






An evaluation of marketing







WALEED SULAIMAN
2212596












The role of marketing in organisations
The importance of the marketing department in companies Almost no company is devoid of a marketing department, and this is undoubtedly a great indication of the importance of the marketing department in it, and we show the role and importance of the marketing department in companies. What comes to increase the company’s sales? The marketing department in the company mainly delivers many useful information to consumers About the company's services and products, the characteristics and features of these services and products, and what their purchase will provide to the consumer, and this in turn will lead to the next stage to motivate the consumer to make a purchase decision and thus significantly increase the percentage of the company's sales. Increasing the percentage of profits and revenues the marketing department in companies works to increase the percentage of revenues resulting from increased sales in the company, which ultimately leads to collecting a greater percentage of profits in the company. Increased revenue may come by reducing product costs; Which leads to an increase in consumers' demand to buy it, or by carrying out many advertising campaigns for the product and increasing consumers' awareness of it and urging them to buy it. Define and manage the brand, which includes defining who the company is, what it stands for, what it says about itself, what products and services it offers and how it describes them; This then defines the experience you want customers and partners to have when they interact with you. Setting better goals for the company.  There is no doubt that the success of companies depends mainly on the goals that you set, and the marketing department in companies helps to set better goals for companies. The marketing department works to build a good reputation for the company and to deliver the largest amount of information about it to consumers, to later set goals that help maintain this reputation. The marketing department also works to communicate these goals to each member of the company and urges them to achieve these goals. It also works to communicate these goals to the consumer audience as part of introducing them to the company and what it aspires to. Determine the target consumer audience. None of the companies can target all consumers despite their great differences. Instead, each company determines the audience of consumers that it wants to target, by knowing who are the people who have a desire and need for the services and products that the company provides. This helps direct all marketing and promotional activities to the target audience, instead of directing them to uninterested individuals, which leads to wasting the efforts and costs of these activities, and improves the company's ability to make decisions. Monitoring and managing social media the marketing department in companies is supposed to create, monitor, and manage the company's media, and it is also one of the tasks of the marketing department to follow up on the content that is placed on these pages and what is communicated to consumers and to ensure its authenticity, and that it is the content that the company wants to communicate to consumers about it and its services and products. Carrying out marketing research. The Marketing Department prepares marketing research and studies aimed at identifying and seizing available opportunities in the market. This researches also aim to know the extent of consumer satisfaction with the company's services and products, and how they receive these services and products.

Internal and external factors and variables affect work performance so that their impact can appear at any moment and without prior warning. And the variables are divided into two parts, one of which can be fully controlled, which is the internal factors, and the other is a variety of factors and variables that cannot be controlled, which are the external factors, and it is divided into partial and macro factors and variables. What are the factors and variables of the marketing environment? The marketing environment is divided into internal and external factors and variables, as follows.
First, internal factors and variable
It is defined as all the forces and factors that operate within the organization and affect its marketing operations, as it is known in English as the 5Ms because it is five elements and they all begin with the letter M, and their statement follows.
Men People who work for the organization. Minutes The time it takes for operations to complete. The machines are the equipment needed by the organization to facilitate operations and get work done. Materials The basic materials and factors needed by the organization to complete the production process. Money The organisation will use the financial resources to purchase machinery, materials, and equipment and pay the wages of employees or workers in the organization.
Second: external factors and variables. External factors and variables are divided into partial and macro factors and variables, as follows.
Factors and variables of the partial external marketing environment it is known that it contains factors that have a direct impact on the ability of the institution to meet the desires of its customers, as follows
Suppliers are defined as people who supply the raw materials and elements used in the production process to the organization, where the impact of suppliers is reflected in the marketing process as a result of the organization retaining large quantities of resources due to uncertainty about supply and supply restrictions, which leads to an increase in cost. 
Customers, the main task of the organization is to obtain permanent customers, as the presence of work depends on customers, and therefore monitoring the sensitivity of customers is a prerequisite for work, and relying on one customer is a great risk because this may lead to putting the organization in a bad negotiating position It greatly affects the marketing process
Competitors, the organization's competitors do not only include those who market the same or similar product; Rather, it includes all those who compete for the same discretionary income as consumers
Marketing intermediaries are defined as companies that assist organizations in promoting, selling and distributing the organization's products to the final consumer. The organization also owns several marketing intermediaries, and marketing intermediaries have an important role in the marketing environment. Understanding the main link between the organization and the final consumer.
The public is defined as a group of people who have a real ability to benefit the organization, as the public has the ability to influence the work of the organization and cause the fall of some businesses and the rise of some of them, which confirms that the essence of marketing operations is customers or the target audience.
Factors and variables of the overall external marketing environment. The overall external factors and variables of the marketing environment are numerous, and the following is a statement about them
Demographic factors are related to the population census, and the marketer must study these factors because the basis of the market is people and people make up the census, as studies of demographic factors provide a profile of the customer that contains his basic needs to facilitate the process of segmenting the market
The economic environment is defined as containing several economic forces that affect the expenditures and revenues of the institution, and on the other hand, it affects the purchasing power of the consumer and his desire to spend.
Social and cultural factors are the basis for influencing the taste and preferences of consumers, as consumers buy products that are in line with their societal habits and norms; Therefore, the marketing department must know these customs and norms in order to be able to provide effective products and marketing campaigns that suit the target consumers.
Political and legal factors, the institution must work within the modern policy system and adhere to a legal framework, as marketing decisions are affected by political and legal factors. Governments may work to develop a series of legislations to regulate business operations and restrict unfair commercial practices to protect consumers and social interests.
Technological factors, Technology is a new path to creativity and an important means used to satisfy the customer, and technological factors affect production processes, product quality, and competitiveness, so the marketing department must have knowledge of modern technology that specializes in marketing.

Social communication is a big part of the equation for success in a social media marketing plan, as social communication is an aspect of corporate online presence, says Eric Coleman, author of five best-selling books on digital leadership and founder of the Social Movement.
“Now we don't have the option to do social media marketing or not, but now the question is how cool is that?”
Marketing through social media has gone from being an option to being an absolute necessity. These platforms have radically changed marketing, and marketers have shifted their attention from newspaper, radio, television and huge street banners to digital marketing via Facebook, Twitter, Instagram, Snapchat… and many more. . Almost 90% of marketers use social media marketing efforts to increase awareness of their business, and 75% say they have increased traffic to their websites.
Social networking sites can be a great way to connect with your customers, market and interact better, but you need to have a proper presence away from the area where you work in the immediate area. Here are steps that will help you succeed in preparing an effective social media marketing plan.
The importance of a social media marketing plan?
American Marketing Association headquarters
“Marketing planning is the process of setting objectives for marketing activity and identifying and scheduling the steps necessary to achieve these objectives”
Planning is the compass for achieving goals, through the period of the main reason for using communication networks, and with it you will know the marketing map that you will take to reach the desired success in achieving the goals of social communication, planning to achieve goals that can be achieved greatly in enhancing your image on communication networks, also, determining your directions, formula to begin with, and a good letter
What do I invest in my presence on social networking sites?
What is the audience and what are its needs?
What type of content do I plan to publish and how will it contribute to improving customers' lives?
How do competitors meet customer needs on social networks?
Gordon Stone, Head of social media at Vodafone UK, says
“Be clear about why you're using social media for one, but define what you want to achieve and then focus on actually making a plan”
Set specific and measurable goals. You should have a living plan to develop as your business grows and changes. Communication marketing is a continuous process of change when necessary.
Target the right customer

“The goal of marketing is to know and understand the customer well so that he can join the service, fit in and shave easily” (Peter Drucker)
And they want to communicate socially by saying: More information about the business or product information, it is expressed
“If Facebook were a country, it would be the third largest in the world after China and India”
When you are ready to work on social networks, you will cut the road to success in developing a social marketing plan, because the target audience is specific, because this will help you direct the content to the ideal category, the plan for the plan can be common. Significantly the message is being sent to the wrong audience.
Directing the customer to communication networks, linking the interaction between the audience and communication, the interaction between the audience and the communication, and knowing how they listen to their reviews and how they respond.
The most obvious way to plan for your audience in social media marketing is to collect data to know the key data: their geographical location, occupation, income, their personal interests, the problems they have in seeing your brand to solve, the social networks they use, and this was from through networking, and what content he prefers.
Create the content customers prefer
With the information close to your audience, you can begin to prepare for the help your audience wants from your broad correspondents and their followers.
These vital steps, you must start social media, posts, social media, posts, social media, posts, social media, posts, eBook links. Etc
Check out the nature in the field of content that aligns with content that aligns with the audience's inclinations and with the platform you're on, the party you're watching, our connection to the content your publisher offers on Facebook.
Focus on innovation in your social media marketing plan
“Know yourself, know the customer, and innovate”. (Beth Comstock)
Innovation is what will make your brand unique and distinctive. It will make your business unique and distinctive. It will make you different from your competitors in a changing world filled with abundant flows on all networks, communication platforms and metros that are evolving at a rapid pace.

Everyone agrees that marketing, for any company, is an important and vital activity, and it is a must. Despite that, most of those working in this field do not know how to evaluate successful marketing. It is not enough that we do marketing and its various activities and tools, we must succeed in these marketing tasks. The success of companies depends on the success of marketing. By evaluating successful marketing, we will first be able to know whether our marketing plans and strategies are on the right track, and then, at a later stage, we will be able to achieve huge gains through this successful marketing. Of course, these gains are many and varied, such as building the company’s reputation in the market, enhancing the loyalty of existing customers to the company, and finally attracting new customers to the company continuously. Successful marketing is one of the most important tools that protect the company from losing customers and thus ensures its survival in the market and the continued flow of profit to it
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