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          To introduce, this essay is an evaluation of marketing that will draw on relevant marketing theory and provide industry examples to support the points made. The marketing theory chosen for this essay was the marketing mix theory which will help to identify the main marketing elements. This will help to evaluate the role and function of marketing mix strategies in driving success and delivering results in practice (Lee, Naylor and Chen, 2012). Additionally, this essay will identify factors and trends in the marketing environment and how they affect marketing planning. Marketing mix theory is a selection of a variety of marketing tools used in practice to create a complex business or marketing plan. The idea of the marketing mix and 7 Ps is to help small or medium businesses to reach customers through digital marketing platforms and the internet. There are “7 Ps” elements within the marketing mix including product, price, promotion, place, people, package, and process. The main elements of every marketing are product, price, place and promotion which help to determine the final product and price that reach the market place and the customers (Brassington and Pettitt, 2012; Brenna, Canning and McDowell, 2020; Kotler and Armstrong, 2003). 

          To summarise the 7 Ps marketing strategy the Product element stands for importance or purpose and demand on a specific product. The possible demand for new products, further upgrades or overall innovation of the product can affect the production and the sale of the product (Brassington and Pettitt, 2012). Next is the Price element which is understood as an essential part of the marketing mix due to the final price and cost of the product which determines the final profit from the product (Brenna, Canning and McDowell, 2020; Kotler, Jain and Maesincee, 2002). There have to be considered quality, size and customer demand while deciding on pricing for individual products. If the customer demand is high the price can be high and profit can be significant (Ackerman and Tellis, 2001, Baines et al., 2019; Kotler, Jain and Maesincee, 2002). 

           Next is the Promotion element and advertising of the product or service which can have a variety of strategies such as medial adverts, online adverts, flyers, leaflets or brochures. However, additional promotion activities can help to encourage customers to buy the specific product (Groenross, Standvik and Holmlund, 2013). Next is the Place element which is another dynamic part of the marketing mix as the distribution strategy and reaching the customers will help to achieve the marketing objectives. Next is the People element which looks at the size of the customer audience but also the people who produce, deliver, sell and advertise the product. It is a big number of people involved in marketing (Brenna, Canning and McDowell, 2020; Solomon et al., 2019). Next is the Package element which stands for a range of components such as marketing face, product package and presentation, and the environment of sale or consumption environment. Additionally, the mood and physical presentation, and polite approach towards the customer and colleagues. The last is the Process elements which include the production and the way how the product is made, but also how is delivered to customers. How difficult it can be to reach the product and additional service, and what needs to be done to get the product to the customer (Brassington and Pettitt, 2012; Kotler and Armstrong, 2003; Sheehan, 2011; Solomon et al., 2019). 

          To give a definition of marketing Baines et al. (2019) provided a statement from the Chartered Institute of Marketing (CIM) that “ marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitability”. 

           Based on the definition, there have been pointed out the main important role of organisation marketing related to the importance of creating a strong relationship between customers and organisations (Brassington and Pettitt, 2012; Kotler and Armstrong, 2003). This can be done via offered goods, products, or services available on the market. A good relationship, a good brand name and a reputation can give the confidence to the customers to buy and try new products. This can be a problem to achieve if the product or brand is not known to customers and if the product or brand is not advertised enough to the public. The function of marketing in the organisation works as the face of the company which can motivate customers and interest possible investors (Brenna, Canning and McDowell, 2020; Kotler and Armstrong, 2003; Piercy, 2015). This is important in relation to market analysis where the organisation should analyse the business target market to be able to create successful projects that will be producing and deliver the required products and brands to customers (Lee, Naylor and Chen, 2012). The market analysis is important as it gives insights into possible customers and their consumer needs and behaviours (Groenross, Standvik and Holmlund, 2013; Solomon et al., 2019). This can help organisations to identify the size and quantity of customers which can help to control the possible strategies important for targeting the analysed sales. This is related to the goals and objectives settings within the organisation (Baines et al., 2019; Piercy, 2015). 
           To consider the effectiveness of marketing there should be analysed and captured data related to current market strategies. According to Ackerman and Tellis (2001), strategic marketing can help the organisation choose the right strategy related to the price and customer needs of the product and services (Groenross, Standvik and Holmlund, 2013). There should be carried out specific market research considering the optimal use of the resources should be carried out and monitored (Brassington and Pettitt, 2012; Lee, Naylor and Chen, 2012). This can help the companies to start their own business approach and strategy to create a successful business plan based on achievable and realistic goals and objectives. It means every company, organisation and business should create its own business plan and strategies based on its specific marketing goals and objectives (Baines et al., 2019; Kotler and Armstrong, 2003). To set and create the goals and objectives there has to be followed some structure to create a successful marketing plan. To do so there is a tool called SMART which can help to ensure that the goals and objectives are specific, measurable, actionable, realistic and time-bound (Brenna, Canning and McDowell, 2020).
SMART goals:
· Specific: Clear goals, using action words, detailed plans.
· Measurable: Use metrics – dates, numbers, amount, price, currency, be able to measure the success.
· Actionable: Is the goal able to bring changes and action into business? Will the business benefit from the goal?
· Realistic: Be honest and realistic about achieving the goal, is it something that can be really done?
· Time-bound: Be specific on a date, time, and period, will any review be possible in time? Set up a deadline for the project, goal or objective.

          The SMART goals can be very helpful and effective when identifying the possible areas of improvement with the marketing strategy, and customer relationships and when the organisation struggle to prioritise tasks in practice. To be able to apply any changes the organisation have to set up their objectives and goals to be able to target the areas of improvement within its marketing strategy.

          There have been identified impacting factors affecting the marketing environment and trends (Kotler and Armstrong, 2003). These factors and trends influence the macro environment (PESTLE) and have an impact on marketing decisions within organisations (Solomon et al., 2019). The marketing environment PESTLE is a tool for organisations to gain a macro (means external) picture of the industry environment. PESTLE stands for Political, Economic, Social, Technological, Environmental and Legal factors affecting businesses, marketing and marketing strategies in practice (Piercy, 2015). These macro-environmental factors affect every business and they can high or lower the need and demand for product on market. These factors can also affect price of raw products and the final market price. The PESTLE analysis can affect the macro-environment of marketing strategy within organisations, especially, since the political, economic and socio-cultural factors play a significant role in the macro-environment (Kotler and Armstrong, 2003;  Piercy, 2015). 



         The political factors consider government involvement and interventions in the local economy. This can be level of new government policy and regulations, political stability or overseas market affecting the trade and tax policy. Any organisation have to respond, adapt and accommodate all legislation and policy accordingly to their business. Economic factors have a significant impact on organisation marketing and profit. The economic factors directly affect economic growth, interest growth, inflation and revenues (Kotler, Jain and Maesincee, 2002). The economic factors include the macro and micro economic factors such as external and internal demands on business and organisational management affected by the government interest rate control and taxation (Kotler and Armstrong, 2003; Sheehan, 2011).

          The socio-cultural factors include the social and cultural shared beliefs and attitudes within the public and communities. The sociocultural factors are affected by population growth, age distribution, health awareness but also career attitudes. That is why is very important to carry out marketing research to understand the local customer needs, demands and option (Groenross, Standvik and Holmlund, 2013; Kotler, Jain and Maesincee, 2002). 

          To continue with the organisation's marketing and need to adapt to an increasingly digital world there is important to point out the benefits and possible risks related to the emergence and development of social media as  marketing platform and promotion tool (Kotler et al., 2020).  Some of the possible benefits of growing the business are social media marketing makes it easier to spread the word about the offered products and company mission (Baines et al., 2019). Some of the other benefits are smoother local engagement, lower cost, application of multiple business and marketing strategies, or more effective targeting of new customers. In accordance with Kingsnorth (2019), these benefits might increase engagement and promotion amongst customers and clients. Some of the risks related to digital marketing can be the risk of exposure, risk of misleading, data protection issues, or lack of a clear digital marketing strategy. There have been presented 5 key steps to adapt the business to digital marketing strategy (Kingsnorth, 2019; Kotler et al., 2020). The 5 key steps are to understand customer needs and desires – situation analysis, setting up a strong digital marketing strategy – mission, marketing planning, marketing mix, and implementation and control. 

          Regarding Kotler et al. (2020) social media marketing is focusing directly on to use of social media platforms and channels such as Twitter, Linkedin, Facebook, Instagram, Skype, Teams, WhatApp or website platforms such as Amazon or eBay. Opposite to social media marketing the whole digital marketing covers online and offline media methods including the social media platforms names above, but also digital media such as television channels, radio or SMS communicators. There is a number of different marketing strategies that can be used to grow, promote and expand the business within the digital world. Kingsnorth (2019) stated that one of the most popular digital marketing strategies is to design and develop website related to the business or company and promote the products, services or mission online via websites. There is a growing trend of organic and paid-for advertising to promote a business, product, mission, campaign or company. 
          The digital marketing strategy gives the opportunity of multiple content mediums across different platforms which can ensure that more clients, new clients and targeted populations can be reached more effectively, quickly and cheaper. Additionally, email marketing and reaching new clients, customers and investors via email channels can be very effective marketing strategies saving a lot of money for companies, getting new contacts very quickly, spread the mission and word within a large number of companies (Kingsnorth, 2019; Kotler et al., 2020; Solomon et al., 2019).

          To provide a conclusion for this essay there have been identified a number of possible factors and trends in the marketing environment and there was discussed how the factors and trends affect marketing planning. There has been described a marketing mix theory and explained the marketing tools used in practice to create a complex business or marketing plan. This essay explained the 7 Ps and how these are applied and used in practice to reach customers through digital marketing platforms and the internet. There was said that the “7 Ps” elements within the marketing mix include product, price, promotion, place, people, package, and process. Further, according to Sheehan (2011), there was given the proper definition of marketing saying that marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitability in practice (Kotler, Jain and Maesincee, 2002). 
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          Additionally, in this essay was pointed out the importance of creating a strong relationship between customers and organisations and how a good relationship is important for the further growth of the company (Kotler, Jain and Maesincee, 2002). Then there was expanded on the function of marketing in an organisation and discussed why this is so important in relation to market analysis and insights into customer needs and behaviours. Further, there was presented the importance of the business plan and set specific marketing goals and objectives. There was described the structure of the creation of a successful marketing plan and explained in SMART goal planning in detail. Based on the SMART goals there were discussed the possible areas of improvement with the marketing strategy, customer relationships and prioritising of tasks in practice (Piercy, 2015).

          Further, there were identified the marketing environment and trends influencing the macro environment (PESTLE). There have been explained the meaning of PESTLE and what it stands for - Political, Economic, Social, Technological, Environmental and Legal factors. Based on the PESTLE there have been expanded on 3 main individual factors and their importance in practice - the political factors that consider the government involvement and interventions, the economic factors that affect the economic growth, interest growth, inflation and revenues and the socio-cultural factors that look at the population growth, age distribution, health awareness but also career attitudes. Then there was described the need to adapt to an increasingly digital world. And this essay outlined the benefits and risks related to social media marketing in practice. Further, there were presented 5 key steps to adapt the business to digital marketing strategy. 
The 5 key steps are to understand customer needs and desires – situation analysis, setting up a strong digital marketing strategy – mission, marketing planning, marketing mix, and implementation and control. Lastly, in this essay were explained the main characteristics of social media marketing and digital marketing methods. Then this essay pointed out a number of different marketing strategies that can be used to grow, promote and expand the business within the digital world. This essay provided an evaluation of modern marketing and its strategies, methods and theories in practice. This essay draws together the importance of marketing strategies and planning to allow companies to grow, expand and profit while satisfying the customer needs, requests and desires via provided and delivered products or services.
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