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Assignment 2:  An Evaluation of Marketing Within Business. 

Introduction. 
A marketing evaluation is key role for a organisation, it helps to figure out their marketing needs and efforts and making sure it is paying off. It lets them see what is working and what is not and how can they improve in certain areas to maximise business goals.  An evaluation within a business is a systematic process of assessing the performance of effectiveness and efficiently work on various aspects of the organisation. It helps finds strengths, weaknesses, and area for improvement, leading to better decision making and overall growth. A evaluation focus on clear goal and better performance. 
[bookmark: _Int_XBdCRtI0][bookmark: _Int_gP4RmdOp]A marketing plays a significant role in a organisation by identifying customer needs, creating value, and building its help to connect with customers, understand their needs and create value. Marketing is essential for any business as it facilitates customer engagement and brands development, it is effective for advertising, focusing, and understanding and fulfilling customer needs and desire.
A good marketing directly affects sales and profits. A marketing role translates financial gains; it is also about customer relationships with consumers.by actively asking for and responding to feedback. Business can gain trust and loyalty by their performance. An effective marketing can boost promotion and profits widely. A social media influence can increase customer demand customer needs. In this era with the new generation platforms such as facebook, TikTok instagram twitter through the websites boosts marketing efficiently. Marketing is key role for a business. It acts like a bridge between customer and product. Different age people using a variety platform who are receiving tailored messages and adverts and channels it provides more information about how to market effectively to engage with customers deeply. Overall, a marketing evaluation can provide a key role for business.
Importance Of Evaluation Of Marketing:
Evaluation in marketing is providing and driving continuous improvement by turning data into actionable insights, Allowing the market to see what’s work, optimise budgets, It helps measure the success of campaigns, understand customer behaviour and optimise strategy for better results and its effectiveness for future improvement. It proves successful tactics and moves budget to channel delivering the best return ensuring efficiency.
1. The Role of Marketing Within Organisations:
[bookmark: _Int_2fVR6IeW][bookmark: _Int_ZoZFuxul]The role of marketing within organisations is like a bridge between company offerings and customer needs by identifying, anticipating and satisfying those needs profitably. It ensures the right product reaches the right audience at the right price and time, creating sustainable competitive advantage.
The key role is: 
Customer advocacy and market insights: Marketing acts as the customer’s representative, analysing market attractiveness, understanding needs, and informing to management strategies.
[bookmark: _Int_jD0x3ANV]Value Proposition Development: Creating the farms overall vision and articulating how it is delivered superior value to customers.
Demand Generation: creating and simulating demand, which boost sales and can lead to company economic growth.
Product and Service Development: Deciding what products to create their designs and customer needs
Internal Marketing: Using marketing strategies to motivate employees and build a shared vision.
Market Orientation: An organisation approach where all departments are involving marketing activities.
The Function of marketing a business:
[bookmark: _Int_h6P4JFnz]The function of marketing a business is to identify, anticipate and make sure customer safety needs profitably and building relationships. Involving activities like market research, product development, pricing, promotions advertising, selling, and managing customer information to drive sales and loyalty.
The Key Function of Marketing:
Market Research and Information Management: Gathering data on customer wants.
Product / Service Management: Designing, improving, and managing product or service to meet market needs and close gaps.
Promotions: Make awareness and interest through advertising on platforms such as social media and channels.
Selling: Through effective sales techniques and band messaging it is helping to make market valuable and profit.
Pricing: Setting prices that reflect value for customers while ensuring profitability.
Customer Relationship Management: Make loyalty and ensuring customer satisfaction to encourage repeat business.
An effective marketing strategies drive organisational goals by demand. Building brands loyalty provide focus, allowing business to connect with the right audience. communicate unique value and distribute budget wisely it helps to achieve to a business goal.
How it is work:
Alignment: Marketing goals brand awareness link to a business.
[bookmark: _Int_kxqvBy1O]Research: In depth market and customer research identified needs and opportunities.
[bookmark: _Int_WzutATXA]Targeting Positioning: The ideal customer is defined and the product positioning to solve their problem uniquely.
[bookmark: _Int_kAecTQOc]Resource Allocation: Budget and efforts are strategically assigned to campaigns with the highest potential ROI.
A good marketing strategy can help you formulate great marketing effectiveness which cut costs. A marketing strategy is a clear and comprehensive plan that outline how a company will achieve its marketing aims and business goal. Strategic marketing is method which an organisation differentiates itself from its competitors by focusing on its strengths to provide better service.
How Marketing Aligns with Other Businesses Functions:
[bookmark: _Int_tKWSBr9r]Marketing aligns with other business functions translating overall business goal like revenue growth into target customers strategies, working with sale for conversation and operation for smooth strategic journeys, ensuring messaging and share objectives for maximum impact and revenue generation.
How marketing connects with key departments:
With sales:
Share goals: Agree on common quality leads, closed deals.
Content: Marketing creates sales enablement material that helps sales close deals.
Budgeting: Marketing request and justified budget based on projects.
Performance: Track metrics like ROI and conversion rate to show monetary impact.
Customer Experience: Marketing promises with operational delivery for seamless customer journey.
Efficiency: Improving process reducing friction from lead to sale to deliver.
2. What a Macro Environmental Factor Effect Marketing Decisions:
[bookmark: _Int_XOT4Pzd4]A macro environmental exerts a significant influence on marketing decisions.
Shaping opportunities and posing challenges that organisations must get their goal smoothly. Factor such as economic conditions, technological advancement, political and legal.
Key factors- 
Economic Factors:  Such as inflation rate, unemployment level, and consumer confidence, directly affecting purchasing power and spending habits. It helps with product offerings pricing and levelling.
Technically Advancements: Markets must stay alert with modern technologies such as artificial intelligence, automation, and data analytics to enhance their marketing capabilities and deliver personalised customer experience.
Political and legal Regulation: It has set the boundaries within which marketing activities can operate. Marketers must follow law related to advertising, data privacy, and consumer protection.
Social Culture: It influences consumer values, belief, and lifestyle. Marketers must understand these trends to develop culturally resonate marketing that appeal to target audience.
How Macro Trend Influence Strategy:
Demographic: Shapes who you target and how speak to them, influence product design, and market segments.
Economic Factor: Inflation growth income. Dilated consumer spending power, prompting shift from premium to value during down turns on focus on luxury during booms.

Social Culture: Drive demand for ethical products, health consciousness, or new culture trends.
3.  Marketing in digital age:
Marketing digital age using social media platforms like Facebook Instagram twitter for better engagement with customers.its help to engage with audiences smoothly.
Key role of digital marketing:
Embracing Digital Channels: Shifting focus to online platforms like social media, email, and websites to reach a wider audience.
Personalisation: Using data analysis to tailor marketing message and offer to individuals customers performance.
Content Marketing: Creating valuable and engaging content to attract and keep customers.
Mobile Optimisation: Ensuring marketing efforts are customised for mobile devices, given the increasing use of smartphones.
Training and skill: Investing in training and development to equip marketing team with the necessary digital skill. 
Rise and Impact of Social Media as a Marketing Platform:
Transformers marketing from one way broadcast interactive, targeted, impacted business by boosting brand’s awareness, driving sales specially via video: influencer.
The Rise of Social Media Marketing:
Platform like my space and Facebook allowed basic brand pages, shifting focus and target specific audience. facebook business tools and twitter real time nature introduced user targeting and direct interaction. smartphone use platform like facebook TikTok instagram YouTube turn a social media primary activity captured consumer attention.
Key Impact on Marketing:
Business can now target demographics worldwide breaking geographical barriers and reaching potential customers anywhere. social media enable personal, two-way turning customer into co creators and brands advocates.
Influences Economy: Micro influences offer deep engaging format like short form video TikTok reels and live streams for educating plus entertaining.
Customer service:AI powered and chatbots and direct messaging provided instant support, changing satisfaction and loyalty.
How Digital Marketing Change Consumer Behaviour Brand and Communication, and Engagement Strategies:
Marketing change consumer behaviour by influencing feeling and desire through persuasive messaging and branding. It shapes brand communication by tailoring messages to resonate with specific audiences and its enchanted engagement strategies using by interactive content and personalised experiences to build stronger relationships with customers
Conclusion:
Marketing is advertising a product to improve business skill; marketing is fundamental it is having a strategic driver for organisational growth. It is not just a sale; it helps to engage with customers and target audiences widely. It acts to the voice of the customer internally and voice of the brand externally. Influencing everything from product development to customer loyalty. Marketing is a vital function for a any business. Marketing develops customer needs and satisfaction. Marketing builds band awareness, a strong marketing function deeply integrated across department it helps to deliver to the customer experience essential for growth in today’s competitive landscape. An marketing evaluation can identify the needs of your customer stand perspective.
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