



The topics that will be covered in this paper include the roles that marketing plays in businesses and how effective marketing helps widen their organisational goal; the impact that external factors and trends have on marketing decisions made by businesses (as outlined by PESTLE analysis); and the potential changes that businesses may need to make to their marketing strategies as a result of the rise of digital marketing.
              The promotion of purchasing or selling a product or service is known as "marketing," and it refers to the actions that a firm engages in to achieve this goal. Promoting, making sales, and supplying items to end users or other companies are all components of the marketing process. Affiliates do certain aspects of a company's marketing on the company's behalf (Twin, 2021). When it comes to marketing, the goal is to acquire and maintain an ever-increasing number of delighted customers. Creating and putting into action a marketing plan assists in increasing sales by ensuring that marketing efforts are directed in the appropriate direction (Ward, 2022). 
               The use of digital marketing is a completely novel approach to closing the gap that exists between companies and their target demographic. And it calls for a whole fresh approach to communicating with and getting to know the clients. Finding and making connections with the right kind of individuals at the appropriate times is essential to success. Finding out what your customers want and satisfying them where they are requires some investigation. You need to determine where your consumers are spending their time online and be extremely meticulous in the manner that you communicate with them if you want to keep them as customers (Henderson, 2021).
[bookmark: _Hlk123935982]          A lot of important factors need to be addressed in order for marketing to be successful. These include what a firm plan to create, how much it plans to charge for its goods or services, how it plans to distribute those products or services to clients, and how it plans to inform customers about the items and services it offers (Chikte, 2019). Grunert (2019) stated that a poor product concept may derail even the most comprehensive marketing mix strategy. Any successful firm requires superior products. Examine first a product's attributes, benefits, and competitive advantages. Competitive analysis may help choose which product attributes to emphasise in marketing. Additionally, market research may disclose customers' favourite characteristics. She says that pricing things requires both art and science. The price of any product must be profitable for the business while covering expenditures and generating a profit margin. Following this, retail pricing is set by analysing similar goods on the market, their price points, the willingness to pay of the target market, and price psychology. Whether online or at a store, it is essential to comprehend where customers will search, discover, and learn about products. Knowing where clients interact with or are likely to encounter the product is crucial for marketing. Promotion is advertising for the product and market difference. Without product, pricing, and location, it is difficult to determine the optimal promotional mix without wasting time and money.
              Barone (2022) Stated the business strategy of a corporation outlines its marketing activities and provides schedules for when those efforts are to be carried out.  Since they incorporate product offerings and other components of the brand that are stable over time, marketing strategies should have a longer life span than individual marketing programmes. As a result, marketing strategies deal with the overarching message, while marketing plans detail the advertising logistics.
           There are a lot of different companies that have marketing strategies that are successful and effective. For example, in 2008, San Francisco, California-based airbnb was established as a community marketplace that enables users to post and book lodgings located all over the globe. airbnb was named after the acronym for "airbed and breakfast." Since that time, Airbnb has expanded to more than 1.5 million bookings in 34,000+ cities throughout the globe. A significant factor in the phenomenal success the organisation has had around the globe. "Made Possible by Hosts" is the title of its video marketing campaign. In the aftermath of COVID-19, Airbnb began the campaign in an effort to connect its global network of hosts and guests together on a more personal level. The business described the ad as an effort to attract attention to "the extraordinary experiences that hosts deliver to visitors." Airbnb gathered actual films and images taken by guests during their stays and compiled them into a movie with the purpose of creating the "feeling of nostalgia" that we experience when we go on vacation (Fleishman, 2021). Asai (2021) Stated the marketing has always owed a debt of gratitude to the leadership team for serving as a source of inspiration. In contrast to the majority of other companies, which go to external firms for ideas, Airbnb's creative direction is controlled by designers, including two of the company's co-founders. This is in contrast to the fact that most other businesses go to external firms for ideas. The culture of the organisation is engrained in the approach that is artistically driven, and everything that we do is regulated by this approach. Because of the creative staff's ability to lead the charge, designers are able to produce concepts quickly and without making any compromises to the constraints of the situation. A big chunk of the implementation of the marketing was the responsibility of the internal employees, and going forward, the designers aim to expand on this approach. Every single day, individuals put out efforts to create an already fantastic team even more nimble and creative so that they may promptly put the brilliant thoughts into reality and share them with the rest of the globe. Over three million individuals on every continent have participated in some way, whether by talking about it, creating material for it, or engaging with it. Over three and a half million people have seen just one of its films.
            The present emergency regarding the cost of maintaining one's standard of life is something that impacts each and every individual in precisely the same way. As a result of the fact that the current rate of inflation is the greatest it has been in more than 40 years, there will be a need for individuals to make some adjustments to the way they live their lives as a direct response to the demand that this circumstance has generated. This is due to the fact that the prices of electricity, petrol, and food have all been increasing significantly. Rising expenses affect customers differently. Brands must balance being relevant and front of mind with their increasingly difficult financial situations. Brand owners must recognise economic disparities and ensure all marketing messages are relevant. This requires understanding audience financial realities and tailoring all messaging to their expectations, goals, and behaviour. Big-ticket buyers want security. In this arena, brands should emphasise safeguards, approval ratings, and testimonials and use social proof bias to comfort consumers. Consumers will emphasise the "lipstick effect" and cheaper pleasures after the epidemic(Hamill, 2022).
           UK inflation is 9%. The highest since 1982. Rising energy costs, Brexit, and pandemic-related supply chain concerns are contributing to this inflation increase. This makes trade tough for UK small enterprises. When prices go up, it has repercussions for more than just the general public. As was said, wage growth results from workers' demands for more pay in order to offset the effects of rising inflation. Businesses are impacted by pressures on the supply chain by the increased prices of the resources and goods they purchase. They may have to hold out for a longer period of time till more inventory is released and then face increased shipping costs and times (Bromley, 2022). Nelson (2022) stated products and services become more costly and people's wages decrease, excessive inflation reduces total demand in an economy. But in times of rising inflation, demand for any given product, especially vital items, may suddenly skyrocket because buyers fear that inflation will continue to climb and stock up before their buying power decreases further. Many different companies are having trouble meeting the expectations of their customers and keeping their product availability stable as a direct result of the continuous difficulties associated with supply chains. Because there are fewer items to offer, this will have an effect on ROI and will probably need a modification in approach. one that does not concentrate on increasing sales but rather on long-term brand-building strategies that guarantee the brand is still at the forefront of consumers' minds when stock levels begin to rise again. These factors need the development of a plan that is supported by solid insights gleaned through marketing strategy and economic analysis. For instance, a travel company may need to prioritise its resources on the immediate rather than the long-term. Because, to put it simply, if they don't prioritise filling seats with customers, the most pressing concern won't be how much money they spend on marketing; rather, it will be determining whether or not the brand still exists after the current situation has been resolved (Charles, 2022).
          Social media encourages active participation, instant access, and frequent connection. Traditional advertising and marketing could never do this. Instagram, Facebook, and YouTube can directly meet customers' rising demand expectations (Kaushik, 2012). Dzhingarov (2015) stated smaller companies can be heard, social media marketing is a great resource. There is no rivalry for investment amounts with bigger enterprises. Regular marketing is expensive, but social media allowed small businesses to be heard down to such communication channels' large exposure. Social media's inexpensive entrance and distribution costs allow new brands to sell their products and services. Unfortunately, consumers are swamped with 5,000 advertisements every day. Brands can cut through the noise with a good social media strategy. Brand recognition and product differentiation are enhanced by a sustained social presence. Brands with high brand awareness are often discussed and influence decisions. This alone emphasises brand awareness. Customers generally notice brand recognition via social media marketing. Thus, social media advertising operations recall and retain customers (Bilgin, 2018). Meredith (2020) specified that Brands may test new graphics on social media to enhance marketing and e-commerce photographs and videos. Therefore, the best organisations will invest in Instagram and Pinterest to guide their visual strategy and optimise online income and long-term company success. By tailoring data for each consumer, a social media marketing agency may facilitate the creation of interactions that lead to the development of goods and services that are uniquely suited to the needs of the target audience. Some services may even be completed entirely online, such as checking in and selecting seats. Furthermore, successful companies like Dell and amazon.com have shown that social networking platforms may facilitate transactions between consumers and enterprises that would otherwise need human interaction (Nadaraja and Yazdanifard, 2013).
            An effective digital marketing strategy has both primary and secondary objectives. Primary objectives may focus on expanding the marketing effort, monitoring return on investment, or generating more revenue, among other things. The secondary objectives might be learning how they compare to rivals in the market via analysis of market tendencies. However, it is essential to keep in mind that the sales team's aims are distinct from the marketing teams, and that the optimal course of action is to strike a balance between the two (Holmes, 2019).  ten marketing difficulties that might be seen as either opportunities or dangers. Here, we divide them up into three distinct classes. Conceptualization of business goals and analysis of client feedback; Strategy, planning, and execution for entering a new market. Most importantly, marketing must provide solutions to each of these problems. They may choose to either embrace the digital revolution by building social media platforms or implementing cross-channel strategies or take a defensive tack by focusing on improving service in the already established non-digital channels. Each of these difficulties has different ramifications for different businesses, and it is crucial for organisations to learn about them all, evaluate them, and come up with responses to each one (Leeflang et al., 2014). Agrawal (2016) Argued that the days of broadcast advertising are over. The proliferation of online streaming services has led to a significant decline in traditional media like television and radio. It's not their fault; people are just gravitating toward digital spaces. People have stopped watching television since they can stream their favourite shows online commercial-free. Additionally, internet marketing methods are often more specific. Only those who could be interested in what they have to say will be contacted at the cost to oneself. More Internet connections mean more potential for the company to grow its value offering. An online portal provides extensive opportunities for marketing partner connections, including customer and business partner participation in the creation of the company's value proposition, the creation of customer loyalty programmes, and much more.  The advent of these cutting-edge innovations has facilitated the growth of interactive and database marketing, paving the way for businesses to shift their focus from mass to niche markets and from global to individualised customer service. Technology and service advancements have led to the widespread use of online marketing information systems for the purpose of automating advertising business operations as well as providing informational support for marketing decision-making (Orazymbetova et al., 2020). Digital media has made marketing more difficult. Traditional abilities like originality and brand building are important, but not enough. Mandates have expanded. Brand advertising is more quantitative and analytical. Modern digital channels and technology need marketing organisations to become more flexible, moving faster to adapt to quickly changing conditions. To increase flexibility, chief marketing officers (CMOs) require quite different talents and frameworks than they did a decade ago. Rapid application development big data and consumer perceptions, programmatic buying, and branded content are new competencies, while current talents like marketing metrics, proactiveness, and agency management have new duties. Businesses must build frameworks that support their most essential aims. Businesses who don't invest in these skills and processes in the next year will fall behind (Visser, Field and Sheerin, 2021).
                      An examination of the competition may assist in determining which features of a product should be highlighted in advertising. Understanding the environments in which customers interact with or are likely to come into contact with a product is essential for marketing. As a consequence of this, marketing strategies focus on the overall message, while marketing plans go into depth on the many aspects of advertising logistics. The primary goals may include, but are not limited to, increasing income, measuring return on investment, or expanding marketing efforts, among other possible outcomes. Many times, the tactics of internet marketing are more particular. A customer and business partner's participation in the development of the company's value proposition, the development of customer loyalty programmes, and a great many other opportunities can be made available through the use of an online portal, which offers extensive opportunities for marketing partner connections. Marketing organisations need to become more flexible and move more swiftly in order to respond to rapidly changing situations. Modern digital channels and technology make this need necessary.
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