An Evaluation of Marketing
When a business is looking to make a product or service many things need to be considered in order to gain traction and produce something of value that people will use. Marketing is crucial in this process because a company cannot profit from quality alone, they must appeal to customers and grow their popularity in order to reach a wider audience and create a sustainable business environment. Marketing is about observing the current trends and products and adapting the business to not only achieve the goals of the organisation, but to increase profits and create brand loyalty with customers. Because of the way that customers views and expectations change and evolve, market data must constantly be observed, and strategies must be altered so that customer loyalty is maintained, and new customers are brought in. By looking at factors that affect the profitability of a company, and how the use of social media has changed how businesses operate, we can see the importance of marketing in every organisation. 
[bookmark: _Int_mdKc7zkU]Studies have shown the effectiveness of marketing and that investing more into marketing will increase profitability by increasing the reliability of the brand and in turn, creating a relationship with customers (Mousa et al., 2021). This is extremely important as customers and consumers are the reason that any business functions, due to there having to be a need for a product or service for the business to exist. An important part of marketing is creating a target audience and using segmentation. Segmentation is separating a market up into subcategories depending on their wants and needs (Tynan and Drayton, 1987). By tailoring the products and services to meet specific customer needs, a strong relationship can be built, and this increases loyalty to the company, increasing chances of achieving company goals. The marketing mix is a set of factors that are able to be manipulated so certain audiences can be targeted more effectively (Khan, M.T, 2014). By considering the marketing mix, it is much easier to look at areas of marketing such as price, place, product and promotion that can be altered in order to appeal to target audiences. By looking at feedback provided by current customers, an organisation can alter how they promote the product/service to create certain views of their brand. For example, by considering place in the marketing mix, high fashion brands such as Gucci or Maison Margiela will not sell their clothing or perfumes unless it is in their own luxury stores. This is to create an impression that they are exclusive and only a certain demographic can purchase their products. Supermarkets like Aldi have thrived by looking the price aspect and seeing that if they undercut the market, that they can draw in customers to view them as an alternative to larger organisations such as Tesco and Sainsbury’s. Which magazine showed them to be the cheapest place to shop of 2024, which would appeal to people who do not have or want to spend so much money on large shops for the week (Simmonds, 2025). 
While there are things that an organisation can control when marketing, there are also things that are uncontrollable, known as the PESTLE factors, which impact the whole economy (I. Team, 2023). By considering each of these factors in the current environment, organisations can evaluate their approach to marketing and change accordingly. Political factors, such as trade policies and regulations can change not only how a business markets, but the actual products that they sell. For example, in the UK there will be a ban on disposable vapes, which has already gone into effect in Belgium (Department for Environment, Food & Rural Affairs, 2024). This will now mean that shops that sold vapes will have to either rebrand and change the products that they offer or opt to sell internationally which will have completely different requirements compared to their previous business model. Economic factors are important, as major impacts such as recessions greatly change how organisations operate due to lower interaction with customers. As stated previously, companies such as Aldi have taken advantage of these moments with their business model by further campaigning their cost effectiveness, boosting engagement in these periods and possibly converting customers to shop there more often if they are satisfied with the products. On the other hand, when there are signs of growth, higher end companies will make use of advertising to attract customers and influence them to spend more money on their goods. An important factor in the modern day is the social factor. Many people will now look to shop at more sustainable places and buy more products that benefit society in one way or another. For example, buying with fair trade promotes better working conditions and enables workers to live better lives from the work that they do (Fairtrade facts and benefits - Sustainability | UWE Bristol, no date). Hartman (2024) looked into the different ways that Nike have promoted diversity throughout the years and found that there are many campaigns supporting female athletes and people of different ethnicities. Campaigns such as these evolve with the culture in an attempt to appeal to the more socially conscious and will give customers and consumers reason to go with them over another rival. Technological advancements have greatly changed how marketing operates, with the use of machine learning, companies can now predict trends and see exactly what customers are purchasing to advertise similar products. This is back up by a study from Pascucci, Savelli and Gistri (2023) which shows the benefits technology has on marketing analytics and using big data to increase performance in the organisation. An example of this would be amazon where it shows similar products and compares them for the customer, based on reviews, price and features. Legal factors make sure that companies ensure that there is no discrimination in any aspect of the organisation and control how they can advertise their goods. The final factor of PESTLE is environmental, which has had the same impact as social in that it is becoming more of an important factor in recent years. The Body Shop has excelled in this area as it was one of the first brands to have focuses on sustainability and being cruelty free with all their products. 
While organisations need to keep a close eye on these factors and how they affect their marketing, they also must now be mindful that marketing has become much more digitally focused, with social media being a driving force in this. Most companies now have their own social media accounts, which will provide advertisements, updates and respond to feedback directly from customers on the app or website. This creates more of a relationship with customers because they can have personal support with any issues they may have with the product or service, and can recommend them to other users on the app. Marketing has now become more personalised with discounts and other promotions being emailed or text straight to the customers which makes them feel like they are special, once again benefitting all parties (Yitian, Z. and Xiaohui, Y. 2024). Businesses can now also have paid promotions on apps such as Instagram, which will prioritise their pages and products for advertising and will appear on more peoples feeds, increasing the amount of attention that the business receives. With tools such as that available, marketing experts will now have to be more creative and use these tools to gain traction and promote. An example of this is Gymshark, which built their business through social media, by collaborating with high level influencers in the fitness community. By doing this, customers were more inclined to buy their products as people they look up to were posting wearing Gymshark. With the rise in online shopping, companies such as Next have started to use click and collect as well as delivery. This shows that they are adapting to the digital environment and not just sticking with in-store purchasing. Social media has been found to be an extremely effective tool, and when used with promotional offers it allows companies to have slightly more control over the PESTLE factors (Nuseir et al., 2023). 
In conclusion, marketing is extremely important in achieving company goals due to its ability to effectively link advertising with target audiences. By using segmentation to create a loyal customer base and paying close attention to the PESTLE factors and how they impact each organisation differently, it can be easier to predict and manipulate in order to appeal to a wider audience, or to take customers from competitors and expand the business. This is driven further by taking advantage of digital marketing techniques, which will open more doors to reach younger audiences and offer promotions to loyal customers. Building relationships with your target audience is crucial, and by having real time feedback through social media this has become much easier in recent years. By observing and adapting marketing strategies to fit the criteria discussed, organisations will have greater success and achieve their objectives. 
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