An evaluation of the role of marketing in organisations 

There’s no denying that for an organisation to succeed it needs to market its product/services effectively because every organisations goal is to become and remain successful which brings us to the purpose of this essay, an evaluation of the role of marketing. According to the American Marketing Association (AMA) Board of Directors, Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large. Marketing has many elements that have to be considered in order to be successful, building a brand name, attracting new customers while ensuring existing customers stay loyal, raising awareness about the business and keeping customers up to date about new services. During this essay I will discuss different factors that contribute to the role of marketing within organisations such as how effective marketing can help companies achieve their wider organisational objectives, factors and trends influencing the macro environment and how this impacts marketing decisions within organisations and also how organisations have needed to adapt their marketing in an increasingly digital world. 

To begin, the purpose of marketing is to firstly generate revenue for the brand/organisation, achieving this through many different strategic activities, these include defining and managing the brand, conducting campaign management for marketing initiatives, producing marketing/ promotional materials and the emergence of social media. Often described as “the process of identifying, anticipating and satisfying customer needs profitably”, there are many elements that need to be implemented in order to market effectively. You can identify gaps in the market by using marketing research to analyse current products, potential new products, current market and potential new markets. Analysing the data collected can help predict how the market can change and also the products that may be suited or changed, adapted or updated. Marketing is important as it informs customers about the products/services that are being offered as well as getting to know the value and any other additional information about the product or service. It is also essential for brand awareness, the degree of consumer recognition of a product just by its name. Creating brand awareness is extremely important in promoting a new product or even re-branding an older brand. Organisation should always aim for the businesses to stand out from competitors which is why awareness of the brand could have qualities that distinguish the product or service from its competition. Organisations can not just market, they have to market effectively. There’s a number of things effective marketing can do for an organisation, it can allow you to engage with customers, help build and maintain the companies reputation, boost sales, helps maintain relevance and also allows the management within a company to make informed decisions. Effective marketing can contribute to meeting an organisations overall goals/objectives; An effective marketing strategy promotes overall development and growth as well as an increase in sales and revenue. Organisations will always need to adapt because consumer needs change over time, this can be a result of technological advances and changes in consumer knowledge and priorities. This means a business must adapt its marketing mix to continue to meet its customer needs. A marketing theory that explains the factors influencing consumer behaviour is Maslow’s Hierarchy of Needs- analysing different needs, whether a consumer needs or wants the product etc. They also include psychological needs, safety needs and social needs. An organisation that markets effectively is McDonald’s, they are a food and beverage company that uses a combination of digital, TV advertisements and print to communicate and market their products, this appeals to a large audience as well as their iconic mascot Ronald McDonald which differentiates their brand from competitors. Consumers are the foundation of a business, providing revenue and brand recognition so it is essential that organisations market effectively. 

In general, the macro environment can be described as the big picture, in other words things that are going on outside an organisation that are beyond its control. There are six elements that make up the macro environments, these include the political environment, economic environment, social and cultural environment, technological environment, legal environment and ecological environment, more commonly known as PESTLE. The macro environment consists of uncontrollable, external forces which influence an organisations marketing decisions as well as having an impact on the organisations overall performance, this could be positively or negatively. Many of these external environments can really impact marketing decisions within organisations, for example the legal environment; this consists of tax policies, environment regulations, trade restrictions, political stability and even a change of government. An example of this is when the sugar tax came in to affect on the 6th of April 2018, which is a tax on soft drinks depending on how much sugar the manufacturers were using. Most manufacturers reduced the sugar contents of their drinks however manufacturers who did not comply with the change in law were taxed significantly more and organisations that did comply with the change of law had to change their marketing strategies to suit. For example the soft drink manufacturer A.G. Barr which is based in Scotland, reformulated their Irn-Bru to reduce sugar content from 10.3 grams of sugar per 100ml to 4.7 grams of sugar per 100ml. In turn this affected marketing decisions within the organisation causing them to advertise more aggressively which A.G. Barr claimed Irm-Bru advertising campaigns have helped the brand achieve its ‘strongest ever customer awareness, impact and enjoyment sores.’ Other organisations such as Coca-Cola were also affected by the sugar tax policy, already providing consumers with a wide range of drinks, they decided not to change the recipe of Coca-Cola original which meant it was subject to the new tax. Instead of rebranding or advertising in different ways they decided to stick with the traditional approach that has made them the global brand that they are, this is because they are a company with a consumer orientation. The consumer orientation emphasises on understanding consumers actual needs and satisfying them better than other competitors, to corroborate this Coca-Cola stated ‘Top of that list is the brand on which our business was built – the iconic, 130-year old, Coca-Cola original taste. In this respect, we decided not to change the recipe of Coca-Cola original taste when the Government introduced a new tax on soft drinks in 2018.’ Another example of an external environment that has been recently been impacting marketing decisions is the social environment, this is because there is an increasing consumer awareness of ethical issues, one of these being the  progression of the  vegetarian/vegan industry. An organisation who adapted to this was Richmond, most commonly known for their high quality pork sausages. However with the slogan ‘Proud To Be The Nation’s Favourite’ is was an obvious marketing strategy to make when they started to produce their meat-free range, meaning they could appeal to a much larger audience stating ‘our meat-free portfolio is proving to be a runway success with shoppers, driving the meat-free category forward.’ Not only does it reach a larger audience but provides a means to target new markets, increase revenue streams, sell more and increase market share. 

Organisations need to adapt their marketing in an increasingly digital world. Arguably the biggest advance in marketing yet is digital marketing due to its everlasting reach of audience. Digital marketing is a method of marketing that implements the use of the internet and other online based digital technologies such as computers, mobile phones and many other digital platforms to advertise and market products/services. Digital marketing has no doubt changed marketing forever, with new technologies constantly emerging, marketing is constantly evolving. One of the largest networks worldwide, e-commerce, where commercial transactions are conducted electronically on the internet, operates in all four market segments, business to business, business to consumer, consumer to consumer and consumer to business. Organisations use digital marketing for the same reason as any other marketing techniques, to help enhance brand awareness, garner new traffic, leads and sales by reaching a larger audience. They do this by developing, managing and implementing marketing campaigns the promote the organisation as well as its products/services; digital marketing also involves identifying and evaluating new digital technologies while using web analytics tools to help optimise marketing campaigns, email marketing and social media. Examples of what activities digital marketing consists of include content marketing/strategy, responsible for website content and then creating/implementing the content strategy to ensure online objectives can be met. Content marketing enhances marketing by attracting and retaining a defined audience and most importantly driving profitable customer action. An important aspect includes Search Engine Optimisation (SEO), responsible for ensuring that a website is easily found by its target audience. Having an organisations website rank higher in search results on global search engines such as Google will significantly increase traffic to the site, in turn this could improve user experience making it more likely for consumers to be repeat buyers. Social media has developed as a marketing platform as it gives access to connect with consumers in a unique way because technology and the internet have made it so people can connect with anyone, anywhere, anytime; social media allows even the smallest business to interact with the wider world, this is because it adds value to stakeholders in a targeted way, engaging with existing customers and reaching new ones while promoting their mission, culture or tone. There’s no denying that social media marketing has many advantages for new and established brands. Firstly, it’s creates brand recognition, this is one of the most important marketing goals for any organisation, this is because it’s proven that consumers prefer to  purchase brands they are already familiar with. However due to social media, it gives organisations the opportunity to make brand building simple and effective. Marketing via social media increases sales as with more visibility that comes with being on social media platforms, the organisation will get more opportunities to convert potential customers in to actual customers. Being cost-effective is very advantageous because most social media platforms are free and even any paid promotions are relatively inexpensive when compared to other marketing tactics, this way by investing a small amount of time and money it can significantly increase your conversion rates. Another notable advantage of use social media as a marketing tool includes gaining market insight, being active on social media allows organisations to get to know customers interests and opinions that may not otherwise be known, it also allows organisations to analyse the demographics of consumers; this is a way to get deep insights in to who consumers are and can the organisation market the product/services accordingly to them. The use of social media can also be utilised to share an organisations brand or mission statement which if used effectively can have a really positive impact on the image of the brand. A company that has taken all of these factors in to consideration and used them to build a global brand which is heavily influenced by social media is fashion retailer Pretty Little Thing. Founded in 2012 it has fast become a popular retailer aimed at 16-35-year-old women having a rise in popularity on social media with a current following of 17.2 million on social media platform Instagram. Other ways they have made use is using social media influencers, particularly Molly-Mae Hague who has a massive social media presence with a current following of 6.2 million. This is evidence that having a business that relies solely on the internet can definitely be successful if effective strategic marketing tools are used. Not every aspect of using social media as a marketing tool can be a positive and there are definitely limitations. With the internet being easily accessible more than ever, there are individuals who could aim to damage an organisations reputation. This is because it is so easy to engage using social media meaning anyone can write negative reviews whether they are founded or not and this in turn will tarnish the brand name and even lead to the newly founded ‘cancel culture’. It could be argued that a lot of time is required, depending on the nature of the business; maintaining a social network requires dedication, regular content with frequent updates. Another limitation to using social media is anyone can see your content even competitors could study an organisations business, this can lead to a rapid saturation in the market. Overall social media should be seen as a solid, positive platform for marketing due to its many qualities of attracting customers, the ability to get customer feedback, build customer loyalty, increase market reach including international markets and overall reducing marketing costs. Examples of brands that have had negative experiences online include Pepsi and Uncle Ben’s. Pepsi was heavily criticised for a controversial television ad that appropriated global protest movements mainly Black Lives Matter, the ad was removed. Uncle Ben’s was criticised over racial stereotyping, the brand decided to change its branding as well as change product names.

To conclude it is clear to see effective marketing can help companies achieve their wider organisational goals/targets in many ways. It enables organisations to assess the performance and the positioning of their business and understand how well an organisation is performing within the overall competitive environment; this can also help plan for future strategic marketing activities. Another way marketing can help achieve wider organisational goals is through product development, assisting in creating products/services that provide the organisation with profit; this is because a SWOT analysis can be conducted of the organisation as well as a market analysis of consumers and existing trends in the market. Factors and trends influencing the macro environment significantly impact marketing decisions within an organisation as well as an organisations overall performance; it does in turn allow the opportunity for SWOT analysis which is essential for a organisation to be able to progress, it helps the marketing team build on what they’re doing well, gives them the ability to address what is lacking and also minimise risks. There’s no doubt that organisations need to adapt their marketing to an increasingly digital world, the ultimate goal of marketing is to promote the product/service and there’s no better way to achieve this than by having a social media presence.
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