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Summary of the critical analysis and evaluation of the marketing elements of the Unity LGBT project


Introduction
 
Marketing is involved in every aspect of a business’s everyday functions and ultimately deals with aiming to satisfying the customers’ needs and wants. To generalize the term marketing, it would be described as the process by which businesses generate value for it customers and shape solid customer relationships to gain value from its customers in return (Philip Kotler, 2010). Over the past number of months, whilst working closely with the charity organization Unity LGBT center whose mission is to work carefully with the LGBT community and asylum seekers in Swansea and around the country, it is vital to remember that non-profitable organizations such as this one will have various different marketing concepts and objectives to that of a for profit organizations as charity organizations such as unity LGBT are usually smaller in size, have different objectives, budgets and availability of funds (Sanders, 2010). Whilst working with Unity LGBT and developing our own project in correspondence to raise awareness for the organization, as a team we have had to identify the suitable marketing tools, the impact that the role of marketing will have on the organizations stakeholders and using appropriate strategic tools to encouraging new interest to the organization and its cause. 

Main Body

Process and the Marketing Mix

Effective marketing strategies are crucial to the success of any organization. Whilst given the task to work with Unity LGBT and raise awareness for the organization it was important to ensure that the team had a marketing plan in motion to with steps to follow to meet the overall objectives. However, before a marketing plan was to be implemented the team was tasked to come to a consensus on the objectives of the project. As a team, we worked together to identify that the overall objective and desired outcome of the project was to raise awareness for the unity LGBT center and their cause for the LGBT community, it is important to have objectives to work towards as so that all members of the team know what they are working towards and to maintain the pace in the team by also reminding members in the group that there is a timeline and deadlines to be met (Young, 2013) where for example when the team put on a LGBT fundraising event in the student union it was key that deadlines for advertising and communicating with the target audience was met before the event took place in order for people to be aware of the event. Once this objective was agreed upon as a group we were able to mold together a marketing plan on how we would get from point A to B to achieve our anticipated outcome. Due to working in a team, it is particularly important that everyone is working towards the same objective and a high degree of organizational skills are required to push all members of the group in the same direction towards the objectives. Marketing planning can be described as a Systematic method of predicting the upcoming business environment and then deciding on the most suitable goals, aims and positions for best taking advantage of that environment” (Frances Brassington, 2006). It is critical to have a marketing plan to follow as it helps with the dynamics and focus of the business and as a team it has allowed to understand goals and what we need to do to achieve them, having a written marketing plan also helps as it ‘captures thinking on paper’ and if members of the team become misled with the pace, timelines or objectives there is always a hard copy to refer to for guidance (Mazzara, 2003). Within the team, we all have individual roles and share the workload where for example one member of the group would have managed designing and handing out leaflets for the LGBT event where another member will oversee the designing of the Unity LGBT blog and managing engagement and promotion. Everyone has their own role to work towards the overall objective and it is down to the team leader to supervise the members to ensure that each member is working towards the same goal. 

Throughout the project, the team have followed the steps and adapted a SMART objectives checklist. SMART objectives act as a guide to the extension of quantifiable goals (Human recources Wayne Leads, n.d.)  and that each objective should be Specific where regarding the unity LGBT project it is more likely to be successful if specific objectives are set for instance raising awareness for the charity as the overall goal and a timeline for the events relating to the unity LGBT center where time frames must be met. The objectives must also be Measurable where for example the group set a goal to hold the fundraising event for unity LGBT center before Christmas break and we met that goal by holding the event on the 8th of December so as a group we successfully met that goal, correspondingly to this objective we had to ensure that the event was achievable and that we had enough resources to meet the requirements to hold the event where as a group we had to consider both the macro and micro environment. Regarding the micro environment we had to consider the customers we were attempting to attract to the event which were students of both the straight and LGBT orientation, so it was decisive to hold the event on a date before Christmas as many of our customers would have been returning home for the holidays and leaving the campuses (Smart objectives, n.d.).

To further this, we had to ensure that our objectives were also realistic where as for example as a group we had no budget to be spent on hiring a venue for the event, so we had to do extensive research and speak to several individuals to find an appropriate venue with no cost which was the universities student union. The final smart objective is the timescale and as mentioned previously the event was to be held before the Christmas period. With this deadline, we were able to then disperse smaller task deadlines to be met before the event was to be held such as leaflets being distributed at least 14 days before the event and a Facebook event page with all the details of the LGBT event which all had their own deadlines to be completed in advance of the event. Having a timescale in place allowed the group to manage the progress throughout the project and discouraged members of the group from postponing task completion due to the deadlines. However, it was also important to take into consideration that not too much time was given to complete tasks as it would run the risk of affecting overall project performance (Haughey, n.d.).

Throughout the process of the unity LGBT project, there were key portions of the marketing mix that as a group we focused on to promote awareness of the unity LGBT center and the services they offer and engage with the charity and cause. As a team our main focus was promotion a fragment of the marketing mix that desirably overlaps in other categories of the 4 p’s, this theory is supported by (Schultz and Robinson 1982) who note that sales promotion frequently acts as a ‘bridge’ between various elements in the marketing mix (Walter van Waterschoot, 1992). As our project is based around a charity not for profit organization, our objectives for promotion was not to increase sales but to increase awareness of the company and the services that they provide to the LGBT community and asylum seekers. Also, with the Unity LGBT center being a niche organization, promotion is crucial to raise awareness and encourage people to use their services or donate who may not have been aware previously of the charity. To connect with our target audience as a group we used various communication channels to promote the charity, social media was the key platform for promotion as social media platforms are so influential today and has changed the way individuals and companies communicate with their consumers where a study by Cone (2008) states that 93% of social media users believe that companies should actively have a social media presence (MICHAELIDOU, 2011). 
Facebook and Instagram were key platforms to connect with the projects target audience to raise awareness and promote the unity LGBT blog and fundraising event. Place was also a crucial part of the 4ps that needed to be considered in the process of our project particularly when holding the unity LGBT event. Place in the marketing mix plays a central role as It is all about the way the consumer accesses and connects with the product. Companies should determine the best place to the promote the product to increase the chances of success and reach ( Importance And Role Of Marketing Mix Marketing Essay. [online]., 2015). The focal point was accessibility for the event and due to our budget and gravitating towards a younger target audience the unity LGBT event was held in the student union in the town hill campus.  

Role of Marketing and making value for customers

The role of marketing is important in creating value for consumers especially a charity organization such as the unity LGBT center as many of their projects and services are funded by donations so values are critical, they help tell an exceptional story, involve and connect with people and encourage them to be part of a movement. Having extensive values is what helps stimulate loyalty and continuing donations (Bois, 2017). It is important that the unity LGBT center gets across their values to their regular and potential donators, this is where as mentioned previously social media has a vast impact on communicating with the consumers. The unity LGBT center notes the standards that the company holds on both their website and Facebook page making their values accessible to anyone who requires to see them. The unity LGBT centers values consist around respect and kindness and that everyone in the LGBT community deserves it. These values tie in with the Hedonic value, the type of value that is linked with the senses, feelings and emotions of the consumers (Fabio Musso, 2014). To describe hedonic values is that they are the values acknowledged and provided completely from the authentic involvement and feelings associated with consumption, where this can be linked to the unity LGBT charity where donators and consumers feel a sense of gratification when they donate or help at events as they feel that they have been involved in good moral activities.

Stakeholder engagement and their impact

In relation to this, charity organizations just like the unity LGBT center have to take into account their stakeholders and how they can pose an impact on the marketing activities of the unity LGBT center and the project we have been working on closely with the charity. Running a charity organization will have numerous stakeholders to consider the main focus should be on the beneficiaries especially if you’re a non-for-profit organization, the beneficiaries are the parties that use or receive the goods and services distributed by the company and in this case the LGBT community and the homeless are and ought to be the top priority for the unity LGBT center (Stakeholders of a Typical Non Profit Organization). Arguably the second most important stakeholder to a non-for-profit organization and can have one of the biggest impacts are the donors and funding sources who are most interested in the organization meeting their objectives. It is crucial for the unity LGBT center to keep their donors engaged and interested with their cause and kept up to date with the success of their services, events and projects that they regularly run such as their ‘only girls allowed nights’ (Fritz, 2017). Due to the nature of the company it is of great importance to ensure that the center is keeping their stakeholders satisfied and constantly building relationships as their company is based around the help and support of their employees, volunteers, community and donors. 

Overall, throughout the process of the project with the unity LGBT center as a group we have used numerous communication channels and tools to boost awareness and interest in our project and the unity LGBT center. As touched upon previously social media has played a vast role throughout our project and acted as the main source of getting information across to our target audience. Setting up a blog was one of the channels we decide to raise awareness for the unity LGBT center as blog websites are very engaging and increasingly popular with the younger audiences. Blogging is a useful and strategic marketing tool for any natured business as it increases your online footprint and keeps your social media presence flowing (Wainwright, 2017). Blogging has been a beneficial communication tool and have been able to regularly monitor our engagement with the unity LGBT blog and measure the success so far. In regards to the statistics of the blog the last monitored engagement by the group was on the 27th of November 2017 to the middle of December and the blog was at a respectable seventy-nine website views and seventy-three visitors to the website its self. To add to this further as to why blogging has been an effective communication tool in our project and increasing awareness for the unity LGBT center is that blogging allowed us as a group to deepen the connection with our target audience on a more informal level, by linking directly just by clicking on the blog site, the target audience is able to get to know the charity and cause that we are encouraging people to get involved and educate them from the comfort of their houses and are able to reach a wider audience base online socially than we would be able to physically. 

In regards to physical communication with the targeted audience, as a group we held an LGBT event at the student union to meet people and talk about the struggles that the LGBT community face over a drink. The event was also held with the purpose of providing a space for people to seek advice and friendships they may not have had previously and to find people that relate to what they may be experiencing. Holding an event like this allowed the group to connect with our targeted audience on a much more personal level and we were able to educate them on the services that the unity LGBT center provides such as their drop-in services and counselling sessions. Holding a charity even such as this has proven to be a valuable marketing strategy as it encourages people who attended the event to spread the word to their peers about their experience and the cause and name of the charity gets spread through word of mouth, generating even further awareness. With all elements throughout the process considered and with the suitable marketing tools used, as a group we have successfully generated a wider understanding and knowledge of the unity LGBT center and what they have to offer the LGBT community. 
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