exactly what organisation this mission statement is for and whether it was suitable or not (Chief, 2014).
Having a mission statement is helpful with the aims set but organisations have to also have a market plan and strategy to help the organisation meet their strategic objectives. Creating a SWOT analysis will make organisations aware of their strengths, weaknesses, opportunities and threats. This will help organisations see their results from the analysis on what they can do to improve (Kotler Philip, 2017).
Strengths include internal resources and capabilities and positive situational factors that help the organisation achieve their objectives. However, the weaknesses include negative situational factors and internal limitations that could have an impact on the organisation from being successful. The opportunities of the organisation are external factors an organisation could use to their advantage, whilst the threats are also external factors that could prevent an organisation from achieving the objectives (Kotler Philip, 2017).
For example, small independent stores will not benefit from being located next to a supermarket as supermarkets will be able to sell their products at a low price. Instead, they would have to locate themselves in a town where the local community would be able to purchase essential products instead of travelling to their local supermarket. 
Also, a market plan includes a lot more than a SWOT analysis as organisations need to look at what their goals are so they can focus just on them. For small organisations this would take a long time. However, large organisations would have the money to pay for management review, where they find the organisations main points quickly, which would help the organisations product or service being noticed in the industry quicker.
A main point in the marketing plan would be to look at the current marketing situation. This includes information on the current market, the organisations product or service performance (including sales, prices of competitors and gross margin of big products in the industry) and competition in the industry (Kotler Philip, 2017).
Once the plan has been complete, organisations would need to create an action plan. This controls what would be done, who would be doing it, when it will be done by and how much it would cost. To market a product or service it could cost a lot and organisations will not want to lose money so creating a budget will help the organisation know expected revenues costs. The budget also states how much materials cost, marketing operations and product scheduling (Kotler Philip, 2017). The last thing on the marketing plan is the controls, which show the progress and results of the plan and the organisation would be able to see products that are not meeting the goals they have set (Kotler Philip, 2017).
Organisations have to create a marketing strategy and marketing mix as well as a plan. The marketing mix includes 4 P’s including the product, promotion, price and place, however there are 7 overall which are also the process, physical evidence and people. According to Davies ‘a product is anything that is offered to the marketplace that can be satisfy a customer’s perceived need’. 
Within the marketing mix, organisations need to make sure they are giving consumers customer value. This means low prices, receiving products or services that are what they stated they would be and the item having good quality (Aparna, 2012). 
The product an organisation are selling needs to be improved to the highest standard to increase sales to achieve a competitive advantage. For example, Apple do this by bringing more products out such as the iPhone, iPad and iPod to keep their current and potential customers loyal. The packaging of a product could induce consumers to purchase the product. This usually happens with children and child magazines as they only want the toy inside. 
The price is the amount a customer will pay for the product. Organisations will look at their competitor’s price range and base their product around the same price. Usually there is a discount on a product too to try and get consumers to purchase the product. 
Also, the place is a part of marketing as organisations need to think about where their store will take place and how their products will get to the customer if they sell their products online. Organisations will need a store where lots of people (mainly their target market) walk past and there aren’t competitive stores nearby. Organisations must make sure they promote their store as well as their products because otherwise consumers will choose other stores over theirs, which could have a huge impact on their organisation. 
[image: http://www.myfreeproductsamples.com/wp-content/uploads/2015/11/461461.jpg]
Figure 2: A promotional offer.


Promotion is also very important. Organisations need to create strategies to make consumers aware of the product or service they sell to help increase sales. This can be done by advertising on social media which would be free and helpful because people can now share and like the post for it to come up on their friends or family’s wall. Also, companies do an offer on their products to get consumers to buy them. For example, supermarkets promote their products by putting offers on like buy 3 get 3rd free. However, consumers don’t need 3 products but they are enticed in the offer. 
The brand has to be promoted clearly for consumers to know what they company is selling and who they are. This can be done by personal selling by door to door, advertising on TV, public relations, direct mail and using special promotional messages.
However, there are factors that affect the marketing mix such as the market structure, target market and objectives not being suitable for the organisations strategy.
According to Freeman in 1984, “any group or individual who can affect or is affected by the achievement of an organisation’s objectives”. 
There are two types of stakeholder groups; primary and secondary. A primary stakeholder is a firm that does not exist without continuing their participation, such as shareholders, suppliers, customers, employees and contractors. A secondary stakeholder are people who influence or affect or are affected or influenced by the organisation, such as the media, trade unions, regulatory authorities and government agencies. 
Stakeholders are very important in organisations for marketing. When an organisation plans communications to achieve a set objective the organisation would have information about each stakeholder which could help target the public and choose the right communication and media to use.
Also, stakeholders have a good relationship with marketing. For example, customers, suppliers and stakeholders all have a long term view on an organisation. This is because, for the organisation to exist the suppliers have to supply the products to the organisation for the customers to purchase and the stakeholders have to engage with the organisation by staying interested. Suppliers will want to make money through organisations, so they will then keep producing products to supply to them. 
Employees will continue to work for the organisation if they are treated correctly and are paid a high wage. However, some employees don’t always work for a high wage as for the not-for-profit organisation Matthews House there is only one employee called Thom who left his full time, high paid job to work for the organisation and get paid less. This shows how this individual wanted to fulfil their mission; to give hope and hospitality to people who may be homeless, vulnerable, alcoholics or drug addicts (Thom, 2017).
The customers will want the organisation to sell quality products at affordable prices. Suppliers will want the business to continue to purchase their products and pay them when they said they would. The community the organisation is located in will want local people to be employed to bring money to the area (Business Studies, n.d.).
Pressure groups are also types of stakeholders who are interested in the way an organisation is acting towards their area of interest (Jim). If pressure groups find out that organisations aren’t doing what they said they would they will then inform the public by creating marches or take legal action against them. This could have a huge impact on the organisation. 

To conclude, the processes and stages of marketing help organisations to become successful. This includes the marketing mix of the 4P’s to help determine a product or service an organisation is offering. 
My team and I have used a lot of tactical communication tools to generate awareness for the not-for-profit an organisation called Matthews House. The target market of the organisation are homeless, vulnerable people who need hope in their lives. However, the organisation do rely on the public (mainly people who live in Swansea) as that is where Matthews House will get their donations from to help homeless people. 
As a group we were asked to spread awareness to make more people aware of the organisation and to raise money for the showers, which were £1,500 so we created a plan. Within the plan, we wanted to use integrated marketing as an approach to promote the organisation. This meant consumers would interact with Matthews House to help the organisation with a number of marketing strategies such as public relations, advertising, social media and more (Integrated Marketing Definitions, n.d.). From this, we shared the organisations Facebook page to spread awareness. 
They had all of their important information on their page already and all we had to do was make more people aware of the organisation. This was a free way of spreading awareness and worked effectively. As there are five people all together in the group and we did not know each other before university we each had a wide spread of people on each Facebook page to notice the organisation. This meant this would have come upon our family and friend’s news feeds. From doing this it was very successful as a lot of people became aware, liked and followed the page which meant their family and friends would be able to see it too. As well as sharing the Facebook page we created our own.
We also started a blog which consisted of who we are, what we were doing and why. Each team member contributed to the blog by continuing to post daily. This gave the readers an inside of what the team was doing. There were blogs stating how the team were going to and had bag pack in Swansea Tesco, put money boxes in different areas, do a sponsored walk and hold a bake sale. There is also information on how Matthews House began to give people background information on the organisation and information on the volunteers for Matthews House. However, thought it was important to tell people about the crime and death rates of homeless people as well as the life of a homeless woman. This is because it could make more people aware of what other people are going through and people may think differently. 
We also got into contact with Tesco who also supply Matthews House with food to pack bags for people. This helped to make people aware of their local organisation and raise money at the same time, which was very successful.
Overall, I think as a group we did extremely well to spread awareness and try and raise money for the organisation.
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