	
	
	



Essay (1500)
This essay explores the concept of marketing and how it is essential in the current world of business. It examines key elements in marketing such as market research and market segmentation. It also delves into what is a macro environment and looks at the PESTLE factors, supported by relevant real-world examples. Finally, the essay looks at marketing in the digital age, where it focusses on the uprise in social media. It will demonstrate how social media platforms have transformed marketing, using real world example and how social media is taking over marketing, and that it is essential that business capitalise on it.
[bookmark: _Int_e9VYF3FU]The Charted institute of marketing defines marketing as “Marketing is the management process responsible for identifying, anticipating, and satisfying customer requirements profitably”, CIM (2023). This gives us a clear structure of what marketing is. Marketing plays an incredibly significant role in the function of business in the modern era Pantoja et al (2020) champions this. Marketing plays a vital role in displaying what the business is about to the customers, its aims, and objects, as well as its values. Marketing connects organisations, products, and services with its target audience. In marketing it is essential to understand your customers. Marketing starts with market research, by finding out what the customer wants, preferences and behaviour, as well as looking at what other companies are doing. However, this may be too general an approach and using marketing segmentation, Dopson (2023) suggests dividing potential customer into groups and subgroups will be more productive from a marketing approach. Splitting up into smaller groups, the consumers who have similar needs and interests can be targeted and are able to target customers who are more likely to buy products that are focused more onto them, it is far easier to tailor your marketing to adjust for the smaller group's needs. You can do this by splitting them into groups, geographical, looking at language and location. Demographics, age, gender, and income. Psychographics, lifestyle, interest. Then finally behavioural Intent usage occasion. The other benefits provide a deeper understanding of the group of customers, an increase in customer satisfaction and a better return on investment, Nancholas (2023) supports this. Marketing uses advertising, social media, and any other form of promotion to inform potential customers about their business, product, or services. The objective is to draw the customers attention and to attract them. Modern marketing focuses on building a long-term connection with clients not just a single sale Gupta (2021) supports this. An effective marketing strategy can increase brand popularity, improve their reputation, Zulfikar (2022) champions this. With the main objective being increasing company revenue and building long term relationships with customers. Marketing aligns closely with the other business to support overall growth.

[bookmark: _Int_c5wRQtY5][bookmark: _Int_j9s3kCPQ]Macro-Environmental factors are external forces on an organisation, that are outside the control of the company. They make companies need to adapt and use strategic decision making, which Grayson et al (2023) champions. An example of this is PESTLE., which Ratten (2025) states that PESTLE is an acronym for political, economic, social, technological, legal, and environmental factors. It is used in strategic management and helps identify external factors that may be affecting businesses. In addition, it helps to analyse and guide strategic planning and is key to help business thrive in the current environment. A good example of PESTLE is with the sugar tax the UK government introduced, it was introduced as part of the UK anti-obesity strategy Makos (2024) supports this. This would be a clear political factor. This policy is a clear example how external factors can affect company and make them rethink what they are currently doing. The sugar tax affected several major international companies. Coca-Cola were one of the major companies hit and they had to reevaluate and find a way around this. To combat this Coca-Cola increased their prices on items that were affected by the sugar tax. Coca-Cola also invested heavily in their marketing of their Coca Zero, their sugar alternative, with the object to increase sales and for people to buy it instead. They invested around £10 million in the marketing of the coke zero, Rajan (2018) supports this. This was a big financial decision, and a reactive move to the sugar tax. A good example of technological is with Kodak. Kodak failed to adapt to the technological advances as with the growth of digital photographs in the 1990s marked a major turning point in the industry. With the growth and rapid rise of new technologies' Kodak did nothing to prepare for this. The company did not see the rapid growth as a problem. Unfortunately, they viewed digital cameras as niche products and would not have an impacted on the market. Kodak slowly began to be overtaken by its competition who started to adapt to new technology, like brands such as Sony, Canon, and Nikon. In the 2000s the shares in Kodak began to decline. With the decline in film production sales Kodaks profit began to fall, which in turn made Kodak lay off a significant amount of employees. And sadly in 2012 Kodak filed for bankruptcy Mui (2012) supports this. There are many lessons to learn from what Kodak did. They did not react to development of Technology unlike their competitors. They should have analysed the situation and adapted. 
[bookmark: _Int_2nf8Ie6m][bookmark: _Int_6Yf1IXeU][bookmark: _Int_oSpYxUt8][bookmark: _Int_P0LaxQnu][bookmark: _Int_r1PCJHYy]With modern marketing changing Nanda (2025), it is essential that companies adapt and utilise the everchanging technology Chakir (2024), champions this. Digital transformations have reshaped marketing. With the front runner being social media, which is now an essential part of every business, which O’Brien (2025) champions. As a result, to this company's must continually adapt their marketing strategies to remain competitive and reach their desired audience.  Companies like Gymshark are pioneers in social media marketing. Gymshark hire influencers to promote their product on social media, such as Instagram and TikTok. They have seen major success with this, Thomas (2020) supports this. By using influencer marketing, Gymshark are able to use the influencers to promote their product where millions of people see their logo and product across all social media’s. The aim with influencer marketing is to hire an influencer who has built trust and credibility with their audience. When the trust and credibility have been created Gymshark will look to use the influencers to promote their product. With the trust already built, the customer can trust what the influencer is promoting as being reliable and genuine, and they are more likely to purchase what they are selling because they have built a reputation. The influencer marketing industry has expanded from being worth around in $1.7 billion 2016 to 21.1 billion industrially in 2023, with Bennett (2024) suggesting it is not showing any signs of slowing down. It is essential that companies utilise this as they do not want to get left behind like Kodak did will the evolution of the digital camera. With a clear shift in one way to two-way communication. Traditional marketing was primarily one directional, Ratten (2025) supports this. With advertisements being shown on posters, billboards and TV, social media has now changed that. It allows the consumer to interact with the brand, through the form of commenting, likes and sharing, which in-turn can lead to company growth, Bennett (2024) supports this. Social media allows targeted advertising. Social media platforms have copious amounts of personal data on its users. Marketers can utilise this by delivering personalised advertisements. They can be highly specific, targeting a small group of people, but improving efficiency and effectiveness, leading to a better return on investment. Through social media advertising you can gain access to real time data and analytics. If you are selling products and you put a click through liking, you are able to see the number of click through, to see if the advert is working. Marketers are able to gain feedback on the performance of their campaigns, using views, like, comments and shares, Rosli et al (2024) supports this. This is essential data, it allows strategies to be adjusted immediately if they are not working and allows you to double down if things are going to plan.
In conclusion, this essay has shown that effective marketing is fundamental to a business's success in the current climate. It is essential that businesses use the necessary marketing tool to help them become successful. With a recent success of social media and digital transformation, it is essential that businesses utilise this to its fullest potential. Social media has reshaped consumer behaviour, and the way brand interact with the customers. Businesses that adapt effectively to this change will be able to build strong relationships with customers and achieve success in the digital era. The essay also looked at how businesses should implement market research and market segmentation, and to responding proactively to macro environmental forces that can be identified through PESTLE. With examples like Coca-Cola that adapted correctly, but on the other hand companies such as Kodak failed to adapt, and in-turn filed for bankruptcy. Overall, it is essential that business use all the available marketing strategies to help them through the current climate and to secure a successful future.
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