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Organisations are a place covering almost every area in our world. In most of the cases, management will be redeemed as the most important element to direct the organisation to success. But for the past 100 years, marketing has built up numerous successes in different fields of organisations. 
Marketing is a very complicated area that connects almost everything in organisations but intensively focuses on the customer's groups. Customers are the main financial support and the reason to make the business move on. While the best way to address it with customers is marketing. Organising the current customers is very important to maintain the business. While they are using the production and service, the organisation gets the chance to continue to develop. Maintaining the current customers is also a very good way to build up a reputation. A good reputation can accelerate the business in the market. Current customers also can be a good way to collect feedback information. Feedback plays a very important role to understand the market. An organisation can only move forwards when it can perfectly understand what the market is. The market also contains all types of uncertain problems. Feedback information is a direct way to know what the problems are and what the customers are concerning. Based on a good understanding of the market, the organisation can tailor their management into the most important area. (Paridon and Carraher, 2009)(Adamson, Chan and Handford, 2003)
Marketing also is a good way to get to understand the future customers. Different companies use a few methods to know the potential customers. Universities use a calling campaign to know more about the possible future student’s consideration. Service companies prefer to do a lot of in-person conversations to know more about the potential places to improve customer service, e.g., catering industry. While IT companies are very good at online serve or use cookies to analyse the preference of the people who view their web page. Some companies even directly ask their customers what they prefer by a tick a few options on their websites. All those information is very important to different organisations. By knowing what the students like, University can put future funding into those highly mentioned areas. This can make sure the funding will be used in the most important area, as those areas can benefit most of the students, and it can also be reserved for future students to view it, which is a good way to help the future students give more attention to the organisation. For the university, this marketing information can also help it to amplify the use of the limited funding as almost every department is in the need of more funding support at different levels. (Emerson and Grimm, 1998)(Oly Ndubisi, 2007)(Alkilani, Ling and Abzakh, 2012)
Marketing is also a way to build up the relationship between organisations and customers. New productions normally have a stage for customers to get to know and familiarize themselves with how to use it. In this period of time. The marketing department can be the director, pass the useful information to customers. Industrial design is a very professional job, But the public cannot compete in the professional knowledge. How to simplify that information to the public, the marketing department can supply a huge of advice. That information will finally form into an easy understanding version. The marketing department can stand closer to customers' status to think about organising and the way how to work. (Öztürk, 2015) (Alkilani, Ling and Abzakh, 2012)(Sheth, Sisodia and Sharma, 2000)
In an organisation, one department which can represent the customers mostly in the marketing department. Customer's feedback information normally is the basic working routine. All that information normally will be clarified into different types for more specialised staff to view and help them to make decisions. Fully understanding the customers are the most important thing in this department. A good decision will need to be made based on a good understanding. Most of the problems in organisations normally can be estimated by a good marketing department. (Lane and Jacobson, 1995) (Fornell, Morgeson and Hult, 2016) When marketing staff standing in a public position, he or she may easily pick out more possible problems from the service or productions. This process needs to be assisted with a very good and deep understanding the marketing. Poor marketing understanding usually causes misconduct in business decisions. This can be observed in the stock market. A good understanding of the stock market normally helps the stockbroker stand at an advantage to make a wise decision. Based on their good marketing work, they can help the investors to achieve a better outcome. (Aspara and Tikkanen, 2011) (Kim and McAlister, 2011) (Chakravarty and Grewal, 2011) (Joshi and Hanssens, 2008) (Currim, Lim and Zhang, 2018)

One of the very important, marketing theories is relationship marketing. Any service or productions which is supplied by the company need to go to the customers' utility eventually. Based on this character. If this relationship can be validated and maintained for long term purples, it is obviously a beneficial environment for both stakeholders. For customers, a stable and quality guaranteed supplier can reduce a lot of potential problems, e.g., any production version changes or quality changing or time management, even using training changing plan. In American, Boeing company use a very simple strategy to apply this strategy. When the airline companies trained a qualified pilot, it takes the company a lot of time and funding to finish the final pilot qualifications. The pilot will be treated as qualified to drive the designated aeroplane for which he or she has received training. But when Boeing company shows a new aeroplane to the market, then problems happen. The airline company need to spend a lot of time and funding training the former pilot to familiar with the new type of pane and achieve the qualification of the new aeroplane. Based on this situation, the pilots who are receiving the training cannot be on call to maintain the company income for businesses. At the same time, receiving training still counted as the working stage which requires the airline company to continue to pay at a very high level of the salary. For an airline company, this will be a big financial burden and also cause extra management. By acknowledging this phenomenon, Boeing company adopted a different marketing strategy to help their customers stress in that situation. The design of the new plane was highly redeeming the former plane as the reference in order to make the function, utility and operation look similar. For the pilot, this will be a piece of great news as they do not need to spend a lot of time to receive training for the new version of the plane, which saves them a lot of effort and time. Those time can be used to work for the company to keep business moving on and create more benefits for the investors. Similar results show up on the airline companies. Companies can quickly allocate the new version pane to business use as the company do not need to make big changes to the new plane. This saves the company a huge training financial budget for the pilot and the crew. A lot of effort will be reduced due to the similar operating rules when compared to the old version plane. Airline companies can reduce the expenses become of this convenient character. In most cases, a different version of an aeroplane needs to achieve different qualifications based on safety, health, environmental elements. When the new version plane shares a lot of similar structures and operations that will make it easier to pass all the qualifications and tests in different countries. This is the relationship built up between the supplier and the customers. Maintaining these relationships makes both of the stakeholders benefit from each other and create a better situation in global competition. Better customer service is achieving and high paying back is showing up to investors. this marketing theory in Boeing company use to be a positive model shown up on Wall Street to prove the importance of maintaining a long-term relationship from suppliers to customers. (Grönroos, 1982) (Hunt, 1990) (Day and Wensley, 1983)

In 1965, Igor Ansoff brought out and theory to explain the production and the market relationships, which was named as Ansoff matrix marketing theory. This is a very popular theory that is widely used to explain the current marketing phenomenon and to give suggestions about eh future possible marketing strategies. 
In 21st century, this theory can be used even more widely in the Production industry. When production was brought out into a market, the customers will start to get to know about it and try to use it. This is a cognition process that helps to build up the relationship between the production and the customers. This relationship has a strong influence on the later marketing development. Once a production goes into a market, the sales will show up at an increasing stage at the beginning, the sales number goes onto a platform, keep stable. This is because the social needs of this production are close to their peak point. Around the peak point, it is difficult to find the new customers who are in need of this production. After the peak, the sales mainly keep at a certain level. At this stage, the market needs are mainly from the customers who need to update with an old production or broken production. This mode is described as an existing product in an existing market. (Day and Wensley, 1983)
Igor brought out an idea on how to expand the sales in this stage, by penetrating the market. If the company can make more people know and understand this production, it will have the opportunity to boost the sales to a new stage. Another way to penetrate the market is to make the production easier to touch for more people. This can help the customers to reduce possible problems they may face and makes shopping, using, maintains handier for customers. This strategy can also contribute to increasing the customer experience and customer service. 
A very good example is the mobile phone giant Samsung. Samsung company supplied different versions of mobile phones to customers. In the beginning, the phone sales can be quickly boosted up by the customers, as most of the customers are willing to pay to experience some new design and new function. This increase can gradually step into the peak point, which means the sales are reaching most of the customs in that market. After the peak point, the drop-down of the sales number labelled this production steps into the market penetrating stage. The strategy Samsung company used is to help more real stores build up especially in the areas not close to the city centre or shopping centre. In this case, more and more people can have the chance to directly see the experience the phone’s functions and different utilities. Also, a remote phone store can also be used to let more and more people get to know this production. This has the same functions as the advertisement band which is standing around the motorway or beside the street. Let the related information cover more areas and reach more people. After people around those stores had a direct experience about the production. Some hopping ideas will gradually form up in some people’s minds. This can be accelerated into purchasing stage. Another important element that is worth mentioning is the information passing validation from the store. If a customer had a direct observation, try and play with a production obviously, this can leave more impressive memory in their mind. These memories are a very good fundamental footnote to help the customers to gradually have the tendency into a specific production. (Nabil Iblasi, Bader and Ahmad Al-Qreini, 2016) (Mehrullah and Rohail, 2018)
Social element is another very important factor in off-town stores. A store can be used as the production selling location, but it can also be used as a social place. Different customers tend to get together at the store to have different discussions. These discussions can covert the functions of the productions, the problem a specific product has, the comparisons song different production. This discussion is way easier for more customers to join in when compared to asking the staff to invite the customer to get involved with any sales activity. These methods are very good in using the current customer to reach more new customers. Different places normally have slightly different cultures and customs. The best way to reach new customers is to let the local people reach the local people. They share the same value, same considerations, similar thinking, have a similar economic situation and got closing needs. Also, the communication can be easier from local people to other locals. This can be treated as a very efficient way to reach new customs as the communication can be direct and right to the point about what the customers are concerned about. When current customers are communicating with new customers in the store or off-store, this can be treated as the company is hiring the current customer to do advertisement work, but without paying the current customer. From the marking point of view, this is a very good way to save the budget which will need to be used in the advertisement marking department. Also, currently, the customer may supply their bought production to new customers, because of the special relationship among them. This is another extended way to show the production to kore people. In other words, the company extended more private single production stores in that area. That production showcase stays on small scale but still can supply the essential content to new customers. Off-town small scale stores helped Samsung to quickly step on the first phone supplier status. A lot of people’s first phone was from Samsung.  A lot of people start to know the Samsung brand through those small stores. Also, inevitably become of handy stores, a lot of people turn to Samsung phones from other brand phones. Eventually, all these small steps build up today’s IT giant, Samsung. (Putra, 2020) (Tien, 2019) (Magnusson, Westjohn and Zdravkovic, 2011) (Tien, Dat and Phuong-Chi, 2019)
 
Almost all the big companies emphasise the importance of the role of IT in future business. The technology of the IT industry changes very fast in order to make our lives easier. A lot of the work, which is difficult to finish in the past, now become touchable even for public individuals.
COVID also speed up the use of the digitalised way of work in marketing. Companied intensively use the website to introduce their information, which includes productions, services and management. Those web pages can use a different format to show the information. Words are not the only way to show everything out. Pictures of the organisations are widely used on the website to show a more direct view of it. A few companies also use fit-in functions to show the video recorded in the organisation. University may use the campus videos to show more details to future students. Manufacturer companies are delighted to show the process of the manufacturing in order to emphasise the high quality of the production and the environmentally friendly efforts. Entertainment industries have belonged to the group which intensively use videos to market their events. The fashion industry has already jumped out of the restrictions of the paper magazine. E-magazine become a prevailing term in the fashion market. ALL These digitalised marketing strategies make it possible for customers to receive an outstanding experience when they are anywhere. Convenient, environment-friendly, efficient, innovative, and artificial intelligence are the main elements of digital marketing in the future. (Grubor and Jaksa, 2018) (Rungta, 2016) (Jones and Gupta, 2011)
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