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In this essay I will be evaluating marketing by looking at the role of marketing in an organisation and how effective it is at helping an organisation to achieve its wider goals and objectives. Factors and trends influencing the macro environment (PESTLE) and how that impacts marketing decisions within the organisation and how organisations may need to adapt their marketing in an increasingly digital world including the use of social media as a marketing tool/platform. I will then use the key findings within this essay to establish a conclusion to marketing and its role within organisations. I will first cover some of the definitions of the terms that will be frequently used here.
The definition of marketing as laid out by the American Association of Marketing 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.” (AMA, 2017)
The macro environment or PESTLE is a framework that analyses key factors (Political, Economic, Sociological, Technological, Legal and Environmental) that influence an organisation externally. It can offer insight into external factors that would impact an organisation. The information is flexible which allows organisations to use it in different scenarios. (Morrison & Weeks, 2020)
Digital marketing is marketing that is delivered through digital platforms such as websites, search engines, mobile apps and social media to reach consumers. Digital marketing is considered to be a new endeavour in marketing that requires a different way of approaching customers and understanding customer behaviour. (Barone, 2021)

Marketing is a term given to activities that take place between and organisation and its customers. The original concept comes from that of a marketplace where buyers and sellers would come together to make transactions for a mutual benefit. The aim of marketing is to ensure that customers will conduct business with the marketer’s business instead of with competitors. To do this effectively marketers must provide customers with the product they want to purchase, the cost to be a good value for money and in the most convenient way possible. (Blythe, 2019)
When it comes to profit led companies marketing is responsible for increasing revenue and profitability, this in turn means the function is to also help grow the customer base for the company. The marketing role can also be seen as responsible for the branding of the company such as how they participate in publicity activities, advertising and the rough customer interaction and feedback. Every product starts and ends with marketing as it establishes the needs of the consumers and then looks to identify if the consumers needs had been met. (Mahea, 2014)
In regard to non-profit organisations the role of marketing is used for multiple functions to keep to organisations running such as promoting awareness to make the target audience aware of the organisation and the causes it supports. It is also responsible for fundraising as non-profits rely on donations to achieve their charitable initiatives which can take the form of general fundraising from donations or promoting events and campaigns in which to raise funds. It can also be used to drive social and political change by putting pressure on politicians and ordinary people to make changes that address the non-profits cause. (Lake, 2020)
The success of an organisation depends on its goals and objectives. Marketing assists a business in setting its goals, by putting in place some marketing strategies it can lead to the popularity of the brand which in turn can motivate the organisation to maintain its reputation. Once they have clear set goals and objectives in mind they can pass these onto employees to help hit their targets and these goals will in turn reach its consumers. Once these goals are set and maintained this can lead to growth in the organisation and may lead to other organisations or individuals investing in them. (Cogent Analytics, 2021)
Strategic marketing is a method used by organisations to help them achieve their goals, strategic marketing is marketing but with a greater depth of targeting and purpose it requires studying of the marketplace scenarios and a comprehensive understanding of the target audience’s needs to ensure that their requirements are met in the most optimal method. One of the main roles of strategic marketing in an organisation is that it fine tunes the organisations goals and requirements to efficiently penetrate the market, increase reachability, create sustainable goals, regulate resources and boost sales. (London school of business and finance, 2019)
SMART goals are another method used by marketers to achieve an organisations goals. SMART stands for Specific, Measurable, Achievable, Relevant and Time-bound. by using this method an individual is able to set out an effective plan in which to achieve an objective beneficial to the organisation. Smart goals are designed to give structure, support and set out objectives more clearly, their progress can be easily tracked and keeps focus maintained on the objective set out in the plan which also helps to boost motivation to complete the plan. Another benefit these provide is that they can easily be altered to realign them as circumstances change. (Graber, 2019)
Performing a Pestle analysis can be useful as a broad fact-finding activity, it can help and organisation to understand external factors that may impact decisions made within the organisation. A PESTLE report is a useful tool to have to be able to understand the direction the business is going for example brand positioning, growth targets or any risks that can decrease productivity like another pandemic. The disadvantages to using a PESTLE analysis is that for it to be effective it needs to be repeated on a regular basis so the data it provides doesn’t become outdated and the data may not be efficient if too much or too little data is used in the analysis. (Weeks, 2020)
One of the aspects of PESTLE that is becoming increasingly more relevant is technology, most of the population use the internet in some form with a third of online activity being spent on entertainment such as watching videos online. This means that marketing has moved there too it allows organisations to connect with consumers on a wider scale and tailor advertisement to be more personal with its target audience. A study produced by Monetate and WBR research found that ninety three percent of businesses using advanced personalisation strategies had an increase in revenue in 2018. (Pinchbeck, 2019)
Technology has substantially increased the speed at which companies can put out marketing towards consumers one example of this is with an organisation called Paddy Power a sports betting company. There was a football match in which one player headbutted another player during a match, Paddy Power used this incident to put out marketing for the next morning with a deal on for the following fixture should a player score a goal with a header. The speed of being able to create this advertisement and be able to launch it to the consumers would not have been feasible without the efficient technology that we have now. (Benady, 2014)
The covid 19 pandemic also pushed technology in marketing as online sales increased by thirty two percent in 2020 and is expected to increase further in 2021. During the pandemic many businesses started to engage more in their advertising on social media where they would create profiles for their businesses and engage with their customers in a more direct way. A lot of small businesses benefitted from this trend so much that even social media platforms such as Instagram started to encourage its users to support small businesses by adding features to its app allowing customers to promote these companies giving them more exposure. (Paper Turn, 2021)
Another aspect of PESTLE that has seen its relevancy increase in marketing is the environmental aspect as it encompasses several different factors, among those are technological, economic, political, natural and social forces. As such this makes the environmental aspect have a significant impact on a successful marketing strategy and by factoring this into account it can improve the success of an organisation’s reputation and marketing campaign in the long term. (Oxford College of Marketing, 2021)
One way in which organisations have used environmental aspects in its marketing is through green marketing. This is where an organisation uses its marketing to promote how it develops its product in environmentally sustainable ways or if they support environmentally friendly projects and initiatives. This allows them to show their customers that they are practicing social and environmental responsibility, this in turn can make them to stand out in a competitive market and improves their credibility. By demonstrating an environmentally conscious attitude and promoting this within marketing it can lead to customers making more conscious based decisions to shop at green focused companies over competitors. (Rock Content, 2021)
Corporate social responsibility is an idea that an organisation has a duty to the society that it exists around. Organisations that partake in corporate social responsibility are often guided by a method know as the triple bottom line which means that the organisation will consider its social and environmental impact as well as its profits. The responsibilities include that of environmental responsibilities such as reducing pollution and being more reliant on renewable and sustainable sources and ethical responsibilities such as paying employees more than minimum wage if minimum wage doesn’t correlate to a living wage. Using this method can give an organisation a strong marketing tool to make them look more favourable to customers and investors. (Stobierski, 2021)
Organisations need to adapt their marketing to fit into a digital age as digital marketing has a great influence on people’s habits, interactions and purchases. Modern technology allows organisations to gather immense amounts of data about their customers and organisations need to know how best to use this data effectively. Digital marketing needs to be more focused and personalised to the customer in order to get their attention and make an impact by using digital data an organisation can better tailor its marketing strategy to its target audience. (Digital Marketing Suite, 2017)
The internet and social media have become a part of everyday interactions for most people. In 2019 2.95 billion people were active on social media in some form and this number is looking to increase to almost 3.43 billion by 2023. Social media and digital marketing allow organisations to hit their marketing goals at a relatively low cost. Customer feedback has become more relevant due to the advancement of social media and can be seen by many people and has pushed peer recommendation to a higher level, online reviews can significantly impact whether a customer is likely to buy from an organisation. (Dwivedi, et al., 2021)
Influencer marketing is becoming increasingly relevant in digital marketing whereas traditional marketing would often use celebrities or tv personalities to advertise their products the same concept has been taken to online marketing in the form of influencers. Influencers are considered to be people who have some sort of influence on the internet within certain groups or cultures and can be used in marketing due to their following or their knowledge, skills, character or impact on attitudes of certain groups. They can be used to spread awareness of the brand or product in the form of sponsored content. (Bognar, 2019)
When used correctly influencer marketing can be used as a communication opportunity for social media to be comparable to an authentic conversation with marketing strategies. One of the uses for it is to be able to link a brand to a new audience using the trusted word of an influencer. One is example is that of the Maybelline brand whose YouTube videos average between twenty and thirty thousand views whereas the video generated by an influencer can average over one million views. This makes influencer marketing a very viable strategy when it comes to a digital marketing strategy. (Vodak, et al., 2019)
The benefits of social media as a marketing tool are that it can greatly increase customer traffic and product exposure. This is due to advertising on social media can be seen on a global scale at a much lower cost than that of traditional marketing. The negatives of social media marketing are that consumers can voice their opinion on a product whether that be positive or negative to millions of people who could be potential customers making consumers the driving force in a marketing strategy. This makes social media marketing very unpredictable and incredibly hard to control. (Icha, 2015)
Social media is a solid platform for marketing as it is an effective way to reach new audiences, build trust within your consumers and be able to give your brand a personality that can be used to engage consumers. Over half of social media marketers believe social media has positively affected their company’s sales and revenue, social media marketing ahs shown a thirty six percent engagement rate with a thirty five percent conversion rate. It is also cost effective as it is free to create a business profile on most social networks the only real cost is time spent creating content for it. (Marketing Insider Group, 2021)

Effective marketing in an organisation helps companies achieve their wider goals because having a strong marketing strategy allows a company to set out the goals it wants to achieve and how they can go about reaching them efficiently. By using methods like strategic marketing and smart goals a company can find its target audience and stand out from competitors whether the company is for profit or non-profit, this all helps the company to reach its over arcing goals.
Factors and trends that influence a PESTLE report impacts marketing decisions because a marketing strategy within an organisation needs to be adjusted regularly around the information that is given to them through using this type of analysis to be able to stay relevant and their marketing material to be able to be used efficiently. For example, if there is a trend of customers using technology increases then this affects the organisation as they would need to put more effort into digital marketing.
Organisations need to adapt their marketing in an increasingly digital world because as shown with the recent pandemic there has been a huge surge in consumer traffic through digital means. Digital marketing can be more cost effective and have a much further reach than traditional marketing, it also allows you to have more interaction with potential customers. It can make your brand more authentic with the use of social media influences being able to give credibility to your product to new audiences and expand the reach that a company has.
The ultimate purpose of marketing in an organisation is to increase awareness and interaction between an organisation and the customer it is a vital part of any company that wishes to achieve its goals as without promoting a product or a brand the company will struggle to have interactions with potential customers.
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