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Introduction
Marketing is one of the primary activities of the organisations to promote their products and services to the customers. According to Philip Kotler (2020), "Marketing as a process which is used to regulate which products or services may be of interest to customers". Therefore, marketing is basically the process by which the demands of the customers can be fulfilled by the organisation with their production services by understanding them properly. But the development of marketing from time to time has changed lot of things significantly although the basic purpose and importance of marketing is the same for the organisations (Lamb, et. al., 2016). In this report, the purposes of marketing along with its importance for the success of the organisation, and the importance of analysing the factors of macro environment have been described thoroughly with appropriate examples (Hester, 2019). The changes in the marketing strategies because of the development of digital marketing have also been discussed in this report by analysing the impact of this marketing strategy in the profit maximization process of the organisation which will definitely give the readers of this report appropriate idea about how marketing has changed and how digital marketing is helping the organisations much more than the traditional one in maximizing their benefits in this competitive market.
Marketing is one of the primary activities of the organisation. It is very important for any business because the customer engagement can be ensured by the organisation with the help of marketing. In addition with this, the brand value and reputation of the organisation can be increased with the help of efficient and effective marketing (Kotler, & Gary, 2018). Retention rate of the customers and making the customers loyal for long time can also possible with the help of marketing. It is the only communication strategy that all the organisations have in hand in order to offer their products and services to the customers for sale. Marketing process helps the organisation to boost up its sales and increase the profitability of the business by reducing the economies of scale (Hague, et. al., 2013). The purpose of marketing is basically generate revenue of the products and services of the organisation by establishing different kinds of strategies to attract customers and creating long-term bonding with them by the sale of the products or render of services (Moore, & Pareek, 2010). So, the importance of marketing in the establishment of business is very high. Effectiveness of the marketing activities can create impact in the performance of the organisation in six different manners. First, it helps the management of the organisation to learn about their customers. It helps the customers to know about the products and services of the organisation (Hsu, 2019). Therefore, exchange of information about the products and services of the organisation is very much possible through marketing activities. This is basically the demands and value creation activities of marketing. Second, because of marketing, reaching to the target customers has become quite easy for the organisations. Small and medium-sized enterprises can go for niche marketing where large business organisations can go for extensive marketing activities and both of them are basically working with the target customers to promote their products and services (Dahlen, 2010). Ultimately, marketing is equalising the opportunities of the organisations of all types. Third, in order to ensure a healthy relationship with the customers and keep the profitability of the organisation going, marketing is essential. 
Customer engagement Strategies for different business organisations are completely different (Clerck, 2014). For example, in the recent time, home delivery system of different kinds of fast Food business organisations are making it quite comfortable for the customers to order the products and get their food in the door steps results in increasing the engagement of the customers significantly. Fifth, marketing is all about creating demands in the mind of the customers in order to sell the products of the organisers. Marketing is all about increasing the profitability of the business by reducing the costs of production which is basically the result of economies of scale (Su, 2018). And organisations should get involved in effective marketing activities in order to increase the sales of their products. Finally, marketing helps the organisations to get appropriate information about the future trends of the industries and take appropriate precaution and make appropriate plan about the new business strategies for future (Verbeke, et. al., 2010). 
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Figure 1: Porter Competitive Advantages
Source: (Pulizzi, 2020)
This particular process is basically helping the organisation to achieve economies of scale result in making the organisation to maximize its profit and establish the business in the industry by outperforming others in the market. For example, marketing is trying to ensure sustainability of the organisation buy different kinds of activities such as analysing the attractiveness of the industry, demand condition, supplementary products, and other conditional factors (Keller, 2019). According Michael Porter's competitive advantage theory, marketing is trying to ensure appropriate relationship with all these factors in order to achieve they are targeted goals and objectives of making settlement in industry by dragging all the opportunities (Keller, 2019). For example, an organisation must have to be very aware about the industry, and competitive products before proceedings towards the establishment of their products in the market. Unilever is always very much aware about the market where they want to increase their portfolio. In this regard, market analysis is very important. Unilever has done different marketing activities for different countries in order to focus on the concentration level of the customers of different countries of the world. 
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Figure 2: The Marketing Process: Creating and Capturing Customer Value
Source: (Key, 2017)
Now, while thinking about value creation, marketing is going through specific process. Marketing is basically helping the management to understand the Marketplace properly along with the demands of the customers, according to the understanding of the customers the marketing strategy have been set, in order to create value for the customers marketing program need to be established appropriately according to their demands, and after implementation of the marketing strategy long term relation when the customers can be built easily (Sammut-Bonnici, & Galea, 2015). All these things will definitely increase the value of the products and services to the customers and make the marketing process effective for the organisation.
Every single business organisation has two different types of environment. Macro and micro are different types of environment. Micro environment consists of the elements those can be controlled by the organisation whereas macro environment cannot be controlled by the organisation (Reid, & de Brentani, 2015). At the time of thinking about the planning of business, organisation needs to understand the impact of macro environment properly in order to make their strategy logical and realistic. Among thousands of elements in macro environment, there are 6 (Six) elements those have been taken as the major macro environmental element for business about which organisation needs to understand properly. By the help of PESTLE analysis, all these factors can be evaluated efficiently in any business environment for any organisation. 
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Figure 3: PESTLE Analysis
Source: (Guttmann, 2021)
Politics is the most influential element of a country which can create significant impact in the business processes of the organisation. When an organisation is thinking about political factors of business, there are a lot of things about which organisations need to think properly (Glanfield, 2018). For example, tax policies, business and trade restrictions, tariff, bureaucracy, political unrest and so on. At the time of analysing the market to promote the products and services of the organisation, it is important for the marketing people to analyse the political factor properly. Otherwise, promotional costs will definitely become very much difficult for the organisation to recover due to lack of chances of implementing a strategy for business expansion (Guttmann, 2021). 
Economy of a country is basically representing the capability of the people of that particular area. Economic can create significant impact in the performance of an organisation because all the information and factors of economy is basically presenting the progress and the current condition of the country and its people (Kotler, 2012). For example, economic factors have economic growth rate, GDP, interest rate of the country, exchange rate, inflation rate, unemployment rate and so on. Having proper knowledge about all these issues will help the organisation to understand what products they have to offer to the customers and how they should do that in order to make it purchasable for the customers. Sometimes, the performance of products and services of the organisation is very much dependent on social and cultural factors. There are different countries of the world who are basically following their cultures and norms at the time of using products of other parts of the world. Lots of restrictions, superstitions, and mental barriers are there among the people of different parts of the world in using the products and services other parts of the world (Shimizu, 2014). 
Therefore, social factors such as belief and perception of the customers, health issue, population category, demographic segmentation, age level, opinion of the people and so many other things can easily ensure the success or failure of the products and services of the organisation. For this reason, evaluation of the market according to these factors is very crucial (Lieb, 2011). In the recent time, the development of technology and the global disaster of COVID 19 of have changed the entire complexion of the business world (Arrive, 2021). Organisations are now very interested in expanding their business with the help of online businesses by using different kinds of technologies. 
Moreover, technological devices and development can easily create impact in the production of the organisation which helps the organisation to achieve economy of scale quite easily and make the organisation more successful than ever (Arrive, 2021). Therefore, technology can create significant impact in the performance of the organisation. In addition with this, research and development activity, automation, and constant changes in the technology will definitely help the organisations to perform much better in future than the past (Digital, 2020). For this reason, having efficiency in promoting the products and services with the help of technology such as social media marketing, online marketing, digital marketing, and so on will definitely create significant impact in the brand value of the organisation because of the reach of the customers is more and faster with the help of these marketing strategies. For this reason, having proper knowledge about the technological environment of a country will help the organisation to make proper marketing plan about their products and services while they are thinking of business expansion in different markets or expansion of business with different products (Digital, 2020). 
At the time of doing business in national boundary, organisations on the need to think about national regulations. But while thinking about international business, organisation needs to deal with lots of different kinds of issues. All these elements will definitely create significant impact in the business strategies of the organisations (Insights, 2020). For instance, the changes in the industry regulations, licence and permits, intellectual property act, patent, labour laws and so many other things will need to be appropriately analysed before proceedings towards the expansion of the business in different parts of the world. For example, legal restrictions can create significant impact in the promotional campaigns of the organisations in different parts of the world. In Spain, it is very common to use the competitors name directly in the advertisement where in south Asian countries like India and Bangladesh, it is completely restricted to use competitors name in the promotional advertisement by any means. Therefore, legal rules and regulations are needed to be followed by the organisation properly before proceedings towards any kind of marketing activities (Blaney, 2012). 
The nature of the products and services that the organisation is offering to the customers are needed to be appropriately analysed as per the environmental factors because according to the changes in the environment the demands of the customers may get changed quite easily (Insights, 2020). For example, the weather condition, the temperature, changes in the climate, the population, natural disasters, and so many other things which people cannot control are basically influencing people to take their decision about using different kinds of products and services. For example, half sleeve t-shirt is very popular in south Asian and African region whereas this products not going to work in Scandinavian countries due to the cold weather. For this reason, at the time of picking up the market for this kind of products, it is necessary for the organisations to evaluate the environment first otherwise they will to not be able to reach the demands of the customers by any means. 
Digital marketing has now become one of the most common sources of promoting products and services of the organisation (Arrive, 2021). This is basically the strategy adopted by the organisation for promoting their products and services through online platforms such as websites, social media, and so on (Arrive, 2021). Digital marketing can create significant impact in the performance of the organisation as people and now getting very much used to with different kinds of technological devices and online platforms such as android phones, Facebook, Instagram, different kinds of online pages and so on (Blaney, 2012). Therefore, the impact of digital marketing will be significant in the performance of the organisation. Digital marketing is helping the organisation in different manners. By the help of digital marketing, organisation has to pay a very little in comparison with the traditional marketing l strategy to promote their products and services results in helping the organisation to reach maximum number of customers at low cost which is very cost effective for the organisation (McGruer, 2020). 
Besides, reaching the customers is very easy in digital marketing which is very quicker than traditional marketing activities results in increasing the sales and production of the organisations which ultimately helps the organisation to be more profitable and more popular to their target customers. Therefore, the impact of digital marketing is definitely significant for any business organisation at present. As example, Search Engine Optimisation can be taken. By the help of this marketing strategy, organisation will be able to keep themselves at the top of Google search in order to reach customers before anyone else in the industry (Valenzuela-Fernandez, et. al., 2019). Content marketing has also become very popular nowadays because it is easy for the marketers to reach the people by promoting their products in different video contents or any other contents in YouTube, Facebook and so on. The promotional campaign of different movies are now taking place in content marketing strategy by the help of youtubers and bloggers in order to reach large number of customers quite easily and quickly. Sponsor content, and social media marketing have also become very popular nowadays (Turban, et. al., 2016). Organisations are using Facebook, Twitter, Instagram, Snapchat LinkedIn, and so many other different kinds of social media as the promotional channels for their products and services to ensure the reach of their promotional campaign from the top level to the middle level till the lowest level of the people of the society (McGruer, 2020). 
Conclusion
Just like business activities, marketing is also getting changed day by day. The digital marketing strategy has already outperform the traditional one in many phases in order to reach the customers and increase the profitability of the business. In the recent time, because of global pandemic condition, organisations are now interested in online business and online promotion which makes them much more profitable in comparison with their business strategies in previous years. Therefore, having proper knowledge about different marketing strategies specially online business and marketing strategies will definitely help the organisation to perform better in this present competitive business industry. In this regard, it is important for the organisation to have proper knowledge of marketing in order to turn the traditional marketing activities of the organisations into the digital one.
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