Marketing Assignment 2
In this essay we will be looking at marketing and how it is used within an organisation, we will look at the rewards when marketing is done correctly and the effects of poor marketing on an organisation. While looking at marketing within an organisation we will examine factors that can influence a marketing campaign, while also evaluating how marketing has evolved in the digital era with such technologies as social media and the internet in general. According to the CIM (Chartered Institute of Marketing) marketing can be described as “the management process responsible for identifying, anticipating and satisfying customer requirements profitably” (CIM, 2019). Based on this definition it is understood that marketing is a key component for any business if they wish to succeed. Customers are essential to a business and identifying requirements of a customer such as a gap in the market of a certain product could lead it to be profitable to the organisation, anticipating customer requirements can provide a business success, such as seasonal requirements over Easter and Christmas with items like food, alcohol, and gifts. Finally, being able to satisfy these customer needs will lead them to make purchases from the business and in turn provide the business with income and profit. Marketing comes in two different forms, Traditional and Contemporary. Traditional marketing is the marketing campaigns you have seen for many years while watching tv or while reading your favourite magazines, this type of marketing is aiming to do one simple objective, to make you buy the product and can be targeted to certain customer demographics. Traditional marketing does not allow two-way conversation between an organisation and potential customers. Contemporary marketing has taken off with the nonstop growth of the internet, this form is reliant on satisfying the customers' needs, this is often achieved by social media, mobile phone apps or well-designed website customers can easily contact organisations to obtain further information or services using this method (Carmichael, 2019). 
There are several types of markets in which a marketing campaign may be targeted, and these are listed below.

Consumer – Where a product or service is targeted directly to the public, this is often the person for whom the product is designed. 
Business - Products or services directed towards other businesses, this is often the outsourcing of services such as cleaning or HR but could be products such as stationery or materials. 
Not for profit – Typically charities use not for profit marketing, this type of marketing is designed to raise awareness or to influence people to donate to the cause. 
Government – This has been in the public eye more over the last twelve months with the advertising of government campaigns in the fight against COVID-19 such as the hands, face, space slogan. 
Public Sector- Public Sector marketing could be used by councils to generate attention like government markets but on a more local scale. 
Global Market- Where goods or services are advertised on a global scale. People across the world have access to products and services. This has become much easier in the digital age.

Marketing dictates many business decisions that would be made by an organisation. An organisation that is looking to expand by opening new stores would use marketing methods to find the best areas in which to locate their stores, they could do this by looking at the demographics of the surrounding areas around a possible new location. If the store sells high-end products it is less likely to appeal to an area where there is an elevated level of unemployment as the typical customers in that area potentially have less disposable income than those with low levels of unemployment (Entrepreneur Media, 2015). (Waters, 2021) confirms this theory and suggests that when a business is looking at opening a new store location looking at quantitative data such as the most recent census would be beneficial as this can be a valuable source of information, however, the census can be out of date as this is only carried out every ten years. Qualitative research could also be beneficial to anyone interested in opening a new retail location. Observations of the local area and customers shopping habits or consumer surveys could help to judge if the location would be a suitable fit for the organisation (Bhandari, 2020). 
The above method of sourcing locations is within the 7 p’s of the marketing mix, the marketing mix is a mixture of aims and objectives used while marketing a product or service. Originally there were only 4 p’s that were used in the marketing mix, these were product, price, place and promotion, the 4 p’s are aimed at marketing to sell products and later an additional 3 p’s were added to the marketing mix, the addition of the extra processes enables organisations to market services using the marketing mix, these were people, processes and physical evidence (Ndukwu, 2021). The 7p’s do have some disadvantages, (Kar, 2012) suggests that the current marketing mix does not put enough emphasis on service delivery and customer service, two very important aspects in customer retention. Customer retention is when a customer returns to purchase from the business following an initial purchase, this is important when building trust with customers and especially when building a new business. Businesses who focus on customer retention typically have lower marketing costs as they can rely on repeat custom to prop up the majority of its sales (Hodak, 2021).

An organisation that has wider goals such as looking out for the environment could incorporate this within their marketing strategy. Societal marketing can help attract customers who have an interest in the environment and are conscious in the selection of their purchases to suit their beliefs (Snare, 2017). By marketing in this way customers can choose an organisation by their core values if they suit their own, however, organisations must ensure that if they are marketing their business processes or products as economically friendly that they are doing so, as well as having full transparency on their practices. In 2019 fashion retailers such as H&M and Zara faced accusations that the claims that some of their garments were less polluting lacked the evidence to support their claims. The term for this type of accusation is greenlighting (Jandossova, 2019). Accusations against an organisation for practices such as greenlighting will harm the organisation.
A marketing campaign may target certain objectives for it to be deemed successful, some campaigns may want to improve sales of a product, or the organisation may wish to obtain a larger brand identity. Once a list of priorities has been set out by an organisation, they may want to make a list of SMART objectives to aid in the implementation, SMART stands for 

Specific – Goals must be clear to understand – If a goal is not specific this could lead to misunderstanding and poor results.

Measurable – Success or failure should be able to be measured so that alterations can be made along the way if necessary.

Achievable – Goals should not be unachievable otherwise the business is setting itself up for failure.

Realistic – The organisation must determine that they have all the resources required for the campaign to be a success. If the organisation does not have the equipment, finances, or time required for the task then it is likely to fail.

Timebound – Setting a clear timeframe will encourage people working on a project to keep to deadlines set.

Only if an objective passes the SMART test should an organisation implement changes as failed ventures by any business are likely to cost the business in time, money, and reputation (Rocco, 2018).

External factors can also affect the way an organisation operates, and the role of a marketer is to constantly review environmental factors that may affect the business. Factors that can affect a business can be broken down into two sections, its microenvironment, this environment is controllable by the organisation and includes such things as supply chain whereas the macro environment is less controllable by the organisation and includes factors on the PESTLE framework. PESTLE stands for Political, Economic, Sociological, Technological, Legal and Environmental (Blythe, 2019). 

Economic factors change regularly, in the UK the national living wage is the minimum wage that must be paid to employees over twenty-three years old. The rate of the national living wage is reviewed annually and changes on 1st April and in 2022 will move from £8.91 to £9.50 (GOV.UK, 2021). Organisations need to be up to date with their payroll records as if a company is found to not be paying its employees the minimum wage, they could face fines of up to £20,000 per employee or face being prohibited from being a company director for up to 15 years (ACAS, 2021). In 2021, 191 UK based companies such as John Lewis and Body Shop were named as those sanctioned for not paying their employees the correct rate of pay, in total the companies were fined a total of 3.2 million pounds and had their names publicised for not paying their employees the correct rate of pay would show their organisations in a negative way (Peat, 2021). 

In 2018 the general data protection regulation (GDPR) came into force in the UK and dictated how organisations should deal with customer data and what should be done to protect it. Part of the GDPR legislation included how organisations must deal with customer information on mailing lists, organisations are only allowed to keep details on their records for two years unless authorisation is renewed by the customer and there should be an obvious way the customer could unsubscribe should they wish to do so (Cooley, 2018). (PDS, 2021) suggest that mailing lists are a valuable resource to an organisation due to their low cost and ability to maintain contact with customers that have a previous purchasing history, however, the details must be protected, or an organisation could face heavy fines. The largest fine for breaches in GDPR was handed to Amazon in July 2021, the fine was $888 million following complaints about how Amazon dealt with customer information in their advertising targeting system, it was found that customers were targeted by advertising without permission (Data Privacy Manager, 2021). 
Political factors can also have a significant impact on marketing decisions within an organisation, taxation levels can have an impact on the pricing strategy and organisations must analyse the market to ensure their products remain competitive. In 2018 the UK government introduced the sugar tax; this tax was added to drink products that contained higher levels of sugar and are designed to reduce childhood obesity and diabetes. Some organisations such as Iron Bru and Ribena amended their ingredients to avoid the higher tax and keep the costs down for their customers whereas some have passed the extra costs directly to the consumer (BBC, 2018).

The digital age has completely changed how an organisation markets their business or products, no longer are customers having to search through books such as the Yellow Pages for company information as the information is available at their fingertips on websites such as Google, and with skills such as SEO (search engine optimisation) organisations can gain advantages over its competitors. Customers are now reachable on a much more global scale through social media and you can even engage with potential customers that fall directly into their target audience. 2.7 billion people use Facebook every month, built into Facebook are all a user’s likes, dislikes and geographical data as well as age, gender and ethnic origin, Facebook allows you to select the details of whom you would like to target within the provided criteria (Facebook, 2021). However, being visible on a larger scale can also be a hindrance to a business, in the age of the cancel culture a business must ensure it always remains in a good light to avoid bad publicity and/or cancelled. “Cancelling involves rejecting or cancelling a person/brand/entity either on social media or in the real world” (Lobo, 2020). Most recently lingerie business Victoria’s Secret had faced criticism of the models chosen on their advertising campaigns, the models were seen as having unattainable body images. In response to the criticism faced by Victoria's Secret, they amended their original methods and began to use popular figures as spokespeople such as Morgan Rapinoe (US female football player) and Valentina Sampaio (Brazilian transgender model). By rebranding in this way, the idea was to make the brand seem accessible to all (Cheapism, 2021). Social media marketing is typically cheaper than the more traditional methods and is in some cases free and comparison, to more traditional methods of marketing such as magazines, newspapers, or radio adverts. Social media campaigns give more value for money to an organisation due to its better cost per 1000 impressions, this is how much an organisation must pay to reach 1000 potential customers (Lyfe Marketing, 2021), coupled with the targeted audience goes to show the benefits of social media marketing to an organisation. Marketing is much easier to be adapted when done digitally, external societal issues such as COVID-19 can be reacted to much quicker when dealt with within the digital age. Imagine the Uncle Sam U.S Army posters during World War 2, if we had been in the digital age at that time, Uncle Sam would have been seen by a much larger audience and would have saved on printing and distribution costs during a time of war.

In conclusion, marketing when managed correctly can enable an organisation to thrive in an ever increasingly competitive market, it can help the business to choose where and when to advertise a product or service and save them from wasting time and money on ineffective, poorly thought-out campaigns. Marketing is an ongoing process for any organisation and any mistakes could prove costly both financially and in reputation, however, by following simple templates such as the 7 p's an organisation can create the perfect way in which to market products or services. Once a marketing plan has been created a SMART list of objectives can ensure the success of a campaign.
Marketing must be maintained by an organisation regularly to remain within the legislation as the laws around such subjects change as it did in 2018 when GDPR shook up the business world, the penalties for not keeping on track of such changes can be catastrophic for businesses large and small, not only financially but also by reputation. Reputation is becoming ever more important in the digital era, as highlighted above businesses must maintain their good name or risk their brand being tarnished in the media or on social media, brands being cancelled has the potential to cost organisations greatly in lost revenue or the costs of rebranding, so they need to ensure the business is constantly seen as doing its best. Social media has changed how businesses interact with their customers, now businesses can be accessible 24/7 via Facebook or Twitter, and we are sharing much more data with organisations than we ever have before, this is enabling businesses to provide us with the best possible services and in doing so saving businesses millions in advertising costs. Businesses can now have advertisements pop up on our mobile phones wherever we are and based on data already provided it is likely that these products are already of interest to the customer receiving the notification, this is the future.
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