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According to American Marketing Association (2013) “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large”. 
Marketing comes in two forms: traditional and contemporary. 
Traditional marketing is a rather broad category that includes many forms of promoting and marketing. It's the most identifiable type of marketing, surrounding the advertisements that we see and hear every day. Most traditional marketing strategies fall under one of four classes: print, broadcast, direct mail, and telephone.
On the other hand, Contemporary Marketing concerns theories that stress the rank of customer orientation versus the traditional market orientation. They are strategies that offer greater support for their client base with a product range that varies depending on what the target market wants, rather than what the company wants them to have.
Marketing process involves ways that value can be created for the customers to satisfy their needs, it is a series of actions and reactions between the customers and the organisations. The situation, in the marketing process, is analysed to identify opportunities, the strategy is formulated for a value proposition, tactical decisions are taken, the plan is implemented, and results are monitored.
These are the steps involved in the marketing process: situation analysis, marketing strategy, marketing mix decisions and implementation & Control.
The strategy section of a marketing plan describes the market position an organisation hopes to attain given the present economic climate and competition. The implementation section, instead, shapes the actual steps the business will take to achieve the strategy. Both are equally important, a string strategy with bad implementation won’t help the business achieve its goals. Controls are crucial to being successful in a business. Controls founded on the invention of the marketing plan provide benchmarks to evaluate how good the plan achieve its goals.	Comment by Grammarly: Deleted:duri	Comment by Grammarly: Deleted:g
Situational Analysis is something that defines the internal and external factors of a company, and it also identifies the capabilities, customers and the business environment as well as the impact they may have on that organisation. It can also identify and distinguish strengths, weaknesses, and threats of the business.
There are two kinds of external marketing environments; micro and macro. Both are beyond the control of marketers, but they still influence the decisions made. It is usual for a business to undertake a PEST analysis to determine external influences that may affect them.
What is PEST analysis? It is a model used by organisations to understand the external environment in which they operate, PEST stands for Political, Economical, Sociological and Technological. 
Micro and macro environments have a significant impact on the success of marketing campaigns. Considering these factors will improve the success of an organisation’s marketing campaign and the reputation of the brand in the long term.
When starting up, the organisation should understand strengths and weaknesses in the target market. Strengths and weaknesses are internal factors whilst opportunities and threats are external factors. 
A SWOT analysis helps a business focus on key issues. 
SWOT analysis, stands for strengths, weaknesses, opportunities, and threats and was first used by Albert Humphrey at Stanford University in California in the 1960s.  
After identifying the marketing opportunities, a strategic plan is developed to purse the identified occasions, it includes Segmentation and Target Marketing.
Then you have the marketing mix, which refers to the set of actions that an organisation uses to promote its product in the market, it is also the mix of essential elements of marketing to enhance satisfaction. According to CIM the marketing mix is “the combination of marketing inputs that affect customer motivation and behaviour.” The marketing mix is credited to Neil Borden in 1949, 4Ps E. Jerome McCarthy in 1960 and 7Ps Bernard Booms and Mary Bitner in 1981.
Marketing mix naturally changes the environmental factors such as technical, social, economic, political and competition. 
This mix has traditionally been seen to consist of the four Ps of marketing: Price, Product, Promotion, and Place.  However, nowadays, the marketing mix includes three additional elements which are: People, Physical evidence, and Process management.  The four Ps are considered ‘hard' elements of the mix and the three Ps the ‘softer' elements.	Comment by Grammarly: Deleted:y
First, you have the product, which can be tangible good or intangible service that satisfies a need or want of the customers. A product can be any of the following things: a material product, an intangible service, a location or an idea. 
Once an organisation has a concrete understanding of the product offering is ascertained, they can start making pricing decisions. Price will influence profit margins, supply, demand, and marketing strategy. Sadly, there are factors that can affect pricing decisions we can divide them into two groups: Internal factors and External factors. Internal factors are product differentiation, marketing mix, cost of the product and objectives of the firm. External factors, instead, are demands, economic conditions, government, and suppliers.
When you have a product and a price, the next thing you will have to do is to sell it, and for selling a product you will have to promote it. Promotion includes elements like advertising, public relations, social media marketing, email marketing and many more. Finally, you have the place, the last P in the marketing mix. It is significant to evaluate what the ideal locations are to covert potential clients into actual clients. 
Marketers can try to modify the marketing mix. The firm can decrease price to attract new users and other competitor’s’ consumers. For example, it can launch a better advertising campaign or use string sales promotions. Companies can also enter larger market channels, using mass merchandisers, as Dell Computers did when it forged telephone selling of personal computers. Conclusively, companies can also improve sales by offering new or improved services to buyers. Good service is key to keep customers satisfied. 

Their factors that can affect the marketing mix, it can be the consumer's and competitor’s behavior.
Consumer’s behavior is determined by their motivation, buying power, living habits, buying habits.  Technical and socio-economic development of the society also brings changes to the consumer’s behavior. On the contrary, size, and strength of the competitors, the number of competitors and products choices offered to the customers are major factors affecting the marketing mix. 
Government control and regulates the production and pricing of products, advertising, and sales promotion, which affects rapidly the mix. The reason why the management should consider the governed laws and policies while formulating the marketing mix.  One factor that really influenced the whole Britain was Brexit. Tesco, Sainsbury and other big companies continued to shrink the size of their products in a process that has become known as ‘shrinkflation’, which means prices remain the same and portion sizes get smaller. Cadbury’s Freddo bars and Haribo also became more expensive, Toblerone changed its chocolate shape because of Brexit. 
Finally, the marketing plan is implemented, and the results of marketing effort are monitored to adjust the marketing mix according to the market changes.

According to the Harvard Business School professor Theodore Levitt, the purpose of all business is to “find and keep customers.” Marketing produces value by inventing the relations between people and products, customers and companies. Before you can invent anything of value, first you must recognize a want or need that you can address. Next, you work to convince these customers by delivering a product or service that addresses these needs. Everyone must feel they benefit from the exchange, so the customer should feel happy about the product received and the company/organisation that is selling the product/service. 
It also needs to recollect customers by creating new opportunities to win customer loyalty and business.  Organisations need to take into consideration that what the customer pays it is not only price, cash but also non-price terms such as time, effort, energy, and inconvenience. A customer pays also for the service and the value of it. Values are what someone or a firm stands for Honesty, morals, ethics, sustainability, integrity, trust.  
Service can be divided into two categories: Core service, which is a benefit that a customer gets from the service. And Augmented services, which are additional offerings that differentiate the firm.
According to Bulitvisible (2016), customer value is the satisfaction the customer experiences or expects to experience, by taking a given action relative to the cost of that action. 
In every buying decision, a consumer asks the same question: 'is what I am going to receive worth what I have to give up getting it?' The gain the consumer receives for the benefit is weighed against the cost the consumer must pay to obtain the benefit. The value the individual consumer places on a product or service becomes the customer value for that offering. According to Business Dictionary “value is the extent to which a good or service is perceived by its customer to meet his or her needs or wants, measured by customer's willingness to pay for it”. 
It commonly depends more on the customer's perception of the worth of the product than on its intrinsic value. Value changes during the use of a product and is perceived during the purchase intent, the shopping, the actual purchase or buying and the use.  Creating customer value increases customer satisfaction and the customer experience. A good customer experience will create value for a customer. Creating customer value, better benefits versus price, increases loyalty, market share, price, reduces errors and increases efficiency. Higher market share and better efficiency lead to higher profits. Customer value is the dissimilarity between the values the consumer gets from possessing and using a product and the costs of gaining the product. For example, FedEx customers gain many beneﬁts. The most obvious is fast and reliable package delivery.  Using FedEx usually makes both the package sender and the receiver feel more important. When deciding whether to send a package via FedEx, customers will weigh these and other values against the money, effort, and psychic costs of using the service. Moreover, they will compare the value of using FedEx against the value of using other shippers and select the one that gives them the greatest delivered value. 
Everyone wants good value for what they are spending money on. Customers like to compare before spending. It is not about the price always, sometimes it can be the quality that the customer is after and the service. The service should be always delivered in pristine condition since this will affect a company/organisation's reputation. For example, Lush Cosmetics has been delivering excellent customer service, and favourable help which in exchange has rewarded the company with the title “Best British Brand for Customer Service”.
This has seen a notable raise in the market, people started to purchase lush cosmetics because of its service provided and he good title earned.

Finally, this section will be focused on stakeholder engagement and their impact on the marketing activities of an organisation.  There are several definitions for it but the following sounds more appealing: “Stakeholder: any individual, group or organisation that can affect, be affected by, or perceive itself to be affected by, an initiative (program, project, activity, risk)”, source: PRINCE2TM: Glossary of Terms (2009). What exactly is stakeholder engagement? Is the repetition of interacting with, and affecting project stakeholders to the overall benefit of the project and its supporters! The popular completion of a project frequently depends on how the stakeholders view it. Their necessities, expectations, views, and concerns will influence the project, shape what accomplishment looks like, and impact the outcomes that can be achieved. Successful stakeholder engagement is, therefore, a vital requirement for professional project management. Companies have always engaged with stakeholders in one way or another. Historically, engagement managed to be more reactive or focused on risk alleviation.  As the corporate social responsibility movement has grown, companies have become practical under the assumption that stakeholder engagement can improve the sustainability and productivity of the organisation. 
By collaborating with stakeholders, companies can pool resources to achieve a common goal.  Greater transparency and stakeholder engagement can be an attractive draw for capital, particularly from impact investors. Sincere attempts at engagement can improve relations between a company and its stakeholders. This can disperse existing conflicts and make it easier to solve potential problems. Working with stakeholders can lead to a more secure operating environment and divulge significant information that is vital for company decision-making. Engaging with stakeholders can help a company to identify new business opportunities and market segments and better internal engagement can identify areas in which the company can become more efficient. Ysgol Crug Glas is a school that provides education to disabled children in Swansea, and their stakeholders are the council, the parents, students, staff, local community members and other local schools. Stakeholder-engagement strategies are considered central to successful school improvement by many individuals and organisations that work with public schools. When the members of an organisation or community feel that their ideas and views are being heard, and when they are given the occasion to participate validly in an arranging or upgrading process, they will feel more endowed in the work and in the accomplishment of its goals, which will consequently increase the likelihood of success.
Different tactical communication tools have been used to generate awareness and interest in the Ysgol Crug Glas Tuck-shop project. To promote and let people know what this project is the group have used dissimilar methods, one of the tools used was blogging, which was a fun way to keep in touch and engage with the public and an exemplary way to tell people more about the school and project itself. Blogging for a cause can bring awareness to an organisation or issue. Blogging also helps improving writing and communication skills and as mentioned before it is a way to connect with people as well as with other bloggers, volunteers, and community members. Sharing images and posts via social networks, such as Facebook and Twitter, about the project raised more recognition, more people seemed interested. Social media is a powerful way to reach prospects and clients, great marketing on social media can bring notable success. The tuck-shop itself was a success, raised a significant amount of money at the business campus. People stopped to have a chat with the kids and staff to gain more knowledge regarding the school and the project.  Another successful way to raise awareness for the kids and the school was the sponsored walk, which did not only raise money, but people had the opportunity to know more about the school when they offered to help. Overall these tools used helped build awareness for the school which was the main aim of the project.  
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