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The topics of discussion for this essay are the impact of effective marketing in organisations and how it helps achieve aims and objectives, the PESTLE factors that influence the macro environment and how they impact marketing decisions in organisation and lastly How organisations may need to adapt their marketing in an increasingly digital world. To help illustrate my discussion I will implement real life examples. To begin we should look at the definition of Marketing. Kotler et al (2019, pp. 2) define marketing with “Simply put, marketing is engaging customers and managing profitable customer relationships”. What can be taken by this definition is that marketing is how organisations relay their message to their customers, they also discuss how marketing can be a tool to create relationships by satisfying customer needs through their products and services, alternatively Paul, Chris, and Sara (2017) interpret marketing as a channel to deliver value of their products to their customers. 

Now that we have defined what marketing is we can look at the importance of marketing in organisations. Morgan (2011) touches on how marketing can allow an organisation to gain a competitive advantage and boost business performance through attracting customers, organisations can use Segmentation, Targeting and Positioning (STP) to specifically cater their marketing to an audience to make the marketing feel personal to the audience. To be able to really understand its importance we need to also look its purpose in an organisation now we know that it is used to advertise products but is there any underlying purposes for marketing, well from the research of Narayanan and Das (2022) it can be deduced that one of the purposes of marketing is to help organisations stay relevant and have value by creating marketing that is relevant to its time for example Duolingo who used TikTok in their marketing to attract the audiences on that platform . To help us understand the role of marketing in organisations we need to look at what effective marketing can add to an organisation, in recent times social media has been a great tool for effective marketing as it is a new instrument for organisations to promote their products. An industry that has benefited from social media marketing is the fashion industry, in line with this Trad and Dabbagh (2020) regard social media as becoming a core shopping location connecting fashion brands and consumers. Social media has been regarded as an innovative tool for organisations to increase their customer base, market share and reach, social media is a great way to specifically target certain audiences and Tuten (2023) discusses how social media has helped organisations have quick and easy access to audiences and customers, this reach helps organisations improve their market shares and in turn helps with profit maximisation. 

Some organisations use sports organisations to help create effective marketing, this is because of the great reach these sports teams have, their reach is intriguing to these organisations as it allows them to target audiences, they usually would not be able to through more modern marketing. As lucrative as some of these deals are the market share that organisations can gain from it outweighs it. Cornwell (2020) touches on the lucrative brand deal between the San Fransico 49ers and Levi jeans and how it has helped Levi’s be able to improve their growth and their image, Levi have advertising all over the stadium so that when fans go to the stadium it is impossible for them to not think about the company. Levi also have San Fransisco roots and this brand deal has helped them reconnect with these roots, this shows how marketing can also help organisations with achieving their non-financial goals. Vatsa (2023) talks about the several goals organisations have such as improving brand awareness and innovation and how the marketing team are vital to achieving these goals.

The macro environment in marketing consists of six factors which are Political, Economic, Social, Technological, Legal and Environmental. These are the factors that organisations look at when marketing to make sure that they can maximize the audiences they reach, a lot of organisations use these factors to create aims for themselves. Vivek et al (2023) alludes to how organisations use these factors to observe the external variables influencing them. This can help ensure that these organisations stay in line with the requirements of these factors in their marketing.

 These factors have always impacted decisions in marketing an example is the use of technology, Chaffey and Chadwick (2019) talk about how organisations need to ensure they use new technology if they want to stay competitive, what can be taken from this is that technology is forever enhancing so organisations need to ensure that their marketing is in line with modern technology. In Ma and Sun’s research (2020) AI has been spoke about being the revolutionary tool used in marketing, it is mentioned that AI uses algorithms to help create specific ads catered to customers, organisations use this technique to further convince customers to buy the product their already interested in. Marr (2019) mentions how Alibaba uses AI to monitor user activity and monitor their purchases and with that information the AI displays ads catered towards the user.

Leading on from the use of technology in marketing, we can move onto digital marketing and its role in effective marketing. It is detailed by Sawicki (2016) that the use of media is more prevalent than ever in marketing as organisations have used it to connect closely with customers and understand their needs. Puthussery (2020) talks about the importance of using digital marketing to gain a competitive advantage by utilising the technology open to them. I agree with what these authors have to say because from my perspective I have seen the use of social media in organisations marketing increase in recent times.

Digital marketing has multiple methods of uses such as social media, social media marketing is the most used form use of marketing by organisations. Looking at Deiss and Henneberry’s book (2020) it clearly defines how social media marketing is an inexpensive marketing strategy, nearly all organisations use social media to market their product due to how inexpensive it is, it also helps raise awareness for their product or service because of the amount of people they can reach. This point can be solidified by Tuten (2023) who also explains the massive presence social media has in marketing.

 Evans, Bratton, and McKee (2021, pp.4) puts it by saying “a typical driver for getting involved with social media is the slew of negative comments, the need for “virality”.” This quote shows how social media helps an organisation reach a huge audience with viral advertisement. 

Other ways organisations can use digital marketing is through methods being search engine optimisation (SEO), Chaffey and Smith (2022) touch on this in their book, it mentions that organisations can utilise SEO to bring awareness to their brand, this works by having their brand or products name at the top of the search engine when people type anything remotely close to it. Additionally, Das (2021) analyses in his book the competitive advantages of SEO and the strategies organisations can use to be on the top of the search engine. The last tool of digital marketing I want to look at is sponsored content, this is a form of content/advertising that consists of organisations paying to have their products placed or mentioned in content. 

Sponsored content can also be connected to social media, this can be backed up by Mou’s (2020) article that also mentions how organisations have turned to social media influencers to advertise their product or services. It can be deciphered that influencers are able to reach huge audiences and using their influential power to convince their audience to spend on certain products or services. Veirman, Hudders, and Nelson (2019) use an example of an influencer that has great influence on a certain audience, the example in hand being Ryans world who reviews toys and has amassed a huge audience of children which are swayed by his content and end up convincing parents to purchase these toys which in turn raises the sales of these organisations, because of this many organisations turn to influencers to help with their marketing through sponsorships. In an article wrote by Hudders, Jans, and Veirman (2020) it talks about the commercialization of influencers and how organisations have converted them into tools to use in their marketing, this article also used research and studies to look on the impact that sponsored content has on the success of organisations marketing and sales. It is also mentioned how sponsored content does not always advantage an organisation, this can happen if the influencer has a bad reputation or does something during the sponsorship to tarnish theirs and the organisations reputation. An example I found after finding an article by Kintu and Ben-Slimane (2020) is Olivia Jade Gianulli where it is said that her parents were accused of bribing college officials to accept her into these colleges, Olivia had many relationships with companies who after hearing the news parted ways with her and also tarnishing the companies reputations slightly.

In conclusion, I began by discussing about the role of marketing in organisations and how it can give them a competitive advantage, Krizanova et al (2019) explain how marketing is the driving factor for organisations to expand their reach and audience which in turn sees sales upsurge, but marketing is also a way for organisations to achieve their aims. The next thing discussed was PESTLE factors and how organisations use these factors to generate aims and to also cater their marketing to including these factors so they can optimise their marketing. I mentioned how organisations look at these factors to cater their marketing to the audiences. Tien (2020) states an example of how McDonalds managed to cater to the Vietnam people using the PESTLE factors in their strategy. The last thing I brought up was about digital marketing and how organisations have started to look at using social media in their marketing through different methods such as sponsored content or SEO. Panda and Mishra (2021) analyse how these methods have helped organisations be successful by expanding their audiences through using the different methods. 
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