


[bookmark: _Hlk123582904]This essay is an evaluation of marketing, more specifically this essay will look at the positive and negative aspects of Marketing. According to Blythe and Martin (2019) Marketing is the term which describes the interactivity in events between a consumer and the business and they also point out that its purpose is to encourage trade with the organisation marketing to them rather than any other organisation. This essay will cover three themes: Marketing methods and their role within an organisation and how effective use of marketing allows a business to achieve their wider aims, the Marketing Mix, Market Research and Marketing Segmentation in particular. PESTLE Factors, not to be misleading, this essay will only cover three of these factors due to restrictions and the three picked are most impactful, Technological factors in the form of Industry 4.0, Economical factors in the form of the cost-of-living crisis and Environmental Factors in the form of Business in a Post Covid world. An evaluation of digital marketing: the potential social media platforms hold as eCommerce platforms, as a platform for advertising and promotion and as a data source to be used in research. At the end will be a conclusion of all main findings.

The Marketing Mix is a simple but effective model used as a form of guidance for management to create the ideal product or service, it looks at 7 themes: Product, Place, Price, Promotion, Physical evidence, Process and People. Ejim (2022) found these advantages, the marketing mix allows organisations to implement their stated objectives with effectiveness, can help them best decide how to allocate resources at a given time or in each market, for example women’s products being advertised on tv programmes predominantly watched by women and it allows for effective use of promotion to achieve their goals such as price reductions. This suggests that using the marketing mix makes a business more cost- effective with resources and become more profitable with effective promotion and successfully reaching their markets. The simplicity of the model means that not every aspect of marketing is covered, Thabit et al. (2018) outlined some of these following disadvantages, it does not pay attention to customer behaviour, does not focus on building relationships with customers and sees them as passive and it includes no theory rather just acting as a focus for management. Customer behaviour is spontaneous and their behaviour changing may affect their interests in your product, there budget may have got smaller for example, strong customer relationships can help increase loyalty as they feel valued, and this can also help attract customers and a lack of theory misses out on an opportunity to make the model more effective as a guide for managers such as theory on customer relationships. Provided adequate knowledge was gained from using the model then wider organisational goals can be achieved still as they can design a product that is suitable for and will attract customers. 

Market research is a very useful tool for a business, primary market research can help you find out what customers really want from your product, it can be the difference between failure and success, secondary research is a good substitute if you don’t have enough money, Blythe and Martin (2019) say that ,it is faster, will cost less and the information you need may already be available.. Perzynska (2021) outlines how questionnaires are a good method of market research saying that they are an ideal way to gauge the opinions of a sizable group of people and there are several free tools, however there are limitations with surveys if you don’t have many fill in questions, Surveys can save money and gauge a lot of necessary information however for in depth understanding of the customer a focus group may be more effective although more costly. There is no guarantee that market research will work, primary research is expensive, and time consuming and secondary research is not as reliable and is not unique to you. Blythe and Martin (2019) acknowledge that some may avoid market research if information gained does not justify the cost of the process and Poutinstev (2021) found several problems such as the data coming from several different perspectives of this with different research objectives in mind and the data could contain anything and incomplete data can divert the researcher and they will be uncertain on how it went wrong. Secondary research not being unique means there may be gaps in your research that makes the research difficult to use effectively in decision making. Market research is vital, however for some businesses when starting up it can be hard to attain adequate research for them to use.

“The aim of segmentation is to identify a group of people who have a need or needs that can be met by a single product, in order to concentrate the marketing firms efforts more effectively and economically” (Blythe and Martin, 2019, Pg. 75) Jobber (2020) shows the variable forms of segmentation, such as Behavioural segmentation which looks at factors such as what benefit the user gets from the product and what occasion they’re buying it for, Psychographic segmentation which looks at factors like the lifestyle and personality of the buyer and Profile segmentation which looks at factors like age, gender, income and social class. The process of selecting a segment to target is called targeting, Blythe and Martin (2019) show that decisions to target are made on the basis of the size of the desired market they wish to enter, the profit potential the market holds and how many competitors there are they also say that the strategy relies on resource availability, segment characteristics and what the product does and how it will benefit the company. Blythe and Martin (2019) found several advantages to market segmentation such as competitor analysis, when focused on a niche or segment it’s easier to spot competition and compete with them, focusing on segments or niches is an opportunity for a competitive advantage, scarce resources can be focused on a segment which can be more effective than selling it to the masses and successful segmentation can mean an expansion in market size finding customers they have failed to reach previously, Segmenting allows you to enter new markets, increase profits and make use of resources which otherwise could be wasted assets. If an organisation fails serious money can be lost, Grun et al. (2018) says that in failure, there are high expenses and those involved in the segmentation can lose their say in business decisions and that therefore the decision to analyse a should be an informed one even more informed should be the decision to delve into segmentation. So, there are not disadvantages to segmentation but there are if there is a lack of planning, due to the gravity of the commitment a lot of thinking needs to be done, a lot of money is on the line in this decision. Overall, Segmentation is worthwhile if you have planned effectively and know what you are getting yourself into, it presents so many opportunities that can fulfil plans for growth, profit, and entry into new markets.

In the 4th industrial revolution technology is common in many businesses and more businesses plan to use AI, a Gov.Uk article (2022) found that 432’000 UK Businesses have at least one form of AI and that 292’000 plan to implement AI in the future. One advantage is that the use of technology allows businesses to market themselves as more convenient for customers, a prime example is Amazon Go and Just-Walk-Out technology, “Thanks to the proprietary Just Walk Out technology, you enter the store, pick up your goods, and leave without passing through a checkout” (Frew, 2022, N.P), Convenience store news found that in 2019. Amazon sees 50% more revenue than a typical convenience store, this isn’t a small difference and just shows that people will choose a more convenient option. Rust and Roland (2020) found that AI has started to make buying decisions and could do this for humans in the future and should be considered a customer, currently this data can be reverse engineered so the algorithm can be analysed however as these systems become more complex it will be easier to evaluate the AIs behaviour in a similar way to the behaviouralist school of consumer behaviour. Businesses should do all they can to gain an understanding of an AIs buying behaviour in relation to their market, failure to adapt to a predominantly AI market could see serious loss of revenue due to ineffective targeting, for example an AI system may not shop the same as a human, there may not be as much need for physical stores if AI systems are to order everything online and this could mean some businesses will have to adapt their strategy. 

The cost-of-living crisis in the UK has continually worsened throughout the year, A BBC report by Hughes (2022, N.P) talks about how the crisis and how it is affecting people’s health. “BBC News has been told of people skipping meals or cutting back on medication, because of money worries.” Not all businesses will be affected but this is good news for some and bad for others Those who primarily sell inferior or cheap goods will thrive in this period due to the cheapness of their goods, Agarwal (2022, N.P) states “In the event of a recession, as incomes fall pretty much across the board, demand for inferior goods increases”. The UK being in one of its worst economic recessions, the popularity of inferior goods and cheaper goods will be at its highest in years, Lidl’s, is a supermarket chain known for selling quality goods at a low price was found by Sensi (2022) to see a 21% increase in sales in comparison to 2019. However, those who sell luxury goods may suffer if they aren’t established and even then, it’s still a possibility and some goods may sell less regardless of their quality. A study by Alvarez et al. (2020) found that in Spain, between 1957 and 2016, whenever there is an economic decline of 10% there is a 58.16% decrease in cigarette purchases. It is in Spain however it still shows how much of a negative impact a recession can have on an item’s sale but going back to what was said earlier establishment may increase chance of survival, tech giants Apple have held their own in the recession, Taylor (2022) found a minor fall of 0.14% in market share for Apple this year, this can only be attributed to loyalty and reputation as it would appear pricing has not changed. Loyalty means not everyone will have to alter strategy.

Since the Covid-19 Pandemic ended in the UK, a lot has changed including business. Cook (2022) talks about some of these changes, more people work from home, there is more focus on employee wellbeing and a growth of eCommerce, these trends are set to continue after the pandemic. An advantage of these changes is that growth of eCommerce incentivises more businesses to move online to increase profit potential. Amazons’ shares increased 13% between 2017 and 2021 (Statista, 2022), this shows the potential eCommerce has however close to the end of 2022 Palmer (2022) had found Amazon had lost nearly 50% of their share and this is attributed to inflation, interest rates and a worsening economy so maybe there is less potential going forward. However, Physical sectors like the high street are becoming inferior to e-commerce due to the convenience it has, people are travelling less due to remote working. HR News (2021) found that 25% less people buy on the high street each month, however it was found that 35% of Britons would not change to eCommerce exclusively and 59% of people shop mainly on high street against the 21% who shop exclusively online. 62% found better deals online but 42% of people spend more online due to factors like the time spent on sites. A loss of shares may see Amazon raise prices which can turn away people who use amazon for low prices, their customers may turn to other websites or the high street.

Social media is useful as a form of promotion and advertising for several reasons such as its low cost, cookies will ensure it reaches the target audience and it can take the customer directly to the business website. Team Pepper (2021) found similar results such as that its low cost and that its targeted but raises other good points like the fact these adverts can easily be edited, there is a chance of a higher return on investment and the high number of people on social media allows you to increase brand awareness, Social media advertising offers opportunity for market penetration and allows you to reach more people. Social media markets can appear intrusive on some platforms. Voorvelde et al. (2018) go in detail about negative emotions dimension and YouTube as an example and how ads are intrusive, the ads impede people from watching the videos which they came to the platform to watch however on Instagram adverts are seen as entertaining. Research can prevent failure in social media advertising as your adverts will not be a hindrance if in the correct place, there are no flaws with social media advertising.

Social media platforms like Facebook marketplace have shown their potential as eCommerce, Piranda, Sinaga and Putri (2022) concluded that Facebook as a marketplace has several advantages such as being easily accessible, an abundance of users, opportunity for market segmentation that can be made specifically for the target, attain feedback on goods sold and there is interaction between those in the transaction and it saves a lot of money, it seems that Facebook is as good as an in person market of not better due to the opportunities for segmentation and the high quantity of users is a huge advantage with many more people shopping online. Facebook Marketplace can sometimes be used by those who wish to sell counterfeit goods and so can create a bad reputation, Khaleem (2022) believes some of the disadvantages are that there is not a buyer protection policy which leaves opportunity for exploitation, it is difficult to get noticed and there is a chance of unsafe meetups. Security problems and the difficulty with establishment make Facebook Marketplace inferior to other methods of trade such as in person or other websites.

Algoscale (2022) found that social media marketing is cheap, fast, allows you to keep up with trends, it is very current, there is a plethora of information to analyse and its more useful than regular research once the product has launched. However, they also say that various market research methods should be used to compensate for any shortcomings but also gain a deeper understanding. In 2022 this form of research can help capitalise on rapidly changing trends such as popular items and spending habits. The Anavizio team found that data may not be representative, the group could be too few posts or maybe a high amount from a small demographic, it doesn’t come from a specific demographic like other research, there’s no structure to the interactions on social media so there is a possibility of no results and the information you get off the internet is not that in-depth. It might be hard to make any judgements if your feedback is not specific to your research and if it is not detailed enough. Overall, several research methods are needed in case the social media market research goes wrong there is still useful information or if successful it can be used with other research effectively.

In conclusion, provided there is adequate research the 7ps are effective but would be more effective with relevant theory, Research is vital all and all possible efforts should be made to attain it as soon as possible, Segmentation is a chance for growth and success in other markets but research is needed, Technology needs to be adopted for the modern customer and organisations should prepare for the potential of AI shopping, establishment and loyalty will see survival for large organisations in the recession and those who sell inferior goods like Lidl will thrive, The environment after covid has seen ecommerce surge due to low prices but this popularity may not remain given the economic situation as people primarily use it for cheap offers and the high street is still very popular. Social Media marketplaces like Facebook marketplace have potential but suffer with various security issues, advertising on social media needs to be placed where people will interact with the content and social media data is very useful when used alongside other methods, if not strengthened by them then they will compensate for a lack of results.
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