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Marketing is the process of producing, sharing, and providing value to customers, as well as managing customer relationships to the advantage of the organisation and its stakeholders,. It is an integrated process through which companies create value for customers and build strong customer relationships in order to capture value from customers in return. “Marketing is managing profitable customer relationships. The twofold of marketing is to attract new customers by promising superior value, and to keep and grow current customers by delivering satisfaction.” (Kotler et al. 2014, p26) In a very demanding and fast paced world where business principles are evolving and changing every passing day, organisations need to keep up with new tendencies and trends by adapting their functions and strategies in order to not only maintain their status towards their competitors, but to also maintain and grow their relationships with customers be it old, or new ones. In this essay an extensive analysis of the role of marketing in organisations will be provided, by taking into account how effective marketing helps companies towards their goal achievement. Additionally, the macro environment settings: Political, Economic, Social, Technological, Environmental, Legal (PESTLE) will be evaluated under a broad spectre on the way they influence organisational marketing, as well as the urgency of organisational marketing to be adapted to the increase of the digital era and precisely the development of usage of social media in relation with modern day marketing.  

Marketing is a very important aspect of an organisation as it helps businesses create awareness, build interest, and generate sales. Effective marketing helps businesses target the right audience, create a positive image and it also helps towards the increase of brand exposure. Additionally, marketing helps businesses understand their customers' needs and preferences, enabling them to create better products and services. Ultimately, its purpose is to increase revenue. Relationship marketing continuously enhances the client's level of trust in the business, which in turn improves the company's comprehension of the demands of the customer. Thus, a close partnership between buyers and marketers is possible in which both parties contribute to the development of value. (Pride and Ferrell, 2016). Organisations need to understand their customers’ behaviour to form their marketing strategies. The factors influencing the consumers behaviour are: The cultural factor; a set of their basic values learned by their culture and school among others. The social factor; consisted of family, social class, and their groups. The personal factors; consisted of personality, age, economic situation, and lifestyle. The customers perception; meaning the way people interpret information. Learning: which arises from their past experiences. As well as their beliefs and attitudes. Another important aspect of customer behaviour is segmentation. Segmentation is the division of customers into groups based on various characteristics and targeting them. “If done effectively, marketing segmentation allows an organization to achieve its highest return on investment (ROI) in turn for its marketing and sales expenses” (Martin, 2011, p15)

Social media have become the most popular platforms of marketing. It is essential for business and organisations to adapt their marketing strategies to this relatively new trend. Social media can be an effective and powerful marketing tool for businesses of all sizes. They allow organisations to target audiences with specific interests, enabling them to create tailored content and campaigns. Additionally, businesses can use social media to monitor conversations and feedback related to their brand and use the data to inform decisions and adjust their strategies accordingly. “Social media has brought about a fundamental shift in the way we communicate. If you do not adopt the new way of communicating with your customers and partners, you need to ask yourself: 'Will my business still exist in five years if I don't embrace social media?” (Brown, 2012). This means that marketing via social media platforms has become more than essential in modern businesses. Organisations do not rely anymore on physical stores to offer their products or services as their marketing campaigns can reach people worldwide 24/7 through these platforms. Businesses that did not adapt to social media marketing are not on the spotlight and their future existence is in serious doubt. Kaushik (2012) argues that traditional campaigning strategies are being eclipsed not only by the growth of social media but also by the difficulties of creating an effective campaign in today's highly competitive market. While Balakrishnan et al. (2014) on the other hand, states that modern human engagement has grown at a rate never before possible thanks to social media technologies.

The macro environment of marketing is an important consideration for marketers in the modern world. It refers to the external factors that can impact a company’s ability to conduct marketing activities in a successful and profitable manner. These macro environmental factors range from political, economic, social, technological, environmental, and legal forces also known as “PESTLE”. Each of these forces can have both positive and negative implications for a company’s marketing activities. By understanding the macro environment of marketing, companies can better strategize and position themselves to gain competitive advantage in the market. Luck (2010) states that the forces of the macroenvironment are not under the control of organisations. Despite this, a variety of potential risks and opportunities for organisations can and do arise from the macroenvironment's generally uncontrollable dynamics. The first macro environmental force to be examined is the political. The political force includes the laws and regulations that can impact a business's marketing efforts, as well as the political climate in which the business operates. It refers to the political landscape of a given region or country, including government policies, taxes, and regulations that can impact business operations and performance in relation with the business’ marketing. “Overall, the political environment is of high significance that defines the country risk, political and operational risk especially concerned with a foreign company. However, as mentioned above strategies and actions can be taken to minimize possible negative effects.” (Perera, 2017, p6). It is evident that the political forces influencing an organization’s marketing are not controllable. However, by adjusting their marketing strategies, organizations can at least prevent or minimize some of the negative outcomes.

The second component of PESTLE to be analysed from the macro environment that can influence an organization’s marketing is the economic force. The economic force looks at the current and potential economic situation of the environment in which a business operates, such as changes in the gross domestic product, inflation, exchange rates, overall economic growth, taxation, interest rates and other economic indicators. It also looks at the potential impacts of these forces on businesses. “The overall state of the economy fluctuates in all countries. Changes in general economic conditions affect (and are affected by) supply and demand, buying power, willingness to spend, consumer expenditure levels, and intensity of competitive behaviour. Therefore, current economic conditions and changes in the economy have a broad impact on the success of organizations' marketing strategies.” (Pride and Ferell, 2015, p67) To put it in perspective, changes in the global economy, such as recessions, inflation, and currency fluctuations, can have a significant impact on businesses. Companies that operate in multiple countries must also consider the economic climate of each country when taking iniciatives. For example, a company might choose to invest in a certain market if the economy of a certain country is projected to grow and offer opportunities for the company. Similarly, a company may decide to delay or cancel an investment if the country's economy is not doing well. Ho (2014) explains the economic factors as the ones that primarily deal with the macroeconomic circumstances of the outside world, however they may also take seasonal and weather aspects into account.

The third aspect of the PESTLE analysis to investigate is the social force. The social force refers to the impact of social trends, demographic changes, and cultural shifts on a business that can influence marketing. Examples of social forces include changes in consumer behaviour, shifting attitudes towards certain products or services, public opinion, population growth rate, and changing lifestyles. It also includes the impact of government policies on the population, such as taxation, subsidies, and healthcare. Gajjar (2013) categorizes the social factor into subcategories that impact on consumer behaviour such as: reference groups, family role, and status. Stating that Depending on which group they belong to, each individual plays various roles in society. For example, a Chief Executive Officer for a reputable company may also be a husband and a father at home. The individuals' predisposition to purchase is determined by the role they perform in society. Social roles as part of the macro environment affect an organizations’ marketing strategy as they determine someone’s buying power. Preferences for certain products and services, cultural trends, and demographics are some factors that a company should take under advisement when forming their marketing strategies to downplay any possible negative effects. Nandonde (2019) cites Thomas (1974) in support of his argument that the setting in which all interpersonal interactions and corporate activities take place makes social circumstances, which include culture, essential factors in any analysis of a company environment. Consequently, it is crucial to take into account the larger societal and cultural framework in which businesses operate.

The next factor of the PESTLE analysis that we will be looking into is the technological force. The technological force of an organization’s macro environment is the technological environment and its influence on an organization. This includes factors such as the development of new technologies, changes in existing technologies, and the impact of technology on the organization's products, processes, and services. The general progression of technology can have a major impact on marketing, as it affects how customers interact with a brand and its products or services. For example, advances in technology such as the development of social media have drastically altered the way businesses market their products and services. Additionally, technological developments such as artificial intelligence can help marketers to better target and personalize campaigns, enabling them to reach more potential customers and increase engagement. Finally, technological advancements can also help businesses to track and analyse customer data, allowing them to better understand their customers and optimize marketing efforts. Rust and Espinoza (2006) argue that technology has a significant influence on business research, particularly on marketing, as (1) it alters how marketing managers perform their duties, (2) these alterations significantly alter the themes that should be studied, and (3) it offers new methods for conducting research. On the same line with them, Grewal et al. (2020) state that nearly every element of human life has been changed by new technologies, including the methods used by businesses to market their products and services to customers.

A very important element of the PESTLE analysis that organizations should be significantly cautious of, is the legal force. The legal force refers to the laws, regulations, and other legal factors that could affect an organization's operations and strategic decisions. This includes laws related to taxation, labour, health and safety, environmental protection, and other areas. It also includes legal considerations related to international trade, intellectual property rights, and competition. Vallati and Grassi (2019) state that any rule or regulation that is in existence in the specific nation (or sector) where a business has chosen to operate and that could influence that decision is referred to as the legal environment. Companies must adhere to industry regulations when marketing products and services, including rules regarding advertising accuracy, labelling, and pricing. Some examples of marketing legislation include industry regulations such as advertising rules. Additionally, marketers have to comply with laws prohibiting false or deceptive advertising. As well as being aware of intellectual property rights such as trademarks and copyrights. Another important legal element are the laws prohibiting bait and switch tactics. Lastly, organizations should be extremely careful when marketing to children as there are laws in place regarding product safety and advertising content. According to Kelly et al. (2010) in their study on children advertising published on the American Public Health Association, children were exposed to a significant amount of television advertising for unhealthy foods, employing child-oriented tactics, across all of the examined nations. Their findings support recommendations for regulation of food advertising during children's peak watching times because there is evidence linking food advertising, preferences, and consumption. This means that marketing legislation could be subject to morals and ethics on the marketer’s end.

The last aspect of the PESTLE analysis that organizations need to consider is the environmental force. The environmental force refers to the environmental factors that can have an impact on an organization or industry. This includes things such as climate change, natural disasters, pollution, and other environmental issues. The environment can have a large effect on an organization’s marketing. Companies must be aware of how their activities are impacting the environment and must factor this into their marketing strategies. For example, companies must consider how their products, packaging, and promotional materials can reduce their environmental impact. Additionally, companies must consider how their activities might be perceived by consumers who are increasingly environmentally conscious when making marketing decisions. Companies must also factor in sustainability when setting pricing and positioning strategies, as consumers are likely to be more inclined to purchase sustainable products. Dangelico and Vocalelli (2017) cite (Nidomolu et al., 2009) as well as (Foster and Green, 2000) and (Lenox and Ehrenfeld, 1997) on their analysis of green marketing stating that, all businesses now face the difficulty of incorporating environmental issues into corporate strategy and activities as a result of growing global concerns about environmental sustainability and climate change. This means that the environmental force is being taken under consideration from modern day organizations for a variety of reasons, be it legal, conscious, and brand reputation. While the consumers on the other hand are becoming more environmental conscious the businesses are adapting to this new consumer behaviour.

To conclude, marketing is an essential factor of every organization. It helps businesses advertise, communicate, and promote their products or services in addition to building relationships with their customers. Marketing enables organizations identify, anticipate, and satisfy customer needs. Effective marketing assists companies achieve their objectives by identifying the key factors that will affect their market and by creating strategies to take advantage of opportunities and minimize risks. It can also help companies identify new opportunities, create customer loyalty, and build relationships with key stakeholders. By utilizing these strategies, businesses can create a comprehensive plan to meet their wider organisational goals. In an increasingly digital world, organisations need to adapt their marketing strategies to ensure they remain competitive. Digital marketing is an effective resource that can assist companies in accessing a larger audience, increase brand awareness, and generate more leads. It is important for businesses to understand how to use social media effectively to maximize their potential. Companies should have a clear strategy in place and ensure that they are engaging with their target audience in a meaningful way. They should also be aware of the latest trends and technologies and use social media to create a consistent brand identity. By adapting their marketing strategies to the progression of social media, organisations can ensure they remain competitive. The macro-environment has a significant impact on marketing decisions within organisations. It is important for businesses to understand and analyse the external environment (PESTLE), identify potential threats and opportunities, and develop strategies to capitalize on opportunities and mitigate threats. By utilizing digital marketing and social media strategies, businesses can reach a wider audience. Marketing can be considered as one of the most important elements of a business, if not the most important and by marketizing correctly, it will fulfil its purpose towards consumer satisfaction and organisational profits.
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