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Introduction
The goal of this essay is to evaluate the marketing elements of Bright art at Ysgol Crug Glas. In order to achieve, this the essay will include the marketing methods utilised as well as theories, the projects approach to value, examples relating to industry, stakeholder engagement within the organisation. I will conclude with a reflection referring to the tactical communication tools used to promote the project with focus given to the success of the tools and academic theories giving credence to the application of such tools. 
Processes of marketing
The Chartered Institute of Marketing (CIM) defines marketing as ‘the management process responsible for identifying, anticipating and satisfying customer requirements profitably’ (2015). Additionally, marketing is important for firms in terms of market research which can in turn maximise profits and keep loyal customers. Marketing can be put into two different categories? referred to as traditional and contemporary. Traditional marketing covers older methods of marketing such as radio, billboard and older technologies which seek to draw customers to a product regardless of cost which is widely considered as an outdated approach. The contemporary approach to marketing promotes the idea that marketing has developed into the digital medium with more subtlety making use of methods such as Pay-Per- Click Campaigns, Social media posts, Search engine optimisation and email marketing. Contemporary marketing is a whole different approach which seeks to be customer orientated and therefore it implements strategies that offer greater support to their client base with a product range that varies depending on the needs of the target market rather than the requests of the company (Siddiqui, 2016)Although there are numerous theories associated with both approaches to marketing, the most relevant views will be discussed.
Ansoff’s Matrix and Marketing Mix constitute dominant theories relevant to the traditional marketing approach. Ansoff’s Matrix presents a diagram that is split into four quadrants containing strategies in which a business can implement through their marketing strategies. These four categories are Market Penetration, Product Development, Market Development and Diversification. Market penetration involves increasing sales of an existing product and penetrating the market further by heavy promotion or reducing prices. This strategy has the lowest risk strategy as the firm knows both the product and the market. Product development consists of companies introducing new products to existing customer groups, for example Microsoft with their new Xbox X console which features various improvements over previous Xbox consoles such as 4k native (Martindale, 2017). Market development occurs when a firm sells existing products to new markets, for example when a relatively small restaurant expands and opens another restaurant in another area which can lead to that restaurant becoming a national chain. Thus, there are different ways to define a new market including different locations for sale or aiming products at different customer groups (Age, Background, Interests, Income). Diversification involves opening new products to new markets e.g. if a restaurant selling food to families suddenly decides it would like to sell clothes to retailers, this strategy is very high risk but vastly increases profit for a company (Ansoff, 1957). An example of the Matrix theory in action can be seen with Coca-Cola and its implementation of strategy methods. In terms of market penetration, Coca-Cola sell festive cans and bottles which leads to the same product being sold to the same market. In application of market development, the company sell diet coke and coke zero which is the same product to an expansive market. To satisfy product development, Coca-Cola sell vanilla and cherry flavoured coke which is a new product to the same market. Finally, the company sell various Coca-Cola merchandise from custom drinking glasses to T-shirts satisfying the Diversification strategy (Oakley, 2015).
Another theory associated with the traditional marketing approach is Marketing Mix. The marketing mix is comprised of the 7 ‘P’s’. Although there were traditionally 4 ‘P’s’: Product, Price, Place and Promotion, with the sophistication of marketing a fifth ‘P’ was added (People) with two further ‘P’s’ incorporated for the service industry (Process and Physical evidence). The marketing mix’s first four ‘P’s’ were first introduced by (McCarthy & Perreault, 2002). They described ‘Product’ as the offering of a firm with the goal being the total satisfaction of the customer which may refer to a total product offering with great service, a physical good with the right features, easily understandable instructions and convenient packaging. Place can be a reference to the place of the product which can boost sales as well as the effective storage, inventory and distribution of the product. This can be especially important as with improper placement of products customers may fail to acquire it and this problem can be further exacerbated through mishandling of distribution. Promotion is arguably one of the more important strategies of marketing and there are various factors involved. For instance, an essential part described as advertising and sales promotion which involving a basic plan for firms regardless of the target market. However, the approach may vary depending on target countries for instance, illiteracy can mean print ads would be useless, language barriers may also provide further issues as well as censorship from various governments. Sales promotion can also be affected by the amount of space in small retailers where room is scarce for end of aisle displays, in some developing nations distribution through mail maybe troublesome as the mailboxes can be routinely stolen from. Price however is the final hurdle in any marketing strategy and can make or break a product as pricing can heavily affect the number of sales of the firm and the amount of money it earns and from the perspective of a customer is what must be given to get the benefits of the marketing mix. The other three P’s are less obvious albeit just as important. People can refer to staff members as the exchange will commence between employees and the customer. It is extremely important they have the right attitude for repeat business with customers since they are the representative of your brand and by ensuring this you can sell your product through word of mouth from customers happy with your service and product which leads to greater customer satisfaction. Process refers to the actions of the customer from finding out about your company to the purchase and beyond?? This aspect refers to the process of delivering your product or service to the one’s delivering are crucial to the satisfaction of the customer and the customer will mostly be disinterested in the process of your business just that it works and gives the feel of an authentic supplier DOES NOT MAKE SENSE. The final P is Physical evidence and it refers to the quality of the product as customers can feel uncertain about their purchase so to ‘see’ their purchase can increase customers likelihood to buy. This can be achieved through having a clean and well decorated reception area or homepage as the physical evidence must also confirm customers assumptions of an organisation being more formal for formal organisation’s and more relaxed for less formal organisations. Each of these elements of the marketing mix together lead a company to success and are key to marketing strategies. (CIM, 2015)
Theories relevant to contemporary marketing can be seen with Co-creation and Shared Value. Co-creation can be expressed as the development of a customer-supplier relationship where customers may engage in dialog at each stage from design to delivery, this form of dialog should be seen as an interactive process for further learning ( (Ballantyne, 2004) Cited in (Payne, et al., 2008)) . Through this strategy a customer and supplier will be able to create value through customized, co-produced offerings which is helpful to firms in highlighting customers opinions and consequently improving the front-end process and identifying customers’ needs and wants ( (Lusch & Vargo, 2006) Cited (Payne, et al., 2008)). Shared value is a way of creating economic value for a firm in a way that also produces value for society by addressing its issues, where shared value reconnects company success with social progress and to do this firms can redefine productivity in the value chain and build supportive structures at firm locations (Porter & Kramer, 2011)For example Starbucks has the C.A.F.E initiative (Coffee and farmer equity) with the company evaluating that all coffee is up to company standards, assuring Economic accountability by making suppliers submit evidence of payments through the supply chain to see the amount Starbucks pays to the farmer, satisfying Social accountability by implementing measures to ensure safe, fair and humane working conditions and lastly assuring Environmental leadership with measures to manage waste, protect water quality, conserve resources, preserve habitats and reduce the use of agrochemicals along the supply chain (Starbucks, 2004). 
Both theories have many advantages and disadvantages but in general traditional marketing helps companies diversify their product portfolio whilst attracting customers to the product and not the brand whereas contemporary marketing looks to build a mutual relationship with customers therefore attracting them to the brand. It is accepted that both strategies can be used in tandem (Siddiqui, 2016). Another theory relevant to both methods and used to keep ahead of competitors is a SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis for assessing an organisation internally and externally by finding the strengths and weaknesses of the organisation itself and opportunities and threats outside the organisation to be dealt with to maximise profits. 
As mentioned in these various theories we can view different approaches to value for customers but what is value to begin with? Value can be commonly defined in business markets as the worth in monetary terms of the technical, economic, service and social benefits a customer company receives in exchange for the price it pays for a market offering. To elaborate, you express value in monetary terms like dollars per unit and the value a customer receives in exchange for what they pay. Furthermore, a market offering will have two distinct characteristics: its value and its price. Where the rise and fall of the price has no effect at all on value that the offering provides customers, but it does change the customers incentive in purchasing the offering (Anderson & Narus, 1998).To create superior customer, a firm must understand that their products will not appeal to all buyers in the market and therefore use segmentation and targeting instead of mass marketing. To explain further, segmentation consists of separating consumers into distinct categories based on needs, characteristics and behaviour which may require separate products or marketing mixes. The next step is targeting which is to measure the attractiveness of various segments and choose one or more to enter, further steps may then take place like positioning where a product is determined to be in a desirable place relative to competing products in the minds of consumers(Kotler, et al., 2005).
Concerning accountability, we can view the relationship between consumers and suppliers and how some business set various programs in place to support communities and the supply chain. We can describe this relationship between the stakeholders and the supplier since the definition of stakeholder is any party that has an interest in a supplier/company and either affect or be affected by the business’s activities. There are two types of stakeholders, first being the internal(primary) stakeholders and then external(secondary) stakeholders. Internal stakeholders have an interest from a direct relationship with a company for example investors, employees and customers however in modern theory the idea goes beyond to include stakeholders such as the community, government or trade association. External stakeholders are people who do not directly work with a company but are affected nonetheless for example suppliers, creditors and public groups (IAC Publishing, n.d.). We can see a lot of stakeholder influence involved in firms where employees who use industrial action against employers if they have a disagreement with work condition, pay or company policy or suppliers who can raise prices therefore affecting a firms’ profits and customers who have the option to continue purchasing from a firm or can decide to purchase elsewhere (BBC, 2014).This can affect marketing rapidly as approaches must be changed as customers values change.
Conclusion
To conclude the essay the goal of evaluating the project has been achieved in the reflection along with thorough research into the processes and stages of marketing with examples to further illustrate points. Value has been defined and I have illustrated how marketing can provide value through the strategy of segmentation and targeting. Lastly, through using examples we can see the influence of stakeholders on organisations and the impact they can have on marketing decisions. 
To reflect on the project and to conclude, the original goal of the essay was to refer to the marketing elements used and evaluate them and that then speak of the tactical communication used along with theories. By using the marketing mix you can get a clear picture of the project where the service was to purchase and install an Ultraviolet light with no set price giving the donator freedom to choose the amount. The place was University of Saint David and the internet where the service was also promoted through blog posts and Facebook as well as various event posters. To paint a better picture the other 3 P’s may also be used where the physical evidence is the posters and the school itself, the people are the project team and finally the process is to discover one of our online sites and donate online or to sign our donation posters and donate in person. By using the marketing mix we can see all the marketing elements combine to form an overall successful project though improvement can be implemented for instance with more avenues of purchase like a stall and minimum donations with various incentives to increase the volume of donations. There are also further elements such as the 3 M’s being men, money and minutes where the men of the project compromised the project team, the money was used to buy cakes to sell in the cake sale and for minutes which refers to time used and allocated with the blog having time efficiently used with multiple deadlines met (Smith & Taylor, 2004). As mentioned in the marketing mix, the tactical communication used were Facebook and a blog which carried the message of the project and had a major part in the success of the project. However, in analysis of these messages we must use the AIDA theory which is to get Attention, invite Interest, arouse Desire and obtain Action and a good communicator must use a theme that promotes the desired response for example the three appeals rational, emotional and moral (Kotler, et al., 2005).In terms of the project, this was done successfully since there is a consistent tone for the posts along with plentiful amounts of pictures to provide insight, using pictures and videos to invite interest, use an emotional but cheerful theme to grant desire and obtain actions with locations of events and a link to a donation page. The projects approach to value was to share the experience of the project with its donators in the hope that they donate any amount of money and in the case of the bake sale to offer home-baked goods for a small monetary value
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