An Evaluation of Marketing – Current State of Art
1.	Introduction
Marketing has been a successful strategy for any organisation all these years. However, its approach and evolution have constantly changed over the centuries. Marketing by any organisation was always a customer-centric process that produced value for the organisation's stakeholders. Comparing 19th century and the 21st-century marketing perceptions by any organisation, it is evident that it had evolved progressively and can be defined as the process of the organisation management that pursues to maximise yields to stakeholders by emerging associations among esteemed customers and making a competitive benefit (Paliwoda. S.J., 2008). (Shaukat, I., 2021) felt the same way and defined that marketing is a focusing activity by any organisation that underpins a series of organisation’s procedures that identifies, anticipates and satisfies customer requirements profitably, which was also supported by The Chartered Institute of Marketing, United Kingdom. (Dangelico, R.M., 2021) researched and defined marketing as a collaborative activity to set an organisation’s progression for making, networking, delivering, and trading offers that have value for the end-users, consumers, customers, associates, and community to a more significant extent. The same type of perspective of marketing ideology was also believed by  American Marketing Association (AMA) (Pomering, A., 2017). 
(Moorman, C., 1999) A researcher from the 19th century felt that an organisation's market alignment is irrefutably significant, as the marketing unit plays a significant part in handling various vital networks among the clients and critical organisation elements, including linking the clients to (1) the product, (2) service delivery, and (3) financial accountability. In this context, this essay provides deep insight on multiple aspects like the role of marketing in any type of organisation, how effective marketing strategies and types help any firms to achieve their diverse goals and objectives, key factors and trends that influence the macro environment (i.e., Political, Economic, Social, Technology, Legal and Environment (PESTLE)) (Perera, R., 2017), how PESTLE controls the organisation’s decisions and finally how organisations of any type can adapt marketing to the dynamic digital world. 
2.	Detailed Essay on the Assignment topic:
In modern times, targets for production and sales of any organisation (i.e., Products they intent to sell, design of the product, the volume of the specific product production and product for specific end users) are entirely dependent on organisations marketing (Morgan, N.A., 2019). Marketing has evolved over the years, which has moved towards identifying customer needs and satisfaction towards the end product sold. Marketing encompasses developing and managing products that satisfy the customers (Webster Jr, F.E., 1992). Organisational goals like profitability, product development, distribution, and promotions are underpinned to each other by the marketing team of any organisation. It also ensures that products sold meet the customer needs for specific market trends by getting loops of information from the market end-users (Hunt, S.D., 1983) (Primo, M.C., 2020).  
Marketing brings clarity on the customer needs, principally through its role in active understanding to the voices of the organisation’s employees who are also considered customers. They are frequently being ignored in product design, quality and production, which has always resulted in an uncertain internal process that had no explicit linking to the buyer’s needs (Kordupleski et al., 1993), (Primo, M.C., 2020). For example, manufacturing products/services that customers never need. The formation of the marketing unit and the qualified distribution of capital within any organisation can only be accomplished through continuous and appropriate marketing strategy planning. This facilitates any modern organisation to distribute efforts that face any market environment and market trend. The role and integration of active marketing in any modern organisational structure, depending on its degree of alignment, determine the superior fulfilment of the customer’s needs. Timely information of customers' needs, requirements, desires, and buying potentials is vital in an organisation’s financial growth and establishing a brand in the competitive market. This can be achieved only by the active marketing unit and its strategies.
Specifically, in a large organisation like TVS Motors Limited (TVS) India, the marketing action makes its existence that is firmly felt and encompasses actions that guarantee marketing as a role of organisation integrator, including its network with the external environment, the study of requirements and the marketplace study, the performance of two-wheelers and services, the promotion, publicising, delivery of specific vehicle variant, establishment of vehicle users and services promises after sales (within the guarantee and post-warranty period) training, tracking the performance of the 2-wheelers compared with the competitive market (after-sales), recovery and spares supply to support repairing 2-wheelers (Mandal, P.C., 2020). 
Understanding that TVS as an organisation runs in a dynamic competitive environment in modern society, marketing is vital for a company’s survival among similar competitors. TVS motors have manager expertise experience in marketing to run the company and lead the marketing team. This resulted in deeper participation in active 2S’s activity (i.e., Serving and Satisfying customers) with the marketing team and the counting dealers (Ali, A.M., 2021). TVS motors in the past followed product-centric marketing, and now the company’s policy has changed and focused on satisfying customer needs through effective marketing. TVS Motors, in recent years, has changed its marketing strategy towards the customer-centric focused organisation’s activities, thus significantly contributing to the success of the 2-wheelers sales.  Hence, TVS Motors created a knowledge-based marketing culture, which missioned the firm on the expected target users, and drives the customer to buy the company’s 2-wheelers / services against the intense automobile competition (Moriuchi, E., 2021).
TVS has consolidated Organisational marketing plans and strategies like detailed knowledge of the customer’s needs, demands, favourites, and purchasing potentials. TVS had successfully reacted immediately based on the market competence, conferring to the consumers' demand and other environmental impacts. TVS Motors implemented a few changes in their marketing strategies, like following the 7-P framework for competing globally (Moriuchi, E., 2021). As TVS is considered a multinational company from an emerging country, it was a success for the company to follow the 7ich is seven key elements: Potentiahas path, process, pace, pattern, problems, and performance. TVS Motors promotion mix strategy is an active segment of the marketing policy and therefore tends to become ideal and creates organisational anxiety among the employees. The marketing policy is fluid among the employees. The description is simply stating that marketing must guarantee the sale of products. The volume of product sales generates increased revenue. The revenue pays employees’ salaries. Therefore, within the organisation, marketing policy develops as a co-interest strategy. 
The schema of marketing activities embraces the general aims, the targeted objectives, the modalities of accomplishment and the goals, the target end-users, anticipated outcomes and various key indicators considered vital by the company’s decision-makers. Alongside, the roles and responsibilities of each stakeholder of the corresponding profitable community are expected to be established. Integrating all the above-mentioned key elements and is considered to be a perfect marketing mix. It can generate profit for the company if we stop seeing the marketing activity as the only job by a specific department in any organisation (Sahay. A., 2014). Similarly, detrimental is the thinking mindset to which this specific division solitarily deal with product launches, their promotions, advertising through social media, marketplace study and providing relevant necessary information to the product sales division. A cohesive style of marketing’s role in the administration of a company suggests a deep-rooted understanding of the interdependence between the company’s policy, perception, plan and explicit actions. 
As organisations are facing their competitors in a fast-changing world, it becomes necessary to get their products globalised and available elsewhere in the world market.  The globalisation of product manufacturing and sales has fetched various challenges and opportunities. As an implication of globalisation, a significant surge in global business connections has been recorded (Jormanainen. I., 2012). As development has started to come in emerging markets and decelerated in progressive economies, organisations had to reconsider their global marketing strategies and their marketing mixes (Paul. J., 2018). The global marketing field has expanded and is progressively significant, sophisticated, and intricate than in the past. An organisation increases its profit and probability of survival when it competes globally (Puig., 2014). Competing globally leads any organisation to face turbulence in their marketing decisions which is controlled by key environmental elements. These environmental elements are distinguished into six key elements like political, economic, social, technological, environmental, and legal, collectively called macro environments (PESTEL) (Koumparoulis, D.N., 2013). PESTEL has evolved as a successful framework for any organisation to analyse their product launch and marketing strategy in line with the new product developed.
Any organisation with the idea to launch develop a new product will be based entirely on the framework mentioned above. As product globalisation focus on competing for the worldwide market, knowing the various environmental factors (PESTEL) (Perera, R., 2017) that influence the marketing strategy needs to be reviewed initially. To understand the underpinning mechanism influence of macro environment on the key decision-making actions of the organisation, two specific interrelated environmental situations like economic and technological aspects are considered in this discussion. 
The Economic factor needs to be considered highly before taking tough decisions, as economic factors quantify the health of any specific economic region. The economic state of any organisation or any specific region can be dynamic in their lifetime. It is necessary to research and compare the current threshold of inflation, unemployment among the customers, economic growth of the specific region and the global trade targets. The specific impact of the economic factors aligned towards the direction of customer-centric marketing decisions is customer’s disposable income, buyers credit limits and affordability, customers unemployment, bank interests towards product-oriented finances and loans and overall financial inflation.  For example, TVS motors rolling out and exporting their new higher variant, high-performance 2-wheeler with BMW engine would not be a good idea for promotion as world economies are significantly impacted by covid 19 pandemic (Chakma, A., 2018).
Technological factors also need to be considered before taking any tough decisions as the technological upgrade in the product and service sectors can become potentially outdated. The role of technology and integration in product and service is overgrowing. This trend of technological innovation will continue as the research and development of any product-oriented organisation will drive to create technological innovations. Disruptive innovation such as TVS motors new higher variant, high-performance 2-wheeler with 310 CC BMW engine may affect the market of other variant vehicles and their sales. The best marketing strategy is to adapt according to the underpinned economic factor of the customer (Chakma, A., 2018). It is always best to frame a strategy that avoids threats to the brand and embrace opportunities. Technological innovation in 2 wheelers products leads to an increase in the Cost to buy, directly related to the economic factor in a customer-centric marketing strategy. 
Digital marketing is defined as any promotions, or advertising is done online using the internet and digital devices. Trades influence digital networks and forums distinguished into various categories like online search engines, social media platforms, electronic mails, and other websites to establish with present and potential consumers of the products marketed. Digital marketing has diverse strategies associated with it, strategies on a specific product and even the budget required to market globally. 
Organisations use digital marketing equipped with technologies that assist marketing actions to achieve improved customer knowledge that matches their exact needs (Chaffey, D., 2013). In the dynamic competitive world, organisations have comprehended the reputation of digital marketing. In order to make their business successful, they already have started to merge online with traditional methods that meet the customers’ requirements. Many organisations introduced adaptive digital technologies to create new business opportunities and effectively achieved their marketing and sales targets. Expectations in terms of meeting global competition, achieving overall outcomes and gauging success for the money spent on promotion, digital marketing is considered to be most efficient and cost-efficient for measuring Return on Investment (ROI) on commercials (Yannopoulos, P., 2011) and (Munshi, 2012)
However, progress in digital marketing has been driven mainly because of developments in technologies and the dynamic market that changes rapidly (Nikunen, T., 2017). Marketing digitally is efficient and possible only if the organisation’s marketing team uses a digital communication strategy to engage the product and customers, enhancing their experience (Bala, M., 2018).
Search Engine Marketing (SEM) is the all-inclusive approach to drive traffic towards your commercial, mainly by paid works which are also stated as paid search marketing. The mechanism of SEM is diverse and complex. Based on the organisation’s product type and structure, marketers can choose to pick pay per click (PPC), Cost per click (CPC), or Cost per thousand impressions (CPM) strategies. There are diverse platforms like google ad words, Bing ads and MSN ads that can promote products via SEM (Kotler, M., 2020) and (Bala, M., 2018). 
Specific content marketing can be designed and used in various formats that include product blogs, product posters, e-magazines with product images, case studies, product guides and booklets, question and answer articles, online public forums, news and updates, pictures, banners, graphics displays, pamphlets, creative video contents, or content for publishing on social media websites. The organisation marketing team can be imaginative and make content on the specific product they intend to market or promote and then skilfully link it indirectly to their full product description (Kotler, M., 2020) and (Bala, M., 2018). 
Social Media Marketing (SMM) (Li, F., 2021) is recognised as a twig of an organisation’s marketing SEM preparations. It involves driving redirections to organisations' websites or specific products displayed digitally via community websites like Facebook, Instagram, Twitter, Google+, LinkedIn, etc. In research work, it is justified that good content is shared and liked the most. So, it is critical for any organisation’s marketing team to create and customise digital content for various social media forums that will be accessed by the consumer at least five-plus times a day (Kotler, M., 2020). Organisation efforts through SMM always have significance in helping brand promotion and accelerating overall sales. The tools and methods for connecting with product end-users had changed significantly with the emergence of SMM; so, an organisation’s marketing team should be aware of effective SMM and its consistency to support their organisational goals and outcomes (Zuhdi, S., 2019). In order to make a positive promotion drive through SMM, a customer must be exposed to digital technology.
3.	Conclusion:
Marketing has been a successful strategy for any organisation all these years. However, its approach and evolution have constantly changed over the centuries. Marketing by any organisation was always a customer-centric process that produced value for the organisation's stakeholders. Marketing has evolved over the years and now has moved towards identifying customer needs and satisfaction with the product sold. To compete in the digital age, any organisation should have its marketing teams and strategies designed with 7-P frameworks and a perfect marketing mix to achieve its marketing goals and overall organisational outcomes.  Competing globally leads any organisation to face turbulence in their marketing decisions controlled by vital environmental elements. These environmental elements are distinguished into six key elements: political, economic, social, technological, environmental, and legal and collectively called macro environments (PESTEL). The organisation needs to adapt rapidly to the fast-paced environment to meet its organisational policy and target at any cost. It is recommended and reasonably understood among the researchers in business firms and organisational marketing teams that they should adopt digital marketing strategies to promote their products to meet the global customer requirements. As a marketing team, marketing policies and structure play a key role in achieving organisational goals and outcomes.
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