	We live in an era in which technology is developing rapidly, and every next generation attaches increasing importance to possess the latest, greatest gadgets. There has never been a moment in our history when a person would say that he has everything and does not need anything more. People are trying to modernize. To meet the needs of clients, an important, and can even be called the main pillar of any company is Marketing. Marketing is a very wide concept and it is difficult to define it clearly. In the past, people bought what was available. There was no competition, one product could dominate the entire market. In time, however, international brands from all over Europe entered the market, with no particular resistance, fighting to dominate the upper, middle and lower shelves. People had a greater choice of products, and so their requirements were also growing. The companies had more problems to give these people better products than the competition. The times when the customer fought for the product ended, but began the time, in which the product fought for the client. At this point, we begin to talk about marketing. American economist and honorary professor Philip Kotler together with professor Gary Armstrong said: "if the marketer understands the needs of consumers; develops products that provide higher value for consumers; and prices, distributes and promotes them effectively, these products sell easily". The definition proposed by the American Marketing Association is: "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.". The basic marketing principle is the orientation towards buyers. Its implementation is based on the separation and description of groups of buyers, the selection of those to which we will direct the marketing offer and activities to occupy the optimal place in their consciousness. 
What is the planning of marketing? What is a marketing mix and what is the role of marketing in creating value for the customer? I will try to answer these questions later in my essay.	The marketing strategy tells us how the company intends to achieve its marketing goals. Presents the views of the company's managers on the use of existing skills and resources on the market. The basis for building this strategy is marketing planning. M. McDonald considers the process of strategic marketing planning to consist of four basic phases of the procedure: setting goals, reviewing the situation, formulating strategies, and allocating resources and monitoring. The marketing planning function answers the following questions: where we are now? Where would we like to be? How do we get there? Are we on course? The company must constantly analyze in which position it is located, set missions, determine if previous decisions were effective and what would happen if it did not make any changes in the product. The company must focus on providing the most tailored product to customer requirements. The company must set goals that will be successful and check progress on a regular basis. A frequent problem faced by the company is the fact that it is impossible to produce such a product that would meet all the requirements of customers at the same time. The age difference, trends, method of use, price and many other factors make up the company's decisions and how to produce to reach the largest possible number of recipients. We can mention the stories of the famous black Ford T, which was created in 1908. Up to 15 million copies of this model were sold. And although it was not the most perfect car or the most technologically advanced in those years, its success was growing. What was the reason? Henry Ford wanted to give a car that would suit the average american family. The reason for his success was the constant striving for perfection. Initially, the production of one copy of the T model took about 12 hours. At the end of production time was reduced to 90 minutes. Thanks to the increase in efficiency, we managed to reduce the price of this car from $1000 to just 300, so it did not lose interested buyers. Henry Ford together with the T model introduced the interchangeability of parts that until now were impossible. Thus, it can be concluded that thanks to Henry Ford's attitude to adjusting the product to the needs, requirements and possibilities of the client, it achieved the desired success. 
Once the company prepares a general marketing strategy, it can start planning the details of the marketing mix. The concept of "marketing mix" was first used by James W. Culliton in 1948. He referred to marketers working in the company as a mixer of ingredients. The most popular marketing mix concept is called 4P and it consists of 4 elements: Product, Price, Place and Promotion. The first and main element of the 4p concept is the product. It should be much more attractive than competitive products. The customer can be encouraged to buy by the appearance, quality, warranty. The next step is to determine the appropriate price of the product. Element Place is responsible for making the product easy to acquire. “However, even the best product is not enough, if no one knows about it.”. For the consumers to know about the product, it's Promotion. A good example of the use of the 4P strategy by the company is the latest trend in the automotive world, named the KIA Motors. The product is intended for medium and upper-class consumers. Kia Motors focuses on quality by building their brand. In addition, a 7-year warranty tempts a potential car user who for seven years does not have to worry about the huge repairs costs. The price of the car is decently low, which allows you to reach even poorer customers. Kia Motors has a network of around 4,000 dealers around the world that serve more than 170 countries. The product is easily available and popular. Strong advertising and marketing policy is also next plus of KIA Motors. Kia Motors sponsors various types of sports events. They reach customers through advertising, billboards, etc. The brand reputation they gain by promoting the design, quality and safety of their products at various car shows. Thanks to this, they gain recognition and trust of customers. Unfortunately, not everyone was so lucky. If a company makes one mistake in marketing, it can contribute to losses or in difficult cases, even bankruptcies. One of such examples is the popular company NOKIA. In the heyday, half of the phone market in the world belonged to this brand. Unfortunately, the company too strongly believed in its strength and put on the habits of customers. When the SYMBIAN system from traditional telephones was dominated by Android and IOS, and usually the screens were swapped for touch screens, the Nokia failed and the competition won the easy battle. 
The myth is that the quality of the product determines success. This view is correct only to a certain extent. "It is much more important how the quality perceives the customer. It is this subjective point of view that very often companies with objectively the best products are not market leaders. The client perceives the quality in terms of his own benefits - meeting his expectations, that is guaranteeing the appropriate quality of products, is an indispensable condition.”. It is also a myth that advertising creates needs. Advertising only strengthens existing needs. The good example is Tamagotchi toy, which conquered the hearts of millions of children. Products such as Tamagotchi are not created to trigger new needs. Most (if you can not talk about all the children) at least once dreamed of owning your pet. Not every parent, however, approves the idea of ​​owning an animal. Manufacturer Tamagotchi met these children's dreams at the same time not imposing parents have in the home unwanted roommate. He created a virtual pet, which the child could look after and irresponsibility or neglect could lead to illness or even death of this animal. Parent, for multiple asking to buy toys, consented to the purchase.
From the examples above, it can be deduced that "Customer Value Analysis can significantly improve the efficiency and effectiveness of the company's marketing activities." 
Some people still do not realize that it is the customer that is the basis for success, and establishing a relationship between the company and the customer guarantees its long-term success. If the customer is satisfied with our services or products, there is a high probability that in future, he will come back to make another purchase of the same brand and affect its promotions. And there we can say about “The duality of customer value: sustainable customer value for the company arises only if the service offered is a true value for the customer”. Thanks to the analysis of the client's value, it is possible to decide to which members of a social group the company wants to direct a given product or service in order to achieve the greatest possible profit. Various types of research confirm this relationship. When companies achieve higher customer value compared to the industry average, they also offer their clients the highest net benefit. 
	An important element of whose also may depend on profit of the company are stakeholders. The concept of stakeholders by R.E. Freeman refers to individuals or groups that can influence the organization's activities or are influenced by actions taken by the organization. This means that enterprises operating on the market are related to many different relations with other market participants. There are many types of stakeholder classification in the literature. R.E. Freeman identifies several types of stakeholders: internal, who are members of the organization and are required to participate in the implementation of the company's projects and directly participate in its success, and external stakeholders who are not members of the organization, and their impact on the company is more representative than direct. The extensive classification also speaks of substantial stakeholders (shareholders, owners), contract stakeholders (customers, suppliers), contextual stakeholders (they expect the company to demonstrate involvement in both ecological and social projects). It is important that all stakeholders create the value of the company to a greater or lesser extent. If a company starts to cooperate with specific stakeholders, it means that it wants to achieve greater profits than it would have achieved by working individually.
On the basis of all the examples in my essay, I can conclude, therefore, that marketing is not just an advertisement. However, does marketing really improve the quality of our lives? Yes and no. I have the impression that I am the last generation who had a real childhood. Instead of playing computer games, sit on social networks and write messages to friends, which is obvious nowadays, we played “hide and seek”, we would meet with friends to perpetuate our ties for a while. Today, we can have the information, for example, from Facebook, which led to the fact that even we know from there about important aspects of human life, such as engagement, wedding, travel, and even death. According to me, the technological advance works more negatively than positively on our civilizations. You are asked to enter a search phrase in Google, and the answer is shown without our efforts. The sense of reading books disappears, and instead of playing the ball in the open air, the youth plays a FIFA football game on a PlayStation or Xbox. People grow up on lazy, undervalued and stupefied by the technologies they can operate today. Some people believe that without a Facebook or phone they can not imagine life, which leads to a low self-worth, a lack of self-acceptance. Plus, of course, it is the speed of communication, easy access to information, in the comfort of use of the product, but would draw the boundaries so as not to fall into insanity, which is technology.
Marketing activities were also undertaken by UWTSD Students. They were involved in various types of projects, more or less charitable. One of the groups decided to collect funds for a charity, which was assumed to be the purchase of ultraviolet lamps. To this end, they decided to organize a series of campaigns that they promoted on their blog and on their Facebook page. They sold cakes and hot drinks, Christmas cards designed by children from Ysgol Crug Glas and organized a 10-kilometer march. In order to reach as many stakeholders as possible, they had to make people aware of how the huge impact on the development of disabled children from Ysgol Crug Glas has the ultraviolet light. Their determination made them achieve greater success than they planned. The students reached a wide group of people who supported their actions. And all thanks to good marketing planning. In order to share their success, both they and other groups of other projects will take part in the showcase, which will take place on January 18, 2018, at Unit 19. "Unit Nineteen magically transforms itself to make you feel at home, live music, exhibitions and workshops at Swansea City Center. We value the sustainability, wellbeing and future of Swansea.” It is an extremely and very well-known place for such events. For this purpose, a Facebook page was also created to promote the event, as well as customized posters and invitations to reach people who do not use Facebook. They were designed to be legible and at the same time to attract the reader's attention. Invitations were sent to a particular group of people and information about the event was shared. To make fans happy and encourage people to participate in such events in the future, there will be a band, food and a number of other attractions. The organization of mass events requires consideration of the needs and expectations of many groups of stakeholders who can directly or indirectly engage in its course. Each of them expects to get the best possible benefits for themselves, which translate into the final value of the event. That is why each of the groups prepared a list of necessary items to the organizers of the event, which will help them to best present their goals and achievements and encourage people to contribute in the future and cast their votes in future projects. An important thing in the whole organization of this event is the fact that everyone had their roles and work to do, but one common goal. Because marketing for success should involve not only the marketing department but all members participating in the project. The same applies to enterprises. Marketing must penetrate all the pillars of the organization, from the boss to the employees, to bring the expected results.
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