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Task 1A

Introduction

Feed a child is a campaign initiated by Carolyn Harris in the region of Swansea. The concept behind the campaign is to facilitate students with lunch during their school holidays, as educational entities located in Swansea are not able to provide lunch during holidays. In order to make the entire campaign successful, it is essential for Carolyn Harris and for their team to efficiently conduct marketing for their campaign, as it will enable them to create operative awareness of campaign amongst their targeted audience. As per the research of Hollensen (2015), marketing is referred as a process in which campaign or an organisation efficiently sell and promote their offered services and product in which various tools like advertising and research of market are taken into consideration. Effective marketing process can allow campaign Feed a Child can efficiently attain the involvement of many volunteers, financers and also can create awareness amongst the student community to avail the services offered by the campaign.
Process and Stages of Marketing

The research proposed by Armstrong et al. (2014) illustrated that marketing is a systematic process in which business or an individual tend to attain their targeted wants for which values are developed and exchanged with other entity. In order to conduct marketing process in an effective manner, it is vital for Carolyn Harris to follow the up to date and appropriate stages and process of marketing. According to the study of Kotler and Armstrong (2011), a model of marketing process known as five-step can efficiently allow the organisation to conduct the marketing process in an appropriate manner. The following figure tends to reflect the model of five-step:
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Figure 1 5 steps marketing process (Source: Kotler and Armstrong, 2011)
The initial four stages reflected in the above model tend to motivate Carolyn Harris and their team to develop value for their targeted audience, however, the final process in this model can enable the entire team of Feed a Child to attain the equity of consumers in form of loyalty. 
Considering the needs of consumers and the marketplace: in this very initial stage, Carolyn Harris needs to provide effective consideration on wants and needs of consumers, market, relationship with consumers, the value that can provide satisfaction to consumers and distinguishing product/ services offered to the targeted audience.
The customer-driven strategy should be formed: after having in-depth understanding related to the marketplace, it is vital for the leaders and participants of the campaign to contribute effectively in order to form a marketing strategy. Zeriti et al. (2014) reflected that in order to develop a market strategy, it is crucial for the company to identify the targeted market and also vital to distinguish the services/ product that can offer in order to reflect value proposition.
A plan for cohesive marketing: Tantalo and Priem (2016) demonstrated that it is vital for a corporation to develop a cohesive marketing plan in a manner that can efficiently complement the identified proposition of consumers value. In order to develop a productive cohesive marketing plan, Carolyn Harris and other stakeholders of the campaign can utilise the tool of the marketing mix. The study proposed by Hanssens and Pauwels (2016) reflected that price, place, promotion and product are the constituent of the marketing mix that can enable the business to make their offering accessible to the audience. 
Forming an operative relationship with consumers: in order to end the marketing process on the operative note. It is essential for the Carolyn Harris to efficiently develop a segment through which effective relationship between the campaign and the targeted audience can be formed. This particular objective can be attained by the campaign by utilising the mean of CRM (Customer Relationship Management). As Choudhury and Harrigan (2014) elaborated that CRM is indulged with activities related to data management that can efficiently make the targeted audience loyal towards the brand.
Marketing mix and marketing research are the important parts of the above-mentioned marketing process. It can allow Carolyn Harris to ensure that right audience has been targeted for the identified product or services.
Marketing Mix

According to the study of Huang and Sarigöllü (2014), marketing mix is comprised of controllable constituents that can efficiently enable the corporation to influence the response of consumers in a targeted manner. Following are the identified variables of the marketing mix:
· Product: it can be any product or service offered by the corporation.

· Price: it is referred to the exchangeable resource that corporation will attain in return of service or product.

· Promotion: mediums that can be utilised by business in order to market and endorse their offerings. 

· Place: can be referred country, city or specific places in the city were product or services will be available.
Following table tends to illustrate the marketing mix for the Feed a Child campaign initiated by the Carolyn Harris:
	Product
	Food for students

	Price
	Free of cost

	Promotion
	Advertising
	Celebrity Endorsement
	Blogs
	Social media marketing

	Place 
	Swansea


Table 1 Marketing mix for Feed a Child campaign (Source: Self-Created)
Market Research
Marketing research is amongst the crucial constituent of the marketing process, which reflects that it is vital for the Carolyn Harris to motivate volunteers to conduct marketing research in an effective manner. Patino, Pitta and Quinones (2012) stated that operative and effective marketing research can efficiently enable the business to complement the marketing mix. It will enable the entire campaign to efficiently attain appropriate information regarding the targeted consumers. The efficiency of the members of Feed a Child campaign in this particular segment can enable them to satisfy the needs of the targeted audience. 
Following image tends to illustrate the stages that Carolyn Harris and volunteers of Feed a Child campaign needs to follow in order to conduct operative market research:
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Figure 2 Constituents of Marketing research (Source: Mustak, Jaakkola and Halinen, 2013)
The research proposed by Mustak, Jaakkola and Halinen (2013) illustrated that market research has an ability to efficiently allow the corporation to distinguish factors that can anticipate the willingness of the audience to utilise the offering of the business. It is essential for Carolyn Harris to provide effective consideration on the social and economic trends, as it will allow the campaign of Feed a Child to consider the needs of a targeted audience that tends to change in a constant manner. 
As per the research of George, McGahan and Prabhu (2012), it can be concluded that marketing research tends to provide an opportunity to business to observe various diversified factors that can influence the buying behaviour and decision-making behaviour of the audience. It is essential for the campaign to provide effective consideration of the psychological factors, as it will allow them to observe the behaviour of the targeted audience while utilising the offerings of Feed a Child campaign.
Marketing Environment
It is also amongst the crucial stages that tend to effectively contributes towards the successful completion of the marketing process. As per the study of Li and Kannan (2014), marketing environment is comprised of various identified forces and factors that have potential to provide business with an opportunity of developing and maintaining operative relations between consumers and business. It has been identified in the above-context that relationship between consumers and organisation is essential to conduct effective marketing process. Following are the attributes that need to be taken into consideration by Carolyn Harris:
· Internal Environment: it is comprised of small factors that can be observed within the corporation having the ability to influence capability of the corporation to serve the targeted audience.
· External (Macro) Environment: it tends to reflect factors that have the ability to affect the entire industry of the particular segment.
· External (Micro) Environment: it is comprised of variables that tend to influence the business operations of the company. For an instance, suppliers, consumers, rivals and partners.
Role of Marketing in Creating Value for Customers
The research proposed by Martelo Landroguez, Barroso Castro and Cepeda-Carrión (2013) reflected that it is vital for the business to develop value for customers, as the audience only tend to utilise the service/ product of the corporation that tends to reflect the highest value of consumers. In order to make the campaign Feed a Child productive, it is vital for Carolyn Harris to efficiently utilise the mean of CRM (Customer Relationship Management). As it will allow the campaign to efficiently interact with the audience in a constant manner, from which their current and evolved need can be distinguished. Following are the steps derived from the marketing process that can enable Carolyn Harris to demonstrate the highest level of customer value:
Consideration of needs of consumers that can derive aspect of value:
In this process, the business tends to attain data related to the consumers from which their existing or transformed needs are observed. It can be further utilised by the business in order to derive aspect of value for consumers.
Understanding your identified value scheme:
In order to be effective in this process, it is vital for Carolyn Harris and the volunteers of the Feed a Child campaign to efficiently assess that what will be the exchangeable resource in the entire process and how the audience can utilise the offering of the campaign. Lindgreen et al. (2012) stated that value observed by consumers can be equal to the attained advantages of the services or product in which aspect of cost is not considered.
Developing executive value in order to be unique:

The needs of audience differ from each other due to which it is vital for the campaign to create an excessive amount of value that can satisfy every targeted individual and make them loyal towards the initiative taken by Carolyn Harris.
Utilisation of resources in order to develop value:
In this stage, a business can efficiently utilise the maximum assets and resources of the corporation in order to develop more value. For an instance, Nike in a timely manner tends to launch a product line that tends to satisfy the future needs of the consumers, which can be referred to the process of Nike for developing value.
Stakeholders Engagement and Their Impact on Marketing Process
According to the research of Concannon et al. (2014), stakeholder engagement can be denoted as a process in which business tends to involve concern individuals of the corporation in the process of decision making, as they have an ability to influence the implementation process of the unified decision. The research of Walker et al. (2015) illustrated that business, in order to improvise the aspects related to accountability and decision making, tends to involve identified stakeholders. As they have an ability to reflect existing environmental and social issues.
It is vital for the Carolyn Harris to efficiently attain the involvement of the identified stakeholders in the campaign, as it will efficiently ensure the productive nature of the marketing and other operations of the business. Following table tends to reflect the potential stakeholders of the Feed a Child campaign:

	Stakeholders of Feed a Child Campaign

	Internal
	External

	· Project Manager
· Financial Manager

· Clerical Assistant

· Advertising Officer

· Collection Officer

· Delivery Officer
	· Customers

· Suppliers

· Financers

· Government

· Advertising entities

· Endorser 


Table 2 Stakeholders of Campaign (Source: Self-Created)
Effective involvement of all the identified stakeholders of Feed a Child campaign mentioned in the above table is essential for the Carolyn Harris in order to develop a productive marketing plan. Each identified stakeholders are comprised of abilities to have a positive or negative impact on the marketing process. For an instance, the involvement of financial involvement is compulsory, as it is the responsibility of the financial manager to allocate resources to each segment of marketing in equal and required manner. If Carolyn Harris does not engage financial manager that the manager will have the ability to question the allocation of financial resources and can become a crucial resistant factor. Similarly, the involvement of clerical assistant is also vital while developing a marketing plan, as a clerical assistant has a job role to interact with people in a constant manner. This responsibility of the clerical assistant enables the company to identify current needs of the society due to which involvement of the clerical assistance in the formation of the marketing plan is vital.
Conclusion

Feed a Child is a campaign initiated by Carolyn Harris in the region of Swansea, however, in order to ensure the effective nature of the campaign a productive marketing plan is required. In order to form a productive marketing plan, it is vital for Carolyn Harris to utilise the 5 step model that is reflected in the above context. Importance of marketing mix, marketing research and marketing environment can be clinched from the literature, as it allows Carolyn Harris to consider every aspect that can prove to be beneficial in forming an operative plan of marketing. Finally, in order to conclude the marketing plan in an efficient manner, it is vital for Carolyn Harris to provide effective consideration on the aspect from which value of customers can be developed and the aspect that can enhance the involvement of stakeholders in the formation of the marketing plan.
Task 1B

Reflection on Tactical Communication Tools To Create Awareness of The Campaign
Stop Children Going Hungry, does this phrase require a platform to spread the awareness about this cause? My project revolved around to run a campaign of stop children going hungry in Swansea’s Eastside. I developed a plan for collecting food from the various parts of Swansea and focus on marketing elements that could help me in accomplishing the goal. While studying different essential heads of marketing, I found that communication tools are the key to spread the word and make people aware to support you. Traditional advertising, social media marketing, blogs, letters to the community and celebrity endorsements are some key tactical communication tools that can be taken into consideration in order to create awareness regarding the campaign Feed a Child in the targeted region of Swansea.

Advertising can prove to be effective in order to create awareness regarding the social campaign known as Feed a Child. As Kim and Lee (2015) stated that advertising is referred as an art of striking intelligence of human that can influence the behaviour of an individual towards particular segment. In this modern technological era, I have a belief that social media and blogging can be beneficial for the campaign, as it will enable Carolyn and other stakeholders to create awareness regarding the campaign in a cost-effective manner. As per the research of Moore et al. (2015), blogging can be referred to a platform in which healthy discussions and dialogues are exchanged in order to develop an opinion of the targeted audience.
Cost-effective nature of the blogging has enabled me to write two blogs namely “Facing hunger issues” and “The story of the mom and her children” that I have submitted on various social media platforms including Facebook, Twitter and Linkedin. These blogs were published in order to create awareness regarding the hunger issues, which can be observed all over the globe. In these blogs, I have also seek attention of government, private and non-private corporations, NGOs and public in order to divert their attention towards the arisen issue and take effective steps to mitigate the identified community threat. 
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