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This essay will outline what marketing is and all the different factors within marketing, Marketing is the process of showing customers why they are to choose your product or service over your competitors. “The management process responsible for identifying, anticipating and satisfying customer requirements profitably” CIM (2015). 
Many people think marketing is about advertising, but that is not the case. It is a key process that ensures a company’s products and services can meet or exceed consumer’s desires. “Marketing is the fuel that powers your brand awareness campaigns and that ultimately leads to sales” BBE (2017). The marketing process is the main source to the company’s performance, because it focuses on the most important aspects of the market. “It is about understanding the competitive marketplace and ensuring you can keep up with key trends. Every product we buy and choice we make in our consumer society has been shaped by the forces of marketing” CIM (2015). For a business to succeed, the product or service it provides must be known to consumers because without marketing, potential buyers may not be aware of your product or service. Marketing is also a good tool for building a good company reputation, it boosts sales and gives you healthy competition. The two main forms of marketing are traditional and contemporary marketing; traditional involves making sale, display of products in nearby shopping centres and television, magazine and direct-mail ads. Whereas contemporary involves satisfying customer needs, websites, mobile phone apps, blogs and online videos and reaching customers directly, personally and interactively.  
The concept of marketing has changed over time and continues to change to the present day. Marketing has evolved through classical stages as well as contemporary stages. White (2016), for example in the 1930’s companies were production orientated. They made products a certain way with no variety and that is what they sold to consumers whereas in the 1960’s companies were consumer orientated as they designed their products to a target audience. However, since 2010 the evolution of marketing has developed even more, since then businesses have designed their products and services to what they believe and want other consumers to view their business the same way. “The marketing concept is the strategy that firms implement to satisfy customer’s needs, increase sales, maximize profit and beat the competition” iEduNote (n.d.) The five marketing concepts are production, product, selling, marketing and societal marketing concept.
The production concept puts priority on meeting production schedules with the assumption that customers are only interested in price and availability. Businesses that operate this way risk of being too focused and forget customers’ needs and wants. Product concept has the assumption that the customer will buy the product if it is a ‘good’ product and concentrates on increasing the quality of the product, 
doing this is a risk because the company will not focus on design, package and price. The selling concept is mostly used with unsought goods and focuses on sales rather than relationships with customers. Aim is to sell what the company makes rather than what consumers want. The marketing concept is more customer centred, market sensing and responding. It takes an outside-in perspective and focuses on customer needs and creating lasting relationships based on customer value and satisfaction and delivering better ‘value’ than your competitors. Lastly, societal marketing is based on the principle of societal welfare. “It emphasizes that an organization must make strategic marketing decisions keeping in mind the consumer wants, the organizational needs and most important the long-term interests of the society” Management Study Guide (n.d.). 
Marketing planning assists with the development of products and services in the business that meet the needs of your target market. “A Systematic process of forecasting the future business environment and then deciding on the most appropriate goals, objectives and positions for best exploiting that environment” Brassington & Pettit (2006). Developing a marketing plan desires research, time and commitment and is a process that can largely contribute to your company’s success. A marketing strategy is a business' overall plan for getting across to people and turning them into consumers. All marketing strategy and objectives should be linked to corporate goals and mission. A mission statement defines what a business is and why it exists. “A statement of the organisations purpose – what it wants to accomplish in the larger environment. A clear mission statement act as an “invisible hand” that guides people in the organisation” Kotler (2010). It determines the company's direction and to remind customers why the company exists and what makes the company successful. The mission statement is often too broad to measure success parts of the organisation or to help with the identification of specific goals, corporate objectives are generated from the mission and functional objectives are generated from corporate objectives. Evaluating a company’s strengths, weaknesses and issues that impact the overall success of the business is extremely important. SWOT analysis identifies and evaluates a company's strengths, weaknesses, market opportunities and potential threats and is highly useful for developing your company goals.  
There are two types of external marketing environments; micro and macro. These environments’ factors influence the decisions made when making a marketing strategy. The suppliers, the reseller, the customers, the competition and the public are the microenvironment factors. The macro environment factors are demographic forces, economic factors, natural/physical forces, technological factors, political and legal forces and social and cultural forces. “Micro and macro environments have a significant impact on the success of marketing campaigns, and therefore the factors of these environments should be considered in-depth during the decision-making process of a strategic marketer”. Oxford College of Marketing (n.d.). For example, the main factors considered by Unity are social and cultural as they are the factors that influence Unity’s marketing strategy the most. This is due to Unity being a socially driven charity who’s focusing on inclusion and acceptance in the community. Also Sony have responded to political factors, an example of this is the change in the minimum wage law. As product costs also change, this may result in Sony facing losses. 
Consumers play a very important role in driving the sales of a business as they are the ones that affect the profit of the business. Consumer behaviour is the study of consumers and how they choose, use, and dispose of products and services. Different factors influence consumer behaviour, cultural, social, personal and psychological. Cultural factors are a very complex belief of human which includes the human society and their roles, behaviour and traditions. Sub-culture is a group of people who share the same values. The behaviour of a consumer is also influenced by their families and family members, not just their motivations and personalities. Social factors are important as it is important to know what social class is being targeted. Personal factors also influence the consumer behaviour. “A consumer need not just be an individual; a consumer can also be an organisation. A consumer is someone who will buy goods or services” eduCBA (2016).
“The marketing mix is . . . The set of controllable tactical marketing tools – product, price, place, and promotion – that the firm blends to produce the response it wants in the target market”. Kotler and Armstrong (2010). The marketing mix is about putting your product in the right place, at the right time and at the right price. The marketing mix is also called the 4Ps and the 7Ps. The 4Ps are price, place, product and promotion. The 7Ps adds process, people and physical evidence. In terms of price the company’s goal is to reduce costs through improving manufacturing and the value of its benefits of its products and services to the customer. Place is also known as distribution, it is the process through which goods and services are moved from the manufacturer to the user or consumer. A product is the physical item that we buy or sell, for example a television. Methods are used to improve and differentiate the product to increase sales or target sales more effectively to gain competitive advantage for example, new additions, packaging, technology etc. 
Promotion strategies are to make consumers aware of the product/service. “Promotion includes all of the activities marketers undertake to inform consumers about their products and to encourage potential customers to buy these products”. Solomon et al (2009). There are many promotional elements that are used such as sales, advertising, sales promotion, public relations, direct marketing, online and communications. There are many examples of physical evidence, including buildings, equipment, signs and logos, brochures, websites, and business cards. People are the most important element of any service and aspects of the customer experience are altered to meet the individual needs of the consumer. Lastly, the process looks at how people consume our products/service and what processes they have to go through to achieve the product/service. For example, Pepsi’s way of assisting with the price element of the marketing mix is by expanding their use of recyclable plastic bottles. This brings their cost down and is eco-friendly.
There are two aspects to customer value; desired value and perceived value. Desired value refers to what customers desire in a product or service. Perceived value is the benefits that a customer believes they have received from a product after purchasing. Value has many different meanings, however most people consider value as ‘the regard that something is held to deserve; the importance, worth, or usefulness of something’.  Creating Customer Value increases customer satisfaction and their experience. 
Creating Customer Value also increases loyalty and price and reduces errors and increases efficiency. To create value, you need to understand what a Customer perceives as value. You must understand how the consumer views your competitor’s product.  
Making the consumer feel valued is also an important factor during the process of purchase because it’s a part of their customer experience. For example, consumers spend more when shopping in Waitrose as the products are more expensive and perceived as higher quality products. Whereas consumers will spend less in a store such as Lidl because their products are perceived as a standard/lower quality. Waitrose is a strong example of a store that creates customer value as many benefits come from shopping with them. For example, whilst shopping in store customers get a free hot drink, a free food magazine and discount off many products. 
Understanding the impact of these stakeholders on business is important. A stakeholder is “Any group or individual who can affect or is affected by the achievement of an organisations purpose” Freeman (1984). There are two types of stakeholder groups, primary and secondary. Primary stakeholders are those who have a direct interest in a company whereas secondary stakeholders are those who have an indirect interest. Stakeholder analysis involves making lists of all stakeholder groups and ‘mapping’ them based on their size and the importance/impact of communication with each group. For example, Unity’s stakeholders are the lgbt community in Swansea and surrounding areas. Their impact on Unity’s organisation is very important as they are the target market and influence Unity’s marketing activities. There are both internal and external stakeholder within a company. An example of an internal stakeholder is an employee; employees are employed and paid by the business where as an external stakeholder is not. An example of an external stakeholder is a competitor; competitors are not part of the company but have an impact in the business. 
In order to increase efficiency within an organisation it has become fundamental for businesses to change along with the changing times. One of the areas where change has been fundamental is in communication. Having a central portal where everyone can access all the information, communications, and documents in one place. The most common communication tools are; social intranet, blogs/vlogs and discussion forums. However, there are both advantages and disadvantages to these communication tools. They are efficient because it is easy to distribute your message to a large number of people in the click of a button, but can endure potential costs and if the message is not lucid it can be misunderstood.
[bookmark: _GoBack]My group did our projects based on Unity LGBT and we used some of these communication tools to advertise our project. We set up our own blog to raise awareness for the LGBT community however this did not turn out as successful as we thought it would. This was unsuccessful because we hadn’t set up a blog before and found the research for lgbt blogs quite difficult. If I were to create my own blog in the future I would do thorough research on my chosen topic and make it more informal. I also used social media to share with the community Unity’s social media pages and website to raise awareness. My group also held an event which we called ‘Mix & Mingle’ to gather the lgbt community and allow them to meet, share experiences, seek advice and build relationships. I strongly felt this was achieved at the event. Social media is an important communication tool because it is a powerful way for companies of all sizes to reach customers. To advertise my event, I also used flyers to spread awareness. I placed the flyers in my university campus, in the reception area, the lift and the canteen area. I placed them in these areas as I felt these were the most common visited places in the campus. I felt this method of communication worked well as because of its location and the way the flyers were designed. 
To improve this method, I would place flyers weeks prior to the event to give people an earlier awareness to attend. I think overall more preparation was needed for my project in relation to marketing. I conclude this because I felt people didn’t have enough notice of the event to attend or plan for it. To maximise efficiency of communications, it needs to be tailored to meet the target audience’s needs. Overall to improve my communication strategy I will tailor it to meet the audience’s wants and need to achieve effectiveness and customer satisfaction. In conclusion I think following the AIDA model would have ensured successful marketing for our project. AIDA stands for awareness, interest, desire and action. First you attract the attention of the consumer, then raise their interest by demonstrating advantages and benefits, the next stage is to convince consumers that they desire the product or service and it will satisfy their needs and lastly to lead customers towards action and purchase the product or service.
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