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The following essay will contain information in regards to marketing, to be more precise an evaluation of it. It is of worth mentioning that the topic of marketing is extremely wide and there is substantial and continuous parley in regards to a fixed denotation for it, since is an ongoing developing area of study (Blythe, 2006, p.3) which grows and changes as society evolves. However, by looking at Paul Fifield’s (1998) interpretation of what marketing consists of, we can apprehend pretty accurately what it involves, and develop personal elucidations which will aid to understand the concept of it much clearly. Fifield expresses that the conceptualization of marketing is formed by a quartet of features which entails “an attitude of mind; a way of organizing the business; a range of activities; the producer of profits.” Fifield (1998, p.14). Now, this is still a quite ample stimulative, but it is a functional doctrine to use as foundation. Business tasks rely in a lot of personal judgement and they can come across as undemanding affairs of effort. However, this doesn’t inquire that is trouble-free. Organisations are subject to constant unforeseen circumstances as they depend on trends that their customers generate, which most of the time will be altered in a short span of time. To aid organisations in these type of pressurising situations, sectors like marketing have been implemented to be ready to react straight away and not recess business activities (Drummond et al., 2007, p.3). To support this notion, this essay will analyse the role of marketing within an organisation and will identify factors and trends that influence the macro environment, which will be accompanied by the after effects on marketing decisions. Furthermore, it will also be discussed the way marketing should be modify to meet the standards that the evolution of the digital world has set. 
The process of marketing entails more than just the broadcasting and auctioning of goods or services. It’s a practice that requires pronounced involvement with customers with the objective of perceiving their requisites and so thrive to fulfil them, to be able to differentiate from competitors in aspects such as worth and cost, which will ease the vending of the commodities offered (Kotler et al., 2020, p.6). Flaten (2008) supports this principle by asserting that “without knowledge of customers it is impossible to optimize customer satisfaction which is the ultimate goal of marketing” (Flaten, 2008, p.108). Placing this information as substratum, an analysis of the importance of marketing within an organisation can be extracted, which has generated a personal speculation that marketing is the backbone of an organisation or to rephrase it, the most significant link to success. The envisaging of an organisation that doesn’t make use of marketing, provides very pessimistic outcomes. However, this doesn’t insinuate that marketing is perfect, there are a variety of lacking areas that need improvement, such as the marketing research division. Many organisations neglect the importance of this section within marketing, which is actually one of the main components that allows for the construction of long and short term organisational goals (Crouch & Housden, 2003, p.16). This is due to the fact that it inquires quite a lot of financial funding to be able to be executed, which is quiet off-putting for organisations that might not be in possession of the necessary means, which as mentioned, will lead to the disregarding of this segment, affecting the overall marketing performance. An organisation’s main goal consists in the continuance to perform its activities through quality performance and adroit response to changeability in the market (Sitkin et al., 2011, p.544) . However, without the implementation of marketing failure is definite, as there would be no data in regards to customer preference, leading to the production of undesired products in the market, additionally conducting to unfavourable results such as the dissipation of time and money. This would completely damage an organisation’s performance, placing them in a very disadvantageous position in comparison to other competitors. Furthermore, an organisation’s response time to unpredictability would also be defaced, as they would have not undertaken any sort of research within the market place which would have allowed them to prepare and react accordingly, which again will put them in a difficult situation. In the case of marketing operating within an organisation, these situations would not be expected, as the usage of marketing would create a path towards what is meant to be the right choice for the organisations’ well-being and success ( Cameron, 1986, p.5). Ergo, marketing is one of the main pillars that supports an organisation to achieve their objectives & goals.
There are a variety of factors and trends which can affect and influence the macro environment, which moreover impacts marketing decision making. The macro environment refers to the conditions outside the organisation’s environment which they have zero to none control over, this can also be addressed by the elision PEST or PESTLE (Luck, 2010, p.43). Organisations don’t have any alternatives but to be influenced by theses external factors which can be quite unpredictable (Lancaster & Reynolds P., 2005, p.19). In consideration to marketing decisions making, there are a variety of responsibilities that the position of a marketer upholds, but the main liability for marketing relies in segmenting, targeting and positioning also distinguished by the acronym STP   (Venugopal, 2010, p.1958). The main goal of this selection method counts towards the construction of a much proficient competitive position. Returning to the external factors that affect the macro environment, we’ve got the political parties that influence organisational performance through legislations concerning trade & industry (Blythe & Martin J., 2019, p.26). Most of the time, the implemented legislations bring some sort of benefit for organisations, however, there are many situations where the government exploits their authority and demands higher cots in regards to financial transactions emerging from external sources, which situates organisations in a complex situation, as this might incur the loss of investors or suppliers ( Joshi & Beck, 2018. p.4). The purpose of the government with these type of actions is to generate some sort of revenue to use for governmental resolutions and to establish a stable financial position for their communities in times of economic recession. In regards to marketing, this would entail investment towards external commerce to try to captivate not only customers, but the third parties involved that allows for the functioning of the organisation. One economical factor that has got the largest impact on organisations, is the national income. An increase in the national income incurs higher spending from individuals and an increase in sells for organisations which will allow for their profit margins to expands as well (Griffiths & Wall, 2011, p.259). This would imply an increase for the marketing budget, which would allow for optimal performance in regards to STP, leading to the approximation of a larger audience. However, in the case of a national income recession, organisations would be subject to the diminution of certain organisational activities, which could easily be marketing, as the apprehension of low incomes from individuals, would make it seems pointless to provide and invest large amounts of finance trying to attract customers, as there would be a mass redundancy for spending. The social factor could be positioned as the top variable that has the most influence in regards to marketing, and the one section that has the most importance is consumer behaviour. Organisations strive to comprehend the consumer behaviour procedure to maximise the auctioning of their goods (Pant, 2007, p.51). Consumer behaviour is extremely unforeseeable, as their desires are impacted by a variety of social aspects, such as new trends. This requires constant attention and research which falls as responsibility for the marketing department that will require large amounts of funding. However, as mentioned consumer behaviour is extremely changeable, and all these wants and needs from part of the consumers could be short term, which leaves the marketing department with the pressure of deducing weather or not to support oncoming commissions. In the recent decade, organisations have become much environmental aware in regards to the production of their goods, as consumers have apprehended the gravity of the global warming situation and have embraced the decision of making a change. Marketing tries to benefit from this trend by enhancing their organisations advertisement of their approach to becoming more eco-friendly, to try to increase their ranking in the competitive environment and allure the targeted audience  (Huang et al, 2020, p.2). The most complex challenge that marketers face at the time to try an expand from national marketing to global marketing, doesn’t just imply language barriers, ethnicity and religious aspects (Usunier & Lee, 2013, p.4), but legal obstructions as well. Some nations have placed legislations in regards to external organisational activities with the purpose to protect their nation’s organisations from being overtaken by foreign enterprises. This could entail the prevention of optimal marketing performance to try and captivate the remote consumers, which might lead to the interference to achieve good financial outcomes in an extremely demanding nation. It is notorious the fact that human evolution is taking a completely different turn due to the development of technology in the last decades. Society is trying to leaving behind most of the physical properties in their daily lives and have become dependent upon the constant expansion of digitalisation. Within organisations, marketing has had the most drastic change in regards to the way they advertise. It has not only developed digital advertisements to target personal wants, but also needs (El-Gohary & Eid, 2013, p.3) thanks to the ability to track and monitor consumer data through smart devices. This however, increases the competition plane, as everyone has access to it, and superiority depends upon financial investments towards boosts to try and reach consumers. 
It is of great significance to discuss the evolution of the digital world, since as mentioned, it has forced marketing to completely change the way it operates within an organisation. Digitalisation has allowed organisations to speed up organisational activities such as data gathering, statistics procession and decision making (Soltanifar et al, 2021, p.160). This is why organisations have become dependant upon marketing to maximise their profit. However, marketing faces struggles in this competitive raising platform of commerce and the success to reach an acceptable marketing performance has become reliant on digital advertising, through means such as social media which has gained extreme prestige with internet users (Bowen & Ozuem, 2016, p.3). Social media doesn’t just provide a space for advertising, but can also supply information for marketing development which will amplify the perception of consumers needs and wants (Brown, 2012, p.1). Many social media platforms have also evolved in regards to meet their customers needs. By this we refer to the implementation of diverse sections within them which allows users to be able to use only one platform for all type of internet usage needs. For organisations, this will imply extremely high costs in regards to the advertisement of their organisation as this would be a business to business procedure. This is due to the fact that social media is not a free platform for business and the goods being traded are the users. From this information, it is possible to deduce future marketing prospects, which entails the complete removal of any sort of physical advertisement. This would also mean that marketing would have access to larger amounts of data in regards to consumer preference, which would mean 100% accuracy in production. However, the biggest variable being consumers could drastically change this. This is due to the fact that consumers might feel like their privacy is being exploited and might not want to interact with any sort of digital advertising in fear of their personal information being exposed. Although organisations could take advantage of this situation and provide customers with reassurance through more marketing operations.
As stated at the beginning, marketing is an extremely vast topic that is continuously subject to change as is quite a young area of study. From the research necessary to produce this essay, an insight into the tip of this subject was extracted, which has shown the importance of marketing within organisations, which recites the significance that it holds to actually produce accurately the needs and wants of their consumers and to excel in their performing to gain competitive advantage. Furthermore, it has also displayed how it is continuously affected by unpredictability by external factors such as political parties, national incomes, green innovation, consumer behaviour and legislations. To finalise, it has exhibited how marketing has taken a turn to the complete digitalisation of its performance through the use of platforms such as social media and e-commerce, which has allowed for the creation of a personal speculations which entails the removal of physical marketing and the probability of a negative variable from part of the consumers which might obstruct this converting. 
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