Nathan Barlow 
2318300

An evaluation of marketing
Introduction
Marketing is something we all experience every day in our lives. Marketing as defined by the Oxford Dictionary is “the activity or business of promoting and selling products or services, including market research and advertising” (Oxford Dictionary, 2023). As marketing is so much a part of modern life it is evident that business strongly believes in it making it is an important aspect of business to understand.
 Purpose and Structure
The purpose of this essay is to understand what marketing is, the complex way marketing works within organisations and to evaluate its importance and effectiveness. I will do this in three main sections:
· Role of Marketing in Achieving Organisational Goals: I will consider how effective marketing plays a leading role in helping companies reach their broader organisational goals and objectives.
· Macro Environment Influences on Marketing Decisions: here I will examine the factors and trends shaping the macro environment through a PESTLE analysis (this studies “key external factors -Political, Economic, Sociological, Technological, Legal and Environmental - that influence an organisation” PESTLE Analysis | CIPD) with a focus on how these influences impact marketing decisions within organisations.
· Adaptation to an Increasingly Digital World: finally considering how organisations need to adapt their marketing strategies in the face of an evolving digital landscape (Reza Kiani., 1998. pp.185-194.), with special attention to the emergence and development of social media as a transformative marketing tool (Kırcova., Enginkaya., 2019. pp. 318-335).
Role of Marketing in Achieving Organisational Goals
Marketing serves several functions in a business. It is the catalyst to move organisations forward by generating customer interest, by raising awareness and interest in a product or service, nurturing brand loyalty (Kaur., Et Al., 2020. P,101321), and fuelling growth and growing income. It is important beyond just a sale because when effective it supports the growth and upkeep of strong customer relationships. It is closely tied to organisational goals as marketing objectives are to pull in new customers so diversifying the customer base whilst retaining existing customers and gaining more of the market share. It is a key piece that connects with the big goals of the company. Marketing does not just bring in quick success, it is the groundwork for long-term success by building a strong connection between the organization and its customers. It is creating good relationships that will help a business thrive now and in the future.
There are many marketing theories business can use. A good example being Kotler's 4Ps (Kotler., Kartajaya. and Setiawan, I. 2017) and the extended 7Ps model. Both theories offer strategic guidance for organisations aiming to build their market share. When pursuing this goal, businesses may strategically employ aggressive pricing (Chen., Choe. and Matsushima., 2020. pp.4003-4023.) and invest heavily in promotional activities. The 7Ps extended framework introduces essential elements such as People, focusing on human resources, and process, emphasising efficient operations. Physical Evidence is gathered on whether activities are enhancing brand credibility. The 7Ps model is a comprehensive approach to marketing, aligning product, price, place, promotion, people, process, and physical evidence for a comprehensive and effective strategy that helps a business grow in a sustainable way and keep competitive in the continually changing world in which business works.

Competitive advantage (Ali. and Anwar., 2021.) is the outcome businesses seek from effective marketing. A part of effective marketing is a differentiation strategy. Organisations want customers to believe there is something unique that sets them apart from competitors. For example, Apple, Porsche, or Rolex use a marketing strategy that emphasises high quality, high end, sleek product design and a robust brand image which exemplifies how differentiation can enable organisations to command premium prices and cultivate strong customer loyalty and are aspirational brands for people.
Organisations can also adopt Relationship Marketing. This is a strategy centred on building long-term customer relationships, to enhance brand loyalty and drive repeat business it can more easily be done now more than ever through social media apps like Tik Tok (Su., Et Al., 2020. pp.436-446.). Relationship marketing fosters a connection beyond the initial transaction, leading to sustained customer engagement and increased customer lifetime value. By focusing on customer satisfaction and retention, organisations create a foundation for sustainable growth which will be an objective for all businesses.
Factors and Trends Influencing the Macro Environment
[bookmark: _Int_dYb3RqlC]The macro environment, considered by applying PESTLE analysis (Eichhorn., 2023) (Political, Economic, Social, Technological, Legal, Environmental), enables a business to consider external influences that shape organisational landscapes. Currently technological and social factors exert substantial influence on marketing decisions and I consider both.
Technology has always strongly influenced marketing strategies, but digital technologies has recently revolutionised business operations. E-commerce platforms, artificial intelligence, and data analytics now are the foundation of modern marketing approaches. Big data, a by-product of technological advancements, empowers organisations with insights into consumer behaviour, facilitating targeted and personalised marketing campaigns.
Augmented Reality (AR) (Rauschnabel., et al. 2022. pp.1140-1150.)  and Virtual Reality (VR) (de Regt., Plangger. and Barnes., 2021. pp.513-522.) technologies have started to open new avenues for what is known as “immersive” marketing experiences. For instance, IKEA utilises AR (Ozturkcan., 2021. pp.8-13.) to allow customers to visualise furniture in their homes before making a purchase. This technological innovation enhances the customer shopping experience but also contributes to increased sales and brand loyalty.
Social factors are always important in the macro environment, strongly influencing consumer preferences and behaviours. Many consumers are very conscious of ecological, climate and environmental issues (Kumar., Prakash. And Kumar., 2021. P.102270.). Ethical and sustainable choices lead their decision making and organisations recognising this aim to align their marketing narratives with social and environmental responsibility. Brands like Patagonia, combine sustainability with marketing so connecting with the environmentally conscious consumers. Many businesses market “green” credentials but there is a risk if the customer finds out that the business was not honest in their marketing as happened to Volkswagen with their environmentally friendly “clean diesel” marketing that was exposed as untrue costing the company financially and damage to their image and the trust of some consumers.
Cultural shifts are also important in shaping marketing strategies. The globalisation of markets means careful attention to marketing messages must be given. It is important to understand how the message is received by different cultures and to ensure messaging resonates positively. By recognising cultural sensitivity in marketing, organisations can avoid mistakes and build stronger connections with a diverse customer base. An example of a cultural mistake is Coca Cola marketing Coke in China as “Ke-Kou-Ke-La" which means “bite the wax tadpole” in Mandarin.
Adaptation to an Increasingly Digital World
The digital revolution has reshaped the marketing landscape (Kunz. and Walsh., 2020. pp.597-607.). Organisations have had to embrace digital strategies for relevance and competitiveness and those that did this quickly have benefitted from recognising and investing in digital marketing, utilising leading online channels and adopting new techniques and expertise to grow. Nike and Airbnb are examples of companies that have benefited greatly from skilful digital marketing.
Search Engine Optimisation (SEO) is an integral part of digital marketing (Panchal., Shah. and Kansara., 2021. P.17.). SEO increases a website's visibility on search engines. By fine-tuning content and adhering to search engine algorithms, organisations can enhance their online presence and make more consumers aware of their business. Companies investing in SEO strategically achieve higher rankings on Google, translating into increased visibility, website traffic and so customer base and sales.
Content marketing is another digital marketing strategy (Olson., Et Al., 2021. pp.285-293.). A good example of this is Red Bull's content marketing strategy, characterised by extreme sports videos and events success putting together marketing narratives with their brand identity. 
Pay-Per-Click (PPC) advertising (Nuara. Et al, 2022. p.103663), where advertisers pay for each click on their ad, provides instant visibility on search engine results pages. Platforms like Google Ads enable organisations to bid for ad placements based on keywords relevant to their products or services.
Sponsored content (Wellman., Et Al., 2020. pp.68-82) or the strategic placement of promotional material within third-party content has grown hugely with digital marketing (Chaffey. and Smith.,2022.). Social media platforms like Instagram are an example, enabling businesses to sponsor posts, broadening their reach and heightening brand awareness.
Social media marketing has transformed digital marketing (DEMİRBAŞ. and YURT., 2022. P.41.). Facebook, Twitter, and Instagram allow for direct consumer engagement and the widespread use of these platforms around the world have brought a revolution in consumer communication. The rise of “Influencers” on platforms like Instagram has significantly improved the reach and impact of social media marketing (Tjandrawibawa., 2020. pp.67-73.).
While social media has grown as a powerful marketing platform Organisations must recognise there are pitfalls. Ever-evolving algorithms, the potential for negative publicity, and the risk of misinformation are limitations to consider carefully against the benefits (Chen. and Cheng., 2020. pp.188-198).
Finally, increasing use of Artificial Intelligence (AI) in marketing automation highlights the ongoing evolution of digital marketing (Mariani., Perez‐Vega. and Wirtz. 2022. pp.755-776).  AI-powered tools analyse vast datasets to deliver personalised and targeted marketing messages. Chatbots enhance customer interactions by providing instant responses, thereby contributing to improved customer satisfaction and engagement.
Conclusion
In conclusion I have given examples of how marketing plays a leading role in organisations and enables goals and objectives to be achieved. Effective marketing brings organisational growth, increased market share, and profit maximisation. I have shown how the macro environment, shaped by technological advancements and social shifts, significantly influences marketing decisions. As organisations navigate an increasingly digital world, the strategic incorporation of SEO, content marketing, PPC, and social media marketing has become essential to and not optional for a business.
Careful marketing through social media has transformative potential if risks are managed. Successful organisations that continuously assess and refine all their strategies including marketing will remain relevant and competitive. “The activity or business of promoting and selling products or services, including market research and advertising” in my evaluation is essential in any business and goes beyond making a sale. Done well marketing builds long lasting customer relationships and sustainable growth in a continually changing world. 
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