
Assignment 2- An Evaluation of Marketing.

A company's ability to effectively market is essential to achieving its larger
organisational goals. Strategic alignment of marketing with overarching goals can act as
a potent motivator for growth, building a brand, and achieving financial success. The
accomplishment of organisational goals is closely linked to the process of
understanding and meeting consumer demands, which is at the heart of marketing
philosophy (Kotler et al., 2018). Target markets may be found, product offerings may be
customised, and a consumer-friendly brand identity can be developed with the aid of a
well crafted marketing plan (Armstrong et al., 2020). In addition to increasing customer
lifetime value, this customer-oriented strategy also promotes customer inertia, both key
indicators for sustained profitability (Kotler and Keller, 2015).

Furthermore, efficient marketing is a key component in generating income, a pivotal
aspect of organisational success. By employing innovative pricing techniques, (Nagle
and Holden, 2018) and using distribution channels that maximise market reach,
(Rosenbloom, 2019), marketing has a direct impact on sales results. According to Belch
& Belch (2020), companies may raise awareness, spark interest, and eventually
encourage consumer action through focused promotional efforts. Companies like Apple
and Nike are prime examples of successful marketing campaigns that demonstrate the
revolutionary effect of strategic promotion on market share and revenue growth (Jones
et al., 2015).

The strategic role of marketing extends beyond immediate financial gains to encompass
long-term brand equity and positioning. Establishing a strong brand identity through
effective marketing strategies contributes to a competitive advantage (Aaker, 2012). A
well-recognized and positively perceived brand enhances consumer trust and loyalty,
creating a buffer against market volatility (Keller, 2008). The enduring success of brands
like Coca-Cola or Google attests to the enduring impact of effective marketing on brand
building and equity.



Furthermore, marketing serves as a medium for organizations to communicate their
values and corporate social responsibility efforts, creating a positive corporate image. A
socially responsible image, as demonstrated by companies like Patagonia, not only
attracts socially conscious consumers, but also aligns with the expectations of
contemporary stakeholders (Sen and Bhattacharya, 2001). Marketing communications
become a tool for building relationships beyond transactions, contributing to a positive
organisational reputation.

The macro environment, which is impacted by a wide range of trends and factors, is
crucial in determining how businesses approach marketing. Organisations utilise the
PESTLE analysis framework to methodically assess Political, Economic, Social,
Technological, Legal, and Environmental aspects in order to obtain a deeper
understanding of the outside influences influencing their business operations. Political
elements including trade laws, government stability, and regulations have a significant
impact on marketing tactics. For example, changes in trade agreements may result from
changes in political leadership, which would force organisations to reassess their
foreign marketing strategies (Hitt et al., 2019).

A variety of things fall under the category of economic factors, from consumer spending
patterns to the rates of inflation. Marketing tactics must respond to shifts in the
economy, such as recessions and booms. While businesses operating in booming
economies may concentrate on premium services and greater market reach, companies
facing economic downturns may adopt cost effectiv advertising techniques that
emphasise value propositions (Kotler et al., 2018).

Consumer behaviour is greatly influenced by social variables, such as cultural trends
and demographic changes. Furthermore, cultural awareness and sustainability go hand
in hand. Businesses need to modify their marketing plans to reflect the changing tastes
and values of the public. A good, thriving business will implement eco-friendly
procedures promoting environmentally conscious products (Schiffman and Kanuk,
2010). An example of this would be IKEA, who have invested in sourcing nearly 50% of
their wood from sustainable foresters. They also source their cotton in accordance with
the ‘Better Cotton standards’. (Care2, 2016). In their stores IKEA have installed over
700,000 solar panels which power the stores and plan to sell them to consumers in the
UK.

The macro environment is being shaped by the dynamic force of technological
breakthroughs. The swift advancement of technology presents novel avenues for
communication, modifies consumer anticipations and generates prospects for inventive
promotional tactics. Businesses that use data analytics, artificial intelligence, and digital



platforms enjoy an advantage in developing individualised and focused marketing
efforts (Chaffey and Smith, 2017).

Laws and regulations, or legal factors, add a layer of complication to marketing
decisions. Adherence to legal mandates is crucial, and establishments need to remain
updated on modifications to regulations that could affect their sector. Legal factors
include industry-specific rules controlling advertising techniques as well as consumer
protection legislation impacting marketing communications (Pride et al., 2020).

Ecological variables, or environmental aspects, have become more important as
customers place a higher priority on sustainability. Businesses must integrate
environmentally friendly activities and highlight sustainability projects in their
communication strategy in order to ensure that their marketing decisions are in line with
environmental ideals. Consumer views and purchase decisions can be greatly impacted
by a company's commitment to environmental responsibility (Peattie, 2003). This is
proven in the Capgemini report, where it was discovered that in 77% of retail
organisations and consumer products sustainability lead to an increase in customer
inertia. Nearly 90% of consumers will buy a product due to the business advocating for
an issue that is within the customers’ interests. (EMSOL, 2024)

The impact of these PESTLE factors on marketing decisions is extremely versatile. For
instance, a technology company operating globally may need to adapt its marketing
strategies in response to varying political landscapes affecting international trade
(Political), economic downturns impacting consumer purchasing power (Economic),
shifts in consumer preferences towards sustainable and ethically sourced products
(Social), the integration of modern technologies in its products (Technological), evolving
legal frameworks for GDPR (Legal), and the growing emphasis on green technology
and eco-friendly practices (Environmental).

The omnipresent influence of digitisation in today's dynamic business landscape has
forced organisations to reevaluate their marketing strategies from the ground up. In
order to stay competitive and relevant, organisations need to adjust to the growing trend
of consumers residing in digital areas. The recognition of the changing channels of
communication is the first step in the change. Digital platforms are supplementing, and
in many cases even replacing, traditional marketing strategies, even though they are
still effective. According to Smith and Zook (2011), social media, search engines, and
internet advertising have emerged as the main channels for communicating with target
audiences. In order to effectively traverse and use these digital platforms for maximum
reach and engagement, organisations must reallocate resources and skills.



One of the most important factors in adjusting to the digital age is personalisation.
Organisations have a rare chance to obtain deep insights into the interests, behaviour,
and demographics of their customers because of the array of data generated online
(Chaffey and Ellis-Chadwick, 2019). Marketing campaigns are more relevant and
effective when they are customised to each person's requirements and preferences.
Using precisely targeted web ads and personalised email campaigns, businesses may
strengthen their relationship with customers, promoting brand loyalty and raising the
overall efficiency of marketing initiatives.

In addition, the growth of e-commerce calls for a thorough revision of marketing
strategies. Consumer expectations have changed due to the ease and popularity of
online buying, therefore having a smooth and user-friendly online experience is
essential (Trott, 2017). It is imperative for organisations to give top priority to optimising
their digital presence, making sure that their websites and e-commerce platforms are
user-friendly, responsive, and safe and ensuring that they have quality within their SEO
efforts. Although it can be costly, Search Engine Optimisation is one of the most
beneficial tools used in order to obtain sales due to traffic on your website. The
emergence of technologies like virtual reality and augmented reality has improved the
online shopping experience even further, offering businesses new ways to stand out
from the competition and interact with customers in a more immersive way (Belch and
Belch, 2020).

Among the strategic requirements for adjusting to the digital environment, content
marketing stands out. Customers actively seek for insightful and useful material, and
businesses can obtain a competitive edge by establishing themselves as thought
leaders in their sector (Kotler et al., 2018). Podcasts, blogs, videos, and other digital
material are effective tools for audience engagement and education in addition to
increasing brand visibility. Because content can be shared quickly in the digital sphere,
businesses can become recognised as authority figures in their respective niches.

Organisations hoping to adjust to the digital landscape must integrate technology and
data analytics. Organisations are able to monitor the effectiveness of marketing
initiatives and make data-driven decisions by utilising big data and analytics, which offer
practical insights into customer behaviour (Hair et al., 2019). By providing predictive
analysis, client segmentation, and personalised recommendations, artificial intelligence
and machine learning further improve marketing strategies (Chaffey and Smith, 2020).

Moreover, a strategic presence on these platforms is imperative because of the
widespread impact of social media on consumer behaviour (Qualman, 2012). Social
media is more than just a means of communication; it's a dynamic platform where
businesses can create communities, interact with consumers instantly, and profit from



user-generated content. Given the power of social media to sway consumer opinions
and build brand loyalty, businesses must develop social media strategies that
complement their overarching marketing goals.

Marketing is crucial for organisations to achieve broader objectives by aligning
strategies with customer needs, optimising pricing and distribution and driving brand
loyalty. This can generate revenue, establish a competitive edge and contribute to
long-term sustainability. The macro environment, evaluated through PESTLE analysis,
shapes marketing decisions. Understanding the influence of political, economic, social,
technological, legal, and environmental factors is essential for crafting adaptive
strategies. By leveraging insights from this analysis, organizations can navigate
dynamic market conditions, capitalise on emerging trends, and align their marketing
decisions with consumer expectations and societal context. Adapting marketing
strategies to an increasingly digital world is a strategic imperative for organisational
success. This includes embracing digital channels, personalizing marketing efforts,
optimizing e-commerce experiences, prioritizing content marketing, leveraging data
analytics, and strategically navigating social media platforms. Organisations that
proactively embrace these digital adaptations will thrive in the dynamic and
ever-evolving digital landscape, where innovation and agility are paramount for
sustained success.
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