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An Evaluation of Marketing

The definition of marketing given by Dictionary.com is "the action or business of promoting and selling products or services, including market research and advertising." (dictionary.com, 2019). Marketing, essentially, is any activity a business does in to draw customers to its goods or services through persuasive communication. The long-term objective of marketing is to demonstrate the value of the product, strengthen brand loyalty, and ultimately increase sales. Marketing tries to deliver standalone value for prospects and consumers through content (Forsey, 2022). In order for organisations to accomplish their more general organisational aims and objectives, marketing plays a crucial role (Kotler & Keller, 2016). Effective marketing may be a major factor in an organization's success by raising brand awareness, fostering customer relationships, and enhancing the bottom line (Porter, 1985). Organisations must manage the macro environment, though, and modify their marketing plans in response to shifting consumer demands (Johnson, Scholes & Whittington, 2008). In order to analyse the macro environment, which comprises political, economic, social, technical, legal, and environmental elements, the PESTLE framework is frequently utilised (Jobber & Ellis-Chadwick, 2016). By taking into account these variables, businesses may modify their marketing plans to better adapt to market shifts and stay one step ahead of the competition (Armstrong & Kotler, 2017). Organisations need to modify their marketing tactics in order to stay relevant in a world that is becoming more and more digital with the rise and development of social media (Chaffey & Smith, 2017). Social media has developed into a potent platform and marketing tool that enables businesses to interact in real-time with their clients, raise brand awareness, and reach out to new markets (Malthouse et al., 2013). To make sure they are addressing the proper audience and conveying the right message, organisations must, however, use social media deliberately and efficiently (Hanna, Rohm & Crittenden, 2011). In this essay, we will examine the function of marketing in businesses, paying particular attention to how successful marketing aids in the achievement of a firm's overall organisational goals and targets. The macro environment (PESTLE) and how it affects marketing choices made by organisations will also be examined. In our final section, we'll look at how businesses need to change their marketing strategies in light of the world's growing digitalization, with a focus on social media's rise and growth as a marketing tool and platform (Kaplan & Haenlein, 2010). By the end of this essay, we will be more knowledgeable about how marketing may be employed strategically to promote organisational success (Scott, 2015; Baird & Paraskevas, 2017; Kumar et al., 2010; Hollensen, 2015).



The achievement of broader business goals and objectives depends heavily on marketing, making it a crucial organisational function. Through the production and distribution of value, marketing aims to recognise and satisfy the needs and desires of consumers. Researching the market, creating products, setting prices, advertising, and distribution are just a few of the tasks involved in marketing. In order to generate awareness, interest, desire, and action (AIDA) among potential clients, marketing must be done.
A company's reach, client base, and market share are all expanded through effective marketing, which increases the value of the company and ultimately helps it maximise profits. The fact that firms cannot reach their sales goals or create income without good marketing emphasises the significance of marketing. Businesses can design goods and services that cater to the needs of their customers by using marketing to better understand their needs and preferences. Additionally, with the help of marketing, firms can set themselves apart from their rivals' offerings, giving them an edge that could boost revenue and profits.
Due to their role in helping the company reach its long-term objectives, marketing objectives are a crucial part of an organization's overall strategic plan. Increasing market share, boosting consumer happiness, introducing new goods or services, and breaking into new markets are just a few examples of marketing objectives that might be general or more focused. It is usual for marketing goals to be SMART (specific, measurable, achievable, relevant, and time-bound) and to be in line with the overall business plan. By generating awareness, interest, desire, and action among potential customers, marketing goals assist in the attainment of overall organisational goals, such as raising revenue or profitability.
For instance, Apple's marketing goals of promoting its cutting-edge products and developing a strong brand image have substantially influenced its overall performance. Apple's well-known "Think Different" campaign is an illustration of how strong branding may give a company a competitive edge (Schneider et al., 2018). The advertising campaign emphasised how Apple stood out from rivals in the technology sector due to its dedication to creativity and innovation. Apple has been successful in attracting a following of devoted customers and making large revenues by developing a strong brand image.
The development of value for clients, which is crucial for recurring business, is another aspect of marketing aims. Businesses can determine the demands and preferences of their customers and then adjust their marketing tactics as a result by doing marketing research. Businesses can establish lasting relationships with their consumers through the creation of value for them, which can result in increased customer loyalty and repeat business. For instance, Amazon's marketing approach that focuses on the needs of the client has helped them become a market leader. Personalised suggestions are made by Amazon using user data, improving the shopping experience and encouraging repeat business. By setting a company's goods or services apart from those of its rivals, successful marketing can also give a business a competitive edge. In order to develop a competitive edge, differentiation is crucial, according to Porter's (1985) theory of comparative advantage. Effective marketing can set a product or service apart from those of rivals by highlighting special qualities or advantages. As an illustration, Nike's "Just Do It" campaign highlights the company's dedication to excellence and encourages customers to adopt an active lifestyle, which distinguishes it from rivals in the sports apparel sector. Creating value for clients and assisting in the accomplishment of broader corporate goals and objectives are, in conclusion, the roles of marketing in organisations. A company can grow and its profits can be maximised by using effective marketing to expand its reach, clientele, and market share. the production of value for customers, which is crucial for repeat business and customer loyalty, and the attainment of overall organisational goals are all impacted by marketing objectives. Additionally, by setting a company's goods or services apart from those of its rivals, efficient marketing can give a business a competitive edge, resulting in higher revenue and profits.


When making marketing decisions, organisations must take into account a number of aspects of the macro environment. The PESTLE framework, which stands for Political, Economic, Sociocultural, Technological, Legal, and Environmental elements, is a helpful tool for organisations to assess the external environment and estimate the impact of these factors on their marketing strategy (Kotler et al., 2017). The laws, rules, and government policies that have an effect on enterprises are referred to as the political environment. Political factors can affect marketing choices by enacting laws that restrict an organization's use of marketing techniques. When gathering and using consumer data for marketing purposes, for instance, organisations must abide by data privacy rules and regulations. The political environment today is characterised by a rise in nationalism and protectionism, which has resulted in stiffer rules for marketing and commerce (Soriano, 2019). In order to adapt their marketing tactics, businesses need to be aware of the shifting political landscape. The state of the economy and its effects on enterprises are referred to as economic factors. Changes in consumer purchasing power can have an impact on marketing decisions and result in either an increase or decrease in the demand for goods and services. Due to changes in consumer behaviour brought on by the recent COVID-19 epidemic, businesses must now modify their marketing strategy. The recent COVID-19 pandemic has had a substantial impact on the economic climate. Organisations that have historically relied on brick-and-mortar businesses, for instance, have forced to refocus their efforts on online channels to target customers who are now more likely to shop online (Aitken, 2020).
When we talk about technological factors, we mean how enterprises are affected by technology. With the growing usage of digital technology, technological aspects have had a considerable influence on marketing decisions within organisations. Organisations now need to include social media into their marketing plans as a result of the emergence of social media platforms (Kotler et al., 2017). This has opened up new marketing opportunities. In addition, the growing use of big data analytics has made it possible for businesses to learn more about their clients, allowing for more precise marketing strategies (Reinartz et al., 2017). The PESTLE framework is a crucial tool for organisations to assess the external environment and ascertain the influence of macro-environmental elements on their marketing strategies. There have been changes in marketing strategies and methods as a result of the political, economic, and technological elements that are particularly significant in the current context. In order to remain competitive and accomplish their overarching organisational goals, businesses need to be aware of these aspects and modify their marketing tactics accordingly.


Organisations must modify their marketing plans to be competitive and relevant as the world gets more digital. The use of social media, which has quickly become a potent marketing tool/platform for businesses of all kinds, is one area of particular focus. With billions of users on social media platforms like Facebook, Instagram, and Twitter, these platforms give businesses the chance to reach a wide range of people at a reasonable price (Kaplan and Haenlein, 2010). Additionally, social media makes it possible to create marketing campaigns that are incredibly targeted and may target particular demographics, making it a desirable choice for businesses trying to optimise their marketing budgets (Hoffman and Fodor, 2010). However, adjusting to social media calls for more than just setting up a business account and updating it with content. According to Kumar et al. (2016), it requires a strategic approach that is in line with the organization's larger marketing goals and takes into account the special qualities and difficulties of each social media platform. For instance, effective social media marketing frequently entails developing interesting material, quickly replying to messages and comments, and utilising the most recent trends and algorithms (Mangold and Faulds, 2009). In order to guarantee that their brand is appropriately portrayed online and that any unfavourable comments are immediately addressed, businesses must also carefully monitor and manage their online presence (Hennig-Thurau et al., 2010). In the end, successful social media marketing demands continual work and commitment, but the benefits can be substantial for businesses who can adapt and put a good plan into action.
The term "digital marketing" refers to all marketing initiatives that make use of technology or the internet. According to Chaffey et al. (2019), businesses use digital channels including search engines, social media, email, and other websites to engage with their present and potential clients. Digital marketing is becoming a crucial component of marketing for many businesses, especially in the age of the internet and technology. It enables a wide range of alternatives and approaches that businesses can employ to reach out to their target audience on a budget (Chaffey et al., 2019). An important improvement over conventional marketing is the ease with which analytics dashboards have made it possible to track campaign success and return on investment (Kumar & Mirchandani, 2012). The capacity to accomplish marketing goals through digital marketing helps a company achieve its objectives, such as growing its market share, expanding its client base, and entering new markets, all of which help it maximise its profits (Kotler et al., 2022).

Pay Per Click (PPC) is a form of digital marketing - By paying for clicks on their ads, businesses can increase traffic to their websites via pay-per-click (PPC) advertising. PPC improves marketing in a number of ways, such as by raising brand awareness, directing relevant traffic to the website, and producing quantifiable outcomes (Li et al., 2020). Using PPC, businesses may target particular keywords that are related to their goods or services and display advertisements to consumers who are using such terms to search the internet. In order to increase the possibility of conversion, this targeting makes sure that the adverts are shown to users who are already interested in the good or service. Additionally, PPC advertising are shown in front of organic search results, boosting brand recognition and assisting companies in standing out from rivals (Bilgin, 2017). PPC also produces quantifiable outcomes, enabling companies to monitor the effectiveness of their ads in real-time. Advertisers can employ analytics tools to track important metrics like cost-per-acquisition, click-through rates, and conversion rates, allowing them to tweak their campaigns for the best results (Li et al., 2020). PPC advertising can also aid companies in achieving their marketing goals, such as raising website traffic, generating leads, and raising brand recognition. The possibility for a profitable return on investment is shown, for example, by a Google study that discovered that companies make, on average, $2 for every $1 spent on Google Ads (Google, 2021). PPC advertising can improve marketing campaigns by bringing in targeted visitors, boosting brand recognition, generating quantifiable outcomes, and assisting companies in achieving their marketing goals.

Social media marketing is a well-liked digital marketing tactic that companies employ to interact with their target market and raise brand awareness. Various tools and services are available on social media sites like Facebook, Instagram, Twitter, LinkedIn, and YouTube that allow businesses to produce and distribute interesting content with their followers as well as target particular demographics with advertising. When compared to conventional advertising channels, social media marketing has a significant cost benefit (Gupta, 2019). Through social listening and engagement, businesses can also have access to important customer information and feedback (Singh & Sonnenburg, 2012). The consumer experience can then be enhanced by using this data to inform marketing choices. Additionally, social media marketing enables higher personalisation of marketing messaging and more intimate client connections. Increased brand advocacy and client loyalty may result from this (Hajli, 2014). To successfully gauge the performance of their social media marketing initiatives, firms must use metrics like engagement rates, reach, and conversions. Businesses must stay current on new features and best practises as social media platforms are continually changing in order to maximise their effectiveness (Kapoor & Dwivedi, 2020). Overall, social media marketing can improve marketing by offering a practical means of connecting with and interacting with target audiences, acquiring useful consumer information, and developing tailored marketing messages that increase client loyalty and advocacy.


For businesses to fulfil their overarching organisational goals and objectives, effective marketing is essential. Organisations may create efficient marketing strategies that assist them grow their market share, client base, and profitability by identifying and understanding their target audience. But since these can affect their marketing choices, companies must also take into account external issues like political, economic, social, technological, legal, and environmental factors. In a world that is becoming more and more digital, businesses must modify their marketing plans in order to connect with current and potential customers through digital channels like social media, email, and search engines. The ability for businesses to interact with customers, raise brand awareness, and boost sales has made social media an especially crucial marketing tool. Effective marketing ultimately assists businesses in achieving their larger goals and preserving their market advantage.
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		Module Learning Outcomes 

(from module syllabus)



		

· Identify the elements of the marketing mix and apply them to satisfy customer needs;

· Evaluate the role and function of marketing in driving success and delivering results;

· Identify factors and trends in the marketing environment and how they affect marketing planning. 













		
TASK DESCRIPTION







Write an essay which evaluates marketing. Your essay should include the following:  



1. An analysis of the role of marketing in organisations. You should specifically consider how effective marketing helps companies to achieve their wider organisational goals/objectives;

2. Factors and trends influencing the macro environment (PESTLE) and how this impacts marketing decisions within organisations;

3. How organisations may need to adapt their marketing in an increasingly digital world. You should pay particular attention to the emergence and development of social media as a marketing tool/platform. 



Within your essay, you should draw on relevant marketing theory and provide industry examples to support the points made. 



As this is an essay, not report, you should not use any sub-headings. You should include an introduction, main body (addressing the three points above, separated by paragraphs), and conclusion.
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NOTE: The guidance offered below is linked to the five generic assessment criteria overleaf.



1. Engagement with Literature Skills

Your work must be informed and supported by scholarly material that is relevant to and focused on the task(s) set.    You should provide evidence that you have accessed an appropriate range of sources, which may be academic, governmental and industrial; these sources may include academic journal articles, textbooks, current news articles, organisational documents, and websites.  You should consider the credibility of your sources; academic journals are normally highly credible sources while websites require careful consideration/selection and should be used sparingly.   Any sources you use should be current and up-to-date, mostly published within the last five years or so, though seminal/important works in the field may be older.  You must provide evidence of your research/own reading throughout your work, using a suitable referencing system, including in-text citations in the main body of your work and a reference list at the end of your work. 



Guidance specific to this assessment: You should show a wide level of reading, a minimum of 20 references, from a variety of sources including textbooks, academic journals and academic-based websites.





2. Knowledge and Understanding Skills

At level 4, you should be able to demonstrate knowledge of the underlying concepts and principles associated with your area(s) of study.  Knowledge relates to the facts, information and skills you have acquired through your learning.  You demonstrate your understanding by interpreting the meaning of the facts and information (knowledge). This means that you need to select and include in your work the concepts, techniques, models, theories, etc. appropriate to the task(s) set.  You should be able to explain the theories, concepts, etc. to show your understanding.  Your mark/grade will also depend upon the extent to which you demonstrate your knowledge and understanding. 



Guidance specific to this assessment: You should demonstrate knowledge and understanding of the key theoretical concepts and provide examples to demonstrate your understanding.





3. Cognitive and Intellectual Skills

You should be able to present, evaluate and interpret qualitative and quantitative data, in order to develop lines of argument and make sound judgements in accordance with basic theories and concepts of your subject(s) of study. You should be able to evaluate the appropriateness of different approaches to solving problems related to your area(s) of study and/or work. Your work must contain evidence of logical, analytical thinking. For example, to examine and break information down into parts, make inferences, compile, compare and contrast information.  This means not just describing what! But also justifying: Why? How? When? Who? Where? At what cost? You should provide justification for your arguments and judgements using evidence that you have reflected upon the ideas of others within the subject area and that you are able to make sound judgements and arguments using data and concepts.  Where relevant, alternative solutions and recommendations may be proposed.



Guidance specific to this assessment: At Level 4, your analysis should give consideration to a range of view points through your research and how the theory is actually applied in the real world.





4. Practical Skills

At level 4, you should be able to apply the basic underlying concepts and principles to evaluate and interpret these within the context of your area of study. You should be able to demonstrate how the subject-related concepts and ideas relate to real world situations and/or a particular context.  How do they work in practice?  You will deploy models, methods, techniques, and/or theories, in that context, to assess current situations, perhaps to formulate plans or solutions to solve problems, or to create artefacts.  This is likely to involve, for instance, the use of real world artefacts, examples and cases, the application of a model within an organisation and/or benchmarking one theory or organisation against others based on stated criteria.  



Guidance specific to this assessment: Application of the theoretical concepts should be demonstrated through the use of industry examples.





5. Transferable Skills for Life and Professional Practice 

Your work must provide evidence of the qualities and transferable skills necessary for employment requiring the exercise of some personal responsibility.  This includes demonstrating: that you can communicate the results of your study/work accurately and reliably, and with structured and coherent arguments; that you can initiate and complete tasks and procedures, whether individually and/or collaboratively; fluency of expression; clarity and effectiveness in presentation and organisation. Work should be coherent and well-structured in presentation and organisation.





Guidance specific to this assessment: Your essay needs to be fully referenced in Harvard format. Please consult the referencing guides available online or in the library. Use Times New Roman or Arial, size 11, 1.5 line spacing. Number your pages. The essay should not be longer than 2,500 words (+10%). 
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This section details the extent to which the assessment criteria are demonstrated by you, which in turn determines your mark. The marks available for each category of skill are shown. Lecturers will use the space provided to comment on the achievement of the task(s), including those areas in which you have performed well and areas that would benefit from development/improvement.
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Referencing conventions evident though not always applied accurately or consistently.

		Engagement with an appropriate range of literature, including sources retrieved independently. Some over-reliance on texts rather than other sources. Referencing may show minor inaccuracies or inconsistencies.

		Engagement with a wide range of literature, including sources retrieved independently.

Selection of relevant and credible sources.  Generally sound referencing, with no/very few inaccuracies or inconsistencies.

		Engagement with an extensive range of relevant and credible literature. Consistently accurate application of referencing. 

		Exceptional engagement with an extensive range of relevant and credible literature. High-level referencing skills consistently applied.



		Knowledge and understanding (Knowledge of the basic underlying concepts and principles of a subject.)

		Major gaps in knowledge and understanding of the basic underlying concepts and principles of the subject matter. Inclusion of irrelevant material.  Substantial inaccuracies. 

		Gaps in knowledge of the basic underlying concepts and principles, with flawed or superficial understanding. Some significant inaccuracies and/or irrelevant material.  

		Limited knowledge and understanding of the basic underlying concepts and principles within the subject area. Some elements may be missing. 

		Knowledge of the basic underlying concepts and principles is accurate with a good understanding of the field of study but lacks depth and/or breadth.

		Competent knowledge of the basic underlying concepts and principles.  Exhibits very good understanding. 

		Excellent knowledge and understanding of the basic underlying concepts and principles of the subject. 

		Exceptional, detailed knowledge and understanding of the basic underlying concepts and principles



		Cognitive and intellectual skills 

(Evaluate underlying concepts and principles of a subject and interpret qualitative and quantitative data in order to develop lines of argument and make sound judgements.) 





		Wholly or almost wholly descriptive work. Little or no evaluation of the underlying concepts and principles.

Failure to develop arguments, leading to illogical or invalid judgements. Minimal or no use of

evidence to back up views.



		Largely descriptive work, with superficial evaluation of the underlying concepts and principles. Weak interpretation of data, flawed development of arguments and judgements. Information accepted uncritically, uses generalised statements made with scant evidence and unsubstantiated opinions. Ideas sometimes illogical and contradictory.

		Limited attempt at evaluation of the underlying concepts and principles, tending towards description.

Can interpret qualitative and quantitative data but with some errors. Some evidence to support emerging arguments and judgements but these may be underdeveloped or with a little inconsistency / mis-interpretation.



		Good evaluation of the underlying concepts and principles. Can interpret qualitative and quantitative data, with minor errors.

An emerging ability to use evidence to support the argument.

Mostly valid arguments and logical judgements. 

		Sound evaluation of the underlying concepts and principles. Can interpret qualitative and quantitative data accurately. Ability to devise arguments using evidence to make mostly appropriate and valid judgements. 



		Excellent evaluation of the underlying concepts and principles. Can interpret qualitative and quantitative data accurately and with some insight. Excellent ability to devise arguments using evidence and make appropriate and valid judgements. 

		Exceptional evaluation of the underlying concepts and principles based evidence. Outstanding interpretation of qualitative and quantitative data.

Exceptional ability to devise arguments using evidence and make wholly appropriate and valid judgements. 



		Practical skills

(Different approaches to solving problems in particular contexts.)



		Limited or no use of taught, basic methods, materials, tools and/or techniques.

Little or no appreciation of the context of the application.

Very weak evidence of different approaches to problem-solving in particular contexts. 

		Rudimentary application of taught, basic methods, materials, tools and/or techniques but without consideration and competence. Flawed appreciation of the context of the application.

Weak evidence of different approaches to problem-solving in particular contexts.





		An adequate awareness and mostly appropriate application of basic methods, materials, tools and/or techniques.

Basic appreciation of the context of the application. 

Can identify problems in particular contexts and propose basic alternative approaches or solutions though there may be errors. 

		A good and appropriate application of basic methods, materials, tools and/or techniques.

Clear appreciation of the context of the application. 

Good evidence of different approaches to problem-solving in particular contexts and proposes mostly appropriate solutions.

		A very good application of a range of basic methods, materials, tools and/or techniques.

Very good consideration of the context of the application. Very good evidence of different approaches to problem-solving in particular contexts and proposes appropriate solutions.

		An advanced application of a range of taught, basic methods, materials, tools and/or techniques.

The context of the application is well considered, and insightful.

Excellent evidence of different approaches to problem-solving in particular contexts and proposes appropriate solutions. 

		Exceptional levels of application and deployment skills in particular practical contexts. Outstanding identification of problems in particular contexts and formulation of wholly appropriate, thoughtful solutions / different approaches.



		Transferable skills for life and professional practice

(Communicate the results of their study/work accurately and reliably, and with structured and coherent arguments; the qualities needed for employment requiring the exercise of some personal responsibility within a structured and managed environment.)

		Work is poorly structured, disorganised, inaccurate and/or confusingly expressed. Very weak use of language and/or very inappropriate style. Failure to work effectively individual or as part of a group. Little or no evidence of the skills for employment requiring the exercise of some personal responsibility.





		Work is poorly presented in a disjointed manner. It is loosely, and at times incoherently, structured, with information and ideas often poorly expressed. Weak use of language and/or inappropriate style. Flawed approach to individual or group work, meeting only partial obligations to others. Limited evidence of the skills for employment requiring the exercise of some personal responsibility.

		Mostly ordered presentation and structure in which relevant ideas / concepts are reasonably expressed. Work may lack coherence and/or accuracy in places. Can work as part of a group, meeting most obligations to others but perhaps with limited involvement in group activities.

Demonstrates the basic skills for employment requiring the exercise of some personal responsibility, with some areas of minor weakness.

		Mostly coherent, organised and accurate work, in a suitable structure and is for the most part clearly expressed. Can work effectively independently and/or as part of a team, with clear contribution to group activities.

Demonstrates the skills for employment requiring the exercise of some personal responsibility, with some areas of strength and some of minor weakness.

		Work is accurate, coherent, fluent, well-structured and organised. 

Can work effectively independently and/or as part of a team, with very good contribution to group activities. Demonstrates very good skills for employment requiring the exercise of some personal responsibility, with just occasional minor weakness.

		Work is coherent, very fluent and is presented professionally. Can work effectively independently and/or as part of a team, with an excellent contribution to group activities. Demonstrates excellent skills for employment requiring the exercise of some personal responsibility with an appetite for further development.



		Work is accurate, exceptionally coherent, very fluent and presented well. Can work effectively independently and/or as part of a team, with an exceptional contribution to group activities. Demonstrates exceptional skills for employment requiring the exercise of some personal responsibility with an appetite for further development.
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