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Introduction 
Marketing forms the core part of business operations. As it is, the main reason for the existence of businesses is to earn profits for their investors. This objective can only be achieved through the marketing of the goods and services produced by the businesses and hence ensuring the generation of revenue. This paper offers an analysis of the marketing fundamentals and the role that they play in business. 
The role of marketing in organizations
Effective marketing is a key determiner of success in business operations. According to Kaur (2017), the development of the right marketing strategies makes it possible for businesses to attract the right consumers and hence register better performance. The ability to attract the right customers is often an important aspect for any organization since it leads to optimal revenue generation. As it is different consumers have different attitudes and purchasing power. In this regard being able to attract consumers with ideal characteristics will make it possible for a business to generate revenue effectively. 
Asides from that effective marketing enable businesses to effectively utilize their resources. As stated by Bondarenko, Kalieva, and Pisareva (2018) the marketing process often consumes a significant fraction of company resources. This is especially evident in competitive markets where the businesses are required to compete with other firms for consumer attention. In such instances, businesses are often compelled to channel an immense amount of resources towards attracting consumer attention. The development of effective marketing in such instances makes it possible for the business to optimize the benefits of their resources (Bondarenko, Kalieva, and Pisareva, 2018). The ability to ensure prudent use of resources in this case allows businesses to archive their goals in regards to attaining profitability irrespective of the conditions in their environment. 
Effective marketing is also important for protecting the corporate image. Chernova, Tretyakova, and Vlasov (2018) postulate that marketing allows businesses to communicate with external stakeholders. The use of advertising, in particular, makes it possible for a business to address issues of contention and subsequently boost its corporate image. One notable instance where corporate image advertising has been used was in the case of BP energy. After the oil spill accident in 2010, the company’s image was extensively damaged with a threat of diming the company’s prospects in the sector. The use of advertising, in this case, was essential towards addressing the negative concerns and portraying the company as being environmentally conscious in its operations (Chernova, Tretyakova, and Vlasov, 2018). Resultantly the company has been able to redevelop its brand and position in the industry. In this particular instance, marketing is an essential tool for addressing any issues affecting the brand of a company. 
Good interaction with external stakeholders such as consumers is also essential in generating sales. Notably, the existence of positive relations with the consumers implies that the business will have a soft spot among the consumers hence boosting sales. One of the notable areas where this has been reflected is in the portrayal of a company as being environmentally responsible. Recent analysis shows that consumers prefer those companies which are actively engaged in the conservation of the environment. According to a study by Townsend (2021), 88% of consumers are interested in helping companies make a difference in regard to environmental conservation and the creation of sustainable production. In this regard portraying a company’s involvement in such activities makes enhances the volume of sales which can be generated. 
Apart from that, marketing acts as an educational strategy that makes the consumers aware of the various benefits associated with the products and services generated by a company. During the introduction of new products and services, there is often low information available to consumers regarding the existence of such products. As stated by Bell, Auh, and Eisingerich (2017) marketing entails the elaboration of the advantages and the features of the products. In this regard, marketing assists in drawing the consumer's attention to such products and hence generating sales. This is based on the premise that information provided by marketers allows the consumers to link their needs with the unique qualities of the products. In this case, they can then determine whether the products can solve their needs. This trend is essential in making sales. 
Factors affecting the macro environment (PESTLE) and how this impacts marketing decisions within organizations
Political factors
Political factors are a primary determiner of business performance. The politics of any country affect the creation of regulations and the overall stability of a country. Business is highly reliant on the existence of a stable political environment since it encourages commercial activities. In addition to that policies adopted by the government can either support or undermine business activities. For instance, a government that invests in the local markets can spur economic activities and hence create a conducive environment for businesses. The existence of a conducive environment can inform businesses to improve their marketing activities due to the widening of the market. 
The presence of tariffs on the other hand can impede a company’s capacity to operate in certain markets. As was highlighted in the particular of US and China in the recent past, the increase in tariffs has led to the halting of business operations. In such instances, an increase in tariffs makes it necessary that a business should halt to their operations in a certain region (Dong and Kouvelis, 2020). This is a necessary decision given that continued marketing of products in such a market can lead to the business experiencing losses since their goods will be relatively more expensive as compared to that of local companies. In such instances, therefore, a business should make a decision of halting its marketing operations. 
Economic factors 
Economic factors such as interest rates, inflation rates, and exchange rates are the key determiners of a business's success. Notably, a rise in inflation rates is indicative of a challenging economic environment. As stated by Jaravel, and O'Connell (2020) rise inflation often leads to reduced consumer purchasing power. Such a condition leads to a reduction in the volume of sales that can be generated by businesses. In regards to such conditions, businesses are often motivated to minimize their marketing activities since they are unlikely to result in improved sales. Asides from that a reduction in consumer purchasing power often motivate the adoption of aggressive marketing practices. According to Brooksbank, Subhan, and Calderwood (2018), aggressive marketing practices are often essential for allowing companies to increase or maintain sales during challenging conditions. A rise in inflation rates and interest rates are some of the notable conditions which can inform businesses to become more aggressive in their marketing campaigns. 
Social factors
The marketing approaches adopted by businesses is also largely affected by social factors such as population growth rates, changes in attitudes towards health practices, lifestyle, and consumer buying habits. The demographics and population growth rates are particularly essential determiners of marketing operations. For instance, an increase in population in the targeted market implies that there will be a rise in demand for goods. According to the law of supply and demand, a rise in demand at a higher rate than the available goods leads to increased demand (Agwu, and Onwuegbuzie, 2018). This condition as such compels businesses to improve their marketing activities in order to meet the rising demand. 
The continued aging of a population for instance leads to an increase in demand for products that are considered necessary for the aged. For instance, such a trend will result in increased demand for dentures. In response to such a trend businesses should change their marketing activities with a focus on being more responsive to the needs of the aged (Agwu, and Onwuegbuzie, 2018). In essence, the marketing mix in such instances should become more focused on meeting the needs of an elderly population. This condition is particularly true in most western countries where the population is comprised of more elderly people as compared to young. 
Technological factors 
Technological tools such as internet connectivity have improved the handling of business operations. An overall improvement in technological factors has a positive impact on the handling of marketing operations. Every marketing decisions have to take into consideration the most effective technological tool for reaching out to the consumers. 
Legal factors 
Asides from that the introduction of stringent regulations of marketing practices can compel companies to change their marketing operations. One of the notable aspects that can motivate the change in marketing principles is the introduction of laws that discourages deceptive advertising. According to Zhang and Huang (2020), businesses are often included to adopt deceptive advertising since they are more attractive to the consumers. The introduction of stringent laws however compels businesses to abandon such practices as it can lead to them being penalized. 
The author's regulatory aspects that may compel a chance in marketing include increased regulatory monitoring of unfair marketing campaigns. The emergence of such a condition makes it necessary that a business should be more focused on the creation of fair advertisements that may not affect other companies. The adoption of such an approach is necessary for avoiding costly mistakes.
Environmental factors 
Businesses are required to be environmentally responsible in their operations. Consumers have also become more informed regarding the need to conserve the ecosystem. Such changes in attitudes towards environmental conservation as such compels businesses to be more inclined to sustainable practices. In particular, the trend encourages businesses to make marketing decisions that support environmental conservation. For instance, the marketing teams will be more inclined to portray their organizations as being concerned with the conservation of the ecosystem (Golob and Kronegger, 2019). Essentially the focus on environmentally related issues will form a significant part of the advertisements that are developed by businesses in response to consumer attitudes. 
Adapting Marketing in an Increasingly Digital World
The increasingly digital world is affecting businesses in myriads of ways. As stated by Bakri (2019) digital communication is altering the way businesses engage in marketing operations. The adaptation to the increasingly digital world in this regard is essential for the survival of businesses. According to Lashgari, Sutton-Brady, Søilen, and Ulfvengren (2018) adapting to new environments are essential to ensuring the continued survival of a business. Digitalization in particular has been linked with the general improvement in business efficiency due to automation of operations and the lower costs required to support business activities (Lashgari, Sutton-Brady, Søilen, and Ulfvengren, 2018). 
The emergence of social media platforms for instance has significantly enhanced the capacity of businesses to interact with external stakeholders. According to Lashgari, Sutton-Brady, Søilen, and Ulfvengren (2018) businesses can adapt their marketing by embracing the use of social media. In essence, the use of social media offers businesses opportunities for closely interacting with their consumers and hence determining effective strategies for marketing decision making. As it is the presence of consumer data is essential for making marketing decisions. Some of the data which can be acquired from such interactions include feedback on the effectiveness of the products and the marketing techniques put in place (Chen, and Lin, 2019). This condition as such makes the use of social media an important additive in the implementation of marketing operations. 
The creation of videos is another tool that enables a business to effectively inform its consumers of the advantages of its products. As stated by Jacobson, Gruzd, and Hernández-García, (2020) social media platforms offer tools that can allow for easy sharing of content. In this regard, the use of social media increases the likelihood that the business can reach out to more consumers with relatively low costs. The use of infographics is another effective way for communicating the product features to their prospective customers. In this case, the relative ease of sharing data makes such platforms to be essential for marketing. The creation of profiles on the various social media platforms will also be essential to ensuring the continued visibility of the company brands. In essence, prospective consumers can easily acquire information from such platforms and websites which can boost the company's performance. 
The use of social media platforms is also essential for generating traffic to the company websites and hence optimizing the visibility of their products. The creation of links on social media platforms in this case allows the consumers to gain additional information from its websites. This can be essential towards lowering operational costs. Given a large number of social media users, the provision of links to company websites on social media platforms can translate to increased sales. Companies can boost their marketing operations by creating hashtags. As stated by Rauschnabel, Sheldon and Herzfeldt, (2019), the use of hashtags leads to improved engagement with prospective consumers. This is attributed to the fact that the use of such tools allows the consumers to label their content and hence allows easy tracing by the social media users. This is particularly effective for visibility in social media platforms where there are large volumes of information. Asides from that the use of hashtags can ensure rapid popularity if the camping achieves viral status (Rauschnabel, Sheldon, and Herzfeldt, 2019). 
Conclusion 
In summation, marketing is an important business practice. As stated above marketing allows businesses to create awareness regarding the advantages and the features of their products and hence generating sales. This is important for the attainment of the key objective of businesses which is the generation of profits for the stakeholders. The analysis also reveals that marketing is undergoing numerous changes largely due to the changes in the macro-environment. Political, environmental, social, economic, legal, and technological factors also determine marketing strategies adopted by businesses. Businesses should also adapt to the increasingly digital environment by embracing the use of social media in their activities. Creating social media profiles for instance allows businesses to maintain visibility for their products. Apart from that, businesses can rely on social media in generating feedback from the consumers and hence boosting their marketing activities. 
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