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Assignment 2 – Evaluate Marketing                            

Marketing is key to the long-term survival and future of an organisation (McDonald & Meldrum 2013). “Marketing is an organisational function and a set of processes for creating, communicating and delivering value to customers and for managing customer relationships in ways that benefit the organisation and its stakeholders” (Kotler & Keller, 2011).   Marketing can be defined to communicate value and satisfy the consumer and the actions a company may take to attract potential customers to their products and services. We use a variety of services in our everyday life, all these reach our home and catch our attention through marketing. The definition of 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 naylis (American Marketing Association 2017). Marketing is a way of promoting your products and services to attract the eye of potential customers and offer valuable products and services for everyone in society at large (Elmessory2019). It is important to carry out enough market research on your business to determine which type of marketing will be best. Marketing research is the function that links the consumer, customer, and public to the marketer through information. It is important that you invest time in selecting an attractive brand name and design to increase awareness, this will help you stand out and make you distinct from your competitors in this marketplace. A brand is what identifies the selling parties’ products or services by using symbols, name, and unique designs. When you are creating a marketing program for an organisation you need to focus on four elements within your plan, products & services, pricing, distribution, and promotion (Elmessory2019). The role of marketing is to identify your target audience and how to communicate with them, also to understand what the customer wants and needs. Become innovative and create the right service or product for our customers at the right time. ensure you are looking for opportunities to retain business and give them a reason to come back again and again. A study was carried out to analyse the most important element of the marketing mix to a consumer or customer loyalty of remixed mortar.  It was concluded that the variable which was deemed to have most effect and is key to this product’s success is price, so having a fair and attractive price for a product of service in a company could improve growth (Simanjuntak, Sumarwan 2020). 412            





Marketing in a business needs to be based on what the customers’ needs are and what will make them want to buy the product. An example of this would be, new products with enhanced features are different prices dependant on customer needs and desire (Ward 2019). The consumer is now using the internet more than ever before to search for products and services to find the best offers and deals and this is creating new opportunities for sales in many businesses. We are all connected in some way through social media using WhatsApp, Facebook, twitter and Instagram and businesses are benefiting from this exposure. Marketing is key in many businesses, having an effective marketing strategy is how an organisation and business will reach its customers and one of the best marketing tools you can use. There are many different marketing strategies and it is key to understand what will actually work for your business.  Using a market segment strategy has been known to have significant advantages within organisations, this will determine how a business will divide its target market into smaller groups based on the target audience needs. General Electric (GE) is one of the most successful business in the world and one of its main drivers to becoming successful has been having a strong leader. They have been resilient and diverse leaders who have adapted to the ever-changing world at the right time before it was too late. They have a very strong B2B brand which connects with its customer emotionally and gives an overall feeling of superiority (Court & Leiter & Loch, 1999).        
We have seen large companies like American Express, Mercedes Benz and Best Buy benefit from using an effective segmentation model and seen an increase in sales and overall a better offerings and service for their customer’s (Deepak, Jayakumar 2019). For smaller business’s the most effective marketing strategies for the 21st century and the world we now live is digital marketing and the platforms that we use are social media, email marketing and content marketing (LYFE 2018). By using the online world to market your business this can be very cost effective unlike the more traditional face to face selling. There are also a lot of other benefits to digital marketing for many smaller companies, you can monitor your marketing campaigns to track the success of your business, reach a much wider audience than traditional methods. For many larger businesses having a dynamic digital marketing strategy has been instrumental to their success, a few examples of this is American Express, Amazon, Dominos and Starbucks (Gutlerrez 2020). Having a powerful marketing strategy is key within a business to help it grow. Ambush marketing is most often referred to by authors when referring to big publicity sporting events and is a great way to display an organisations image and brand to a mass audience.  This has been a great success when big names like Coca Cola and Visa were in global partnership with the Olympic games (Tomanek 2020).  
The concept of marketing remains the same but the factors that contribute the delivery of value and the marketing mix have evolved over the years. The traditional marketing mix consisted of the 4 P’s, product, price, place, and promotion.  The product is the design, features, packaging, and quality of the item and as consumers are increasing their knowledge of browsing the web our competitors are only a search away. Businesses now have the added demand for more detailed and complex marketing, for example ensuring that the warranty and returns policies are clear and fair as consumers are expected more for their money. The price is how much the consumer will pay, with advanced technology many businesses are selling directly to customers and cutting the middleman out allowing them to be more dynamic with the price. Place refers to where you will be able to see the product or service, choosing a retailer with enhanced coverage will increase awareness and sales (Kareh2018). Promotion is used to advertise and reach out to the consumer with any product offerings within the marketplace. This is also key in assessing the profit within a business and market success using tools like direct marketing, personal sales, and advertising (Rowley 1998).
Later, there were another 2 P’s added to the mix process and people, this has been key in supporting businesses through the pandemic over the last two years. Many businesses or organisations in customer services were able to respond to crucial changes using social media (Kareh 2018).
  
The PESTLE technique is a tool that identifies external factors which will help guide you to making better marketing decisions by enhancing performance and reducing threats. This technique has worked well in the construction industry as construction projects can have many characteristics to assess over a long timeframe which can cause costs to overrun due to missed deadlines and lengthy completion times (Rastogi & Trivedi 2016). The organisation ‘s environment is made up of 3 layers which are internal, micro and macro.  The MACRO environment is the part that we have no control over, what’s going on in the outside world that can impact and have an effect on an organisation and its marketing strategy. We will be looking in more detail below at the PESTLE model and how using this can improve marketing decisions within organisations. With many companies that are just starting up, using PESTLE can be quite challenging as there is insufficient data to be able to make effective decisions in marketing. An example of this is a retail company selling personal care products and household chemicals which has its main distribution centre in Nis in south eastern Serbia.  We need to consider any changes in the political structures that could have an impact on the tender and potential buyers, ensuring that the price is right, discounted sales, offers are more attractive than the competitors, offering online sales, hygienic storage for the goods and ensuring that attention is paid to the laws and trafficking of the goods (Matovic 2020).                             
Many businesses are regularly using the PESTLE analysis, this is the most used model to help evaluate what impact the external environment can have on a business analysing external factors that are uncontrollable. This analysis has been used by many companies for decades to assist making challenging and complex decisions to introduce new products and services expanding their marketplace. In marketing this can help prioritise business needs in the early stages of planning in a timely manner considering any climate changes. The PESTLE model consists of 6 variables political – government stability, economic, social, technological, environmental, and legal (Vallati 2019).   
Companies who are big names in the 21st century like Starbucks and Amazon are using social media to appeal to the generation Z and make their pollical stance, this has influenced the brand of these companies and encouraged discussions which will in turn hopefully improve performance. You also need to consider the economy which could have a negative impact on sales which could happen during a recession. Money is tight and marketing costs can often out way the profits so further assessing of a product or service may be needed. Analyse the costs to remain competitive, respond to customer needs and keep monitoring competition during this difficult time (Fuge 2019).            
An analysis was done using the PESTLE model on Tik Tok using the term OK bloomer, this increased the hits almost immediately over a few days. This demonstrates how effective and powerful Tik Tok has grown to be successful a social media platform and a lot of businesses could benefit by using Tik Tok to market their business (Young 2020).               
Using PESTLE analysis will help a business to plan ahead and identify any potential barriers, threats and opportunities which may impact on performance and future growth. This will allow a business to develop a strategy that will improve and better their market position (Perera 2017).    

Digital marketing has a lot of benefits, it is low cost but very effective, operates a 24/7 service to the customer and the use of the latest technology. Entering the digital world with new technologies it is a MUST for organisations to use social media platforms as a marketing tool to remain competitive and stay connected with their customers and has been a strong factor in customer relationship management.     Many organisations are using social media platforms to market services and products like Facebook, YouTube, Twitter, Linkedin and many more. Social Media has been extremely successful whilst entering the digital world and there are many examples of how socialising has re-invented many traditional activities meaning businesses needing to adapt their marketing strategies. Both Spotify and Sound Cloud, social music platforms have made many changes to the way their music is listened to and shared. Gone are the days of uninteresting sales offers and paper-based coupons before Groupon make searching the net for deals very attractive and interesting (Dahl 2021). Some organisations may benefit from using inbound marketing, you can promote your business and connect with potential customers through blogs, e books, podcasts etc. You can also build up relationships with your customer through the purchase process. Inbound marketing is a means of attracting people to visit the site through engaging content (Todor 2016).    
A study was carried out and confirmed that social CRM capability is critical when a business is looking to market its products and services using a social media platform. This allows the organisation to engage with their customers, really establish their needs which improves success (Wang 2017). We have seen the hospitality sector adapt the use of new technologies and start to use social media to market their services. A study was carried out on some hotels chains in Spain where they raised the profile of their brand using social media and promoted offer’s they had with customer loyalty programs. Very quickly you were able to see the level of satisfaction from customers and the effectiveness of using social media and being able to adapt your marketing messages to the right audience (Sanchez-Casado 2019). A study was carried where social media was used to market Indonesian’s Males Skincare.  The audience that they promoted this product to was the millennials generations and instantly saw a positive impact on the brand in many area’s up to 66% (Sanny, Arina, Maulidya, Ressy , Pertiwi 2020). 
We now live in a digital era, social media and internet marketing influence and impact how the consumer behaves. We have explored the use of many social media platforms which can be used to promote businesses and using digital technology you have 24/7 access to your customers.   This is the new world that we must adapt to and how companies do business in the 21st century.  Due to the rapid evolution of technology digital marketing is the way forward for organisations to achieve their goals.  We have looked at the PESTAL model which is a technique to help an organisation evaluate the external risks that could have an adverse effect on their marketing. Digital marketing allows you to be innovative, make regular and instant changes to meet customer needs and demands at the right time.  You can also keep an eye on the competition to ensure you remain competitive in the marketplace. In order to be successful and grow your business it is important that companies maintain a good close relationship with new customers whilst at the same time retain strong connections with existing customers as business retention is a key element to success.            
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