
MARKETING FUNDAMENTALS




This essay will explain and analyze the role of marketing in organizations, and the factors and trends which affect the political, economic, sociocultural, technological, legal, and environmental (PESTLE) impacts on the organization. The essay will look at how these factors impact marketing decisions, and how organizations use the digital world, more specifically social media. 
 
“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” (McDaniel, Lamb, and Hair, 2013, p.3). Marketing is not just to sell the products, services, and ideas, but also to make customers believe they need to buy the product. It is a long process that uses communication, distribution, and strategies to provide customers and stakeholders with goods, services, ideas, values, and beliefs (McDaniel, Lamb, and Hair, 2013, p.3).
  
Marketing builds long-term relationships with organizations and has a link with stakeholders and partners, including shareholders, employees, suppliers, distributors, and society. Marketing “has two faces first is philosophy, an attitude, a satisfaction perspective, or a management orientation that stresses customers satisfaction. Second, marketing is activities and processes used to implement this philosophy” (McDaniel, Lamb, and Hair, 2013, p.3). 

Marketing is important for business. Shares, products, and prices inform the customer and consumer of new services. This way the company will be more likely to succeed if it can keep customers informed.  The brand will be popular, and the sales will grow, the company name will become well known. When a company employs a good director, this can make a good marketing strategy to keep customers and increase the number of new customers, which means the company can achieve its goals and grow in a business market (StatAnalitica, 2021).
 
 McCarthy (1960) described the 4Ps of marketing which are Products, Price, Promotion, and Place. The product is what the customer needs and likes to buy. The price needs to fit the customer’s finances but not necessarily be the cheapest available. Customers may pay money for better quality. Promotion is when the customer is informed about good deals through different types of communication and activities, which promote the product or service to the customer. The idea is to attract and encourage people to buy a product, instead of others (economic times, 2021). 
The place is important because the company needs to find the easiest place for the customer to find and buy the product. It could be on a high street or online, in a magazine or by delivery. In 1981 the 7Ps were suggested by Booms and Bitner. They added People, Processes, and Physical evidence.  The marketing mix of all these elements drives the company’s success (Blythe, J., Martin, J., 2016, p.11).  

[bookmark: _Hlk90320861]Marketing is what leads to the success of every organization. Building a strong relationship with the customer, creating customer value, and understanding their needs takes time. To progress the marketing strategy, it is important to offer products, services, and information to satisfy customers, and to find new customers. Marketing activities involve product development, communication, distribution, pricing, and services. To be successful an organization needs to find a market in which to sell its products, identify which customers are to be its target, and what are their needs. Marketing is everywhere, such as products in a shop, on a TV screen, and billboards, and digital marketing has increased in the last couple of years, including websites, blogs, online video, and social media (Kotler, Phil, T. 2019). 
A good marketing strategy is essential to build company success. A SMART Analysis is about project management so that a company can improve sales, attract new customers, or give the employees a bonus. This type of planning can save the company a lot of time and money because they have developed a deep understanding of their customers and markets.  SMART is Specific – for example make a target such as how, what it is, and when, for example, it is important to keep customers or make money. Measurable – for example, to see results every 3,6,9, or 12 months, to measure what was good or negative for the company, and to create a plan of how to fix the problems. Achievable – for example, explain clearly to the team members what needs to be done and when, how to achieve the goals, and how to stay focused on a task and keep the team motivated. Realistic- such as information based on historical data that the company can see so that it is clear what was expected and what are the true results. Data analysis helps the company to look back and make sure data is up to date and clear for everyone. Timely- for example, creating deadlines and working step by step with the staff to keep them motivated. With SMART planning, the company can reach the target, get more clients, and increase sales (Whatagraph, 2021a).   

 “Data Analysis is the process of fine-tuning, converting, and modelling data to generate meaningful and actionable insights that inform sound business decisions. Data Analysis aims at extracting vital information from data and implementing decisions leveraging the data analysed” (Whatagraph, 2021b).  
There are different types of data analysis; Text analysis searches all the data looking for patterns in the databases and produces raw data for analysis; statistic analysis- joint data collection, analysis, interpretation, presentation, and data modelling, Diagnostic analysis- can find any problem in a business operator and connect it. Predictive analysis- calculate the results from past and present, Prescriptive analysis- use current problems, check the data to make decisions, Descriptive analysis, Inferential analysis, data visualizations is data in a graph, charts using images to see look and display(Whatagraph, 2021b).


McDonald’s shows a good example of a company’s success. In 1955 Roy Cross bought a small chain from Richard and Maurice McDonalds. The company strategy was to grow by providing good service, quality, value, and regular cleaning, good delivery, good quality food, and cheap prices.  But in 1990 the company started to lose money. Customers were looking for healthy food and wanted a new style of food. Other company styles suited the McDonald customers better. They preferred to pay more money but to have what they wanted. The company needed a new strategy immediately and launched new products, but it didn’t work. Even in a bad position, McDonald’s didn’t give up, opening new restaurants. In 2002 the company officially posted a loss.  In 2003 with the new strategy “Plan to win”, the company took new directions, focusing on the customer’s needs. Going back a rule from 1955, which was simple. Adding wi-fi access, new decoration, and flat-screen monitors to show the menu, and changing opening hours, with some working 24 hours, they launched new products like McCafé, smoothies, and Premium salad which led to company success.  McDonald’s changed its menu, for healthier food, and the company started work with a chef to develop a better menu. The success wasn’t too late, and with the good strategy, they increased their sales by 87% (Kotler, P. and Armstrong, G., 2014). 

Marketing has 2 categories, the micro and the macro environment. The microenvironment can affect the everyday performance but just for a short time. Microenvironments involve suppliers- customers and consumers, media, and competitors. Also, Marketing intermediaries- wholesalers, distributors, and retailers, which link between firms and organizations. Within the firm itself are the owners, shareholders, inventors, employees and board of directors. 
The macroenvironment is the political climate, the environment, economy, socio-cultural influences, and the demographic, technological, ecological, and physical environment, which can change the working performance, decision making, and strategy of the whole business group at the same time. This is known as a PESTLE and it is regarded as the economic and non-economic factors (Surbhi, S., 2020).
PESTLE factors help the company to understand how the business can be affected and what changes to make. PESTLE factors are political i.e. government control, economic- which can affect company prices, social-cultural- which can affect what and when to buy, technological- which can affect consumer choices, legal- which affects the inside and outside environment in a company, environmental- which includes the geographic location, stakeholders, consumer values and global climate change (Pestle analysis, 2021).
PESTLE factors included in the geographic environment can be public services, climate conditions, weather conditions, and donations. PESTLE helps a company to progress, and each factor can affect business performance. Understanding what product customers prefer, and re-engineering them means success for a business. Pestle an be used for risk assessment and risk response strategy. This will minimise the risk and save money. Understanding company weaknesses can help it to quickly respond. Other factors linked with PESTLE are human capital, management, leadership strategy and organizational resources. PESTLE analysis collaborates well with Porte’s five forces and SWAP analysis (Perera, 2017).
PESTLE has impacted marketing and the political view of the country is one of the factors. Marketing shapes the economy, but the economy also shapes marketing. During a financial crisis, the cost of products rises, people tighten their expenses and companies need to change the product cost to survive and respond to customer desire. Social factors influence marketing, as the more you know about your customers, the better the company will operate in a marketplace. The specific customers are called the “target market”.  Marketing can sell products through TV, radio, and postal advertising, but digital marketing now takes first place. Through technology, the internet learns what customers like and when, by searching through databases. This helps companies to learn about buying behaviour without getting to know the customers personally. Environmental factors have led to ‘eco consumers’ who care about the environment and their health which has led companies to adopt ‘Green Marketing’ or ‘organic’ products (Frue, K., 2019). 
Economic factors can affect what customers buy in terms of retail products purchased by consumers, including food and clothes. In different economic conditions, customer spending changes and employment and salaries affect customer spending. When people have permanent jobs and incomes, they spend more money. The level of wages means that prices are also a factor and unemployment is a key factor for spending. Economic value is led by the Product Price Index (PPI), and Customer Price Index (CPI), which helps customers to see what money is left after covering basic needs like food and housing costs. The market economy is led by “invisible hands” who are the very wealthy business owners, and which are not controlled by the government. They guide the economy for their own interests. Both consumers and the invisible hands are the main influences of what to buy or not buy and at what price. This affects standards of living, even when the incomes remain the same (Maverick, 2021). 
 Covid-19 has affected people and the economy, because of unemployment, social distancing, and financial difficulties, and this has affected customer behaviour. It was important to react quickly to survive the crisis and there needs to be trust between consumers, companies, and suppliers. Customers look for for COVID-19 information when buying products and make a strong connection between a brand’s products and services.  Covid changed customer’s needs, and a healthy lifestyle become a priority. There was a need to change strategy, and companies needed to normalize and redefined their purpose, product channels and find new customers. This included new plans and adopting their goals to confront covid, which is known as “purpose marketing” for example supporting elderly and vulnerable people and demonstrating corporate social responsibility (CSR). Covid-19 and social distancing have increased shopping online and home delivery. Helping in difficult times has also given companies benefit through consumers’ brand attachment and they have started to work in new partnership and launch new services and products. (Hoekstra, J. and Leefland, P., 2020). 
The brand is progressed where companies announce their products by creating a name, packaging, and design. Creating a brand aims to satisfy customer needs and most brands are supported by a logo. New products are tried out using blind brand product testing, because the logo may affect customer’s opinions. Brands have two types: manufacturer’s brands and own label brands. Low prices power the own-label brand and many manufacturers’ brands launch fighter brands which are not cheap but with good strategies are able to dominate in a market. Strong Brands increase company value, and it is difficult to launch new brands due to the existing competition. Brands can grow quickly across the internet, but there is a lack of quality certification, which makes it difficult to create trust. High-profit brands find it easier to achieve distributors, which gives them a better position in the marketplace, and increases the economy. Customers trust strong brands and brand images can influence the product. Positioning the product is done carefully to target a particular market. The brand has a personality which also gives a reflection of value and culture (Jobber, D. and Chadwick, F., 2020). 
Today social media and digital marketing play a key role in the economy. The internet makes everything possible and is a method of communication between people and organizations, to connect with each other and do business.  Through Digital technology companies connect with each other for online business, meetings online, and extend to the global market. Digital technology is a marketing communication and traditional marketing channel and is part of the marketing mix. By learning to use technology like emails, websites and blogs, marketers can make strategic decisions and plans that can help the business. Social media has three different types: social community media like Facebook, LinkedIn, social publishing media like YouTube, and social entertainment media such as gaming, all of which makes money (Jobber, D., and Chadwick, F., 2016). 
Where and how to promote the business in social media platforms depends on the company strategy. It works differently on each platform. The advantages of social marketing networks are that it is cheap as it is possible to create a free account, and post on many platforms to share information and messages with other members. It can build relationships with customers, connect directly with people, send them posts and means marketers can chat with them. Via social media companies can learn more about customers, because people post personal information, such as what they prefer, and taste. The disadvantage is that it is time-intensive.  Big businesses can employ more staff to manage their marketing online as publicity is more effective when it takes place online. To be more effective in a market, businesses can be members of the social media community, however, businesses and online platforms can increase the risk of criticism and be hacked. Negative posts from angry customers, ex-employees, and opponents are also hackers who target pages and spread false information, all of which can lead sales to drop (Word, S., 2020).
 
Marketing is essential for businesses and the internet is more effective for selling products. The internet has grown as a marketplace in the last few years, but Covid provided important lessons for companies to look after customers especially the more vulnerable customers such as the elderly and disabled. 
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