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Liam Jeffreys 
Marketing fundamentals analysis and evaluation

Marketing regarded as an essence in todays business industry and without a doubt a core aspect in all business success. Most businesses today rely on marketing to steer them into a successful and profitable organisation. There are several elements and philosophies which conjoin to make marketing what it is today, and each detail involved has its own role and impact to add. Marketing as one of many definitions below set by Kotler and Armstrong. 
[bookmark: _Hlk503553574]“A social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others.” (Kotler and Armstrong, 2010)
People around the globe often to seem to assume marketing is simply selling and advertising a product. They believe that the traditional form of marketing is what’s most popular today. However, with how attention to detail has grown and comparing the traditional to todays contemporary marketing, it’s normal for business to see marketing as a chance to satisfying company need rather than making sales. This transformation has led to organisations today taking the marketing mix and the processes involved in marketing, to keep up-to-date with ever change trends and demands. In addition, monitoring markets closely and being able to identify trends and gaps which will intrigue consumers in the target market to take immediate interest. The marketing mix would be analysed through the marketing framework. 
A marketing framework constructing of 7 elements called the marketing mix. Traditionally, marketing mix consisted of 4 key areas of which businesses take into account in depth and act upon them with great sensitivity. Product, Price, Place and Promotion were the four factors considered also known as the ‘4P’s’.
“Applying a simple marketing framework is vital. It enables you to plan your activities in advance, find out what works, then use them again when and where they are most effective.” (CIM, 2015) 
With organisations realising that this was essential for any organisation to prove successful, each consideration was analysed and evaluated closely. Each of the P’s represent different aspects to ensure the product is what consumers want or need. Firstly, product is looked at individually as businesses must ensure that what produce has a space in the market. Whether a product is tangible or intangible, a business should always undertake research on exactly what consumers want and need. By doing so through having a system present and using of the internet as a source to find out feedback which will give businesses the opportunity to improve. By keeping a realistic view of what customers want and monitoring whether a customer need will change. Ensuring that businesses are kept up with ever changing demand of wants of products, they are able to adapt and show progression within their products. Improving and differentiating a product will gain competitive advantage and push growth in sales and can give the opportunity to increase prices. 
Price another fundamental aspect that’s taken very seriously in the core of business marketing framework today. It can determine the amount of sales and profit the business can potentially make. If considered carefully, a business can maximise sales and growth as in turn a price of a product or service can entice a customer to purchase. 


“A product is only worth what customers are prepared to pay for it.” (CIM, 2015) 
When analysing what price to put on the product or service, its important to ensure that businesses do not only look to sell a product to their highest price without losing customers, but also stay competitive to its rivals. Customers relate price to quality, which means they will position you in the market place by just looking at the price. 
Place and promotion are also a part of the traditional marketing mix. Where place focusses on where the product is available and how may that product get to that place whether it may be distributed or held as inventory. When a company sells on the internet, by analysing place as part of the marketing mix a company has to come to the realisation that there are many factors affecting the standard of selling online. 
“Customer surveys show that delivery performance is one of the most important criteria when choosing a supplier.”(CIM, 2015)
Delivery would be significant to the stages of meeting customer needs as they would look at which company has the most efficient and reliable delivery, whether they may be using an export agent or initiating delivery by themselves. Shopping on the internet and mobile phones has grown vastly in recent years, which will push companies to optimise their websites to enable customers to access and purchase over their phones. Other ways such as reaching out to retailers and wholesalers, even advertising product in shop window is a part of place in marketing mix. 
“Promotion is the way a company communicates what it does and what it can offer customers”  (CIM, 2009) 
Through a high level of promotion, a business can interact with customers on a psychological level, receiving a customer’s attention through consistently promoting their product or service. Gaining a customer’s attention successfully will allow a business to persuade them why their product should be chosen above others in their field. Promotion is an opportunity to tell customers what benefits will arise for buying a certain product/ service. Promotion can be looked at within great depth as it features its own promotional mix that is known as ‘integrated marketing communications’. Its vital for business to retain the same approach to marketing by sending out the same messages keeping the synergy approach to maintain that professional look. 
There are three other aspect to the extended marketing mix; People, Process and Physical evidence. By adding further considerations to the marketing mix meant that there was more attention towards the servicing side of marketing which is why process and physical evidence was introduced. 
When businesses look at people as part of the mix, they intend to broaden product knowledge and look to present well across their business. Whether it may be instore or online, staff are expected to have a great attitude and good work ethic to make good impressions. For employees that carry out work online, its equally important that they address themselves in the same manner as others doing the same role. Process on the other hand focusses on the process in which customers go through and think about before they go through with a purchase. 
“Many customers no longer simply buy a product or service - they invest in an entire experience that starts from the moment they discover your company and lasts through to purchase and beyond.”(CIM, 2015) 
For a business to look at what specific aspects to look at to make the whole purchasing experience easier, it can range from the actual purchasing and the advertisements itself. For example, businesses that have an online purchasing platform may look to make enhance the final payment process. They may have features in which it takes 1 click to go from viewing products straight to where card details are asked for and reviewing of the purchase can be done making it quicker and less hassles for the customer. It can be overlooked to be a competitive advantage to their rivals due to it being a faster and problem free process. Finally, physical evidence has become an equally important part to the marketing mix. This part, takes particular attention on the environment in which the product or service is carried. Businesses today ensure that there is a strong relation between the product/ service and the type of environment it sells them in. The type of environment chosen has to help compliment what they have to sell to lower the uncertainty that many customers might have. For example, Hollister stores tend to be very clean and is considered as a stylish store to shop in. However, each room feature very few dimmed lights which make inside the store darker that your average shop. As a part of a customers shopping experience, this could either work well as they may find it differentiates from other shops or they could see at it as being negative. Complaints could be filed again Hollister for having restricted view due to these lights as customers could end in a confusion to what colour the clothing is. If either of these were the outcome, it would be beneficial for example Hollister to welcome feedback and possibly make changes if needed. 
It is most vital that business do the best in their ability to create value for customers, and that can be done through the inclusion of the marketing mix in their marketing strategy as well other important points that must be looked at in depth. When decided upon a market to target, it would be difficult to do so considering the different markets there are on offer and it would be unworthy to target every market when a product or service is suited to one. Therefore, market segmentation is used.  
“The process of dividing a market into distinct groups of buyers who have different needs, characteristics, or behaviours, and who might require separate products or marketing programs is called market segmentation”(Kotler and Armstrong, 2009) 
Market segmentation is used to divide markets into smaller submarkets, doing this allows businesses to target that market as they can differentiate customers due to their needs, characteristics and behaviours. A target market is then formed as they are able to see which customers have similar needs and wants. 
Differentiation and positioning is extremely vital to gain a space in the target market that nobody else has yet secured. The positioning of a product is where the product is placed psychologically with the consumer in comparison to their competitors in regards to the product attributes. Bearing this in mind, business will see this as an opportunity to capitalise on. They will naturally look for a competitive advantage by offering customer value, they would do this by either lowering prices or provide more benefits that compliment the higher prices. 
“Body Shop made its name championing ethical consumerism and opposing animal testing and went on to make a fortune of £130m for Mrs Roddick and her husband Gordon.” (Guardian, 2006) 
In the source above is an example of a company called Body shop which specialises in cosmetics and skin care. By producing products that have not be tested on animals and that are made from natural resources, they have found a gap to differentiate them from other competitors in the same field. By useful and successful marketing, consumers see this as an ethical up bring and will be happy to pay that higher price. Not only has this resulted in higher profits but has also increased sales nationally. Body shop would have been through all stages of firstly identifying a market, secondly identify market segments, then selected target market segments, then looked to established competitors position, at that point they were ready to establish own position.
B)
In course of working with an organisation as a part of our project as a group, I have come to recognise that there are several communication tools to be of great use in order to communicate with the public. Through out the project we have been looking at the best tools to use to generate as much awareness and interest as possible for our chosen organisation. The message in which we hoped to convey through the blogs was entirely focussed and orientated through the sustainable and green ethnicity of Down to earth. I believe we did this well and by using a blogging platform proved to be well suited to the type of communication we hoped to present. 
“Todays typical internet users spend 47 per cent of their time online looking at online content- watching video, reading the news, or getting the low down with friends and celebrities on my space and facebook” (Kotler, 2009) 
We collectively as a group shared the link to the blogs across two different social media such as Facebook and twitter. Our blogs received hundreds of views across the blogs which is why blogging is recognised communication tool today. 
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