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Introduction
In this essay will be discussed the relevant marketing theory called the marketing mix.  This theory will be linked to the industry examples such as products, companies or services to explain how the marketing mix theory works in practice. This essay will try to identify the main elements of the marketing mix and look at how this work to satisfy the customers(Brassington and Pettitt, 2012). This essay will try to evaluate the roles and main functions of successful marketing and delivering results. Finally, this essay will identify some of the factors and trends in the marketing environment and how these factors and trends can affect marketing planning (Brenna, Canning and McDowell, 2020; Kotler and Armstrong, 2020). 
The marketing mix theory is based on the mix of seven main elements called 7Ps which means – price, place, promotion, people, physical evidence, process, and product. These key elements of the marketing mix theory are affecting marketing planning, service and products (Brenna, Canning and McDowell, 2020). The 7Ps are used as a tool in business and market place to control the products or services. The 7Ps are used for the interaction and limitation between price, quality and size in practice. The marketing framework of the 7Ps gives business managers all the important tools to create a successful marketing plan to help with the strategies to effectively promote their products or services within the digital market. Each of the 7Ps elements has its specific meaning, function and role to help with successful marketing and delivering of the results (Londhe, 2014). 
The Price is one of the most important parts of the marketing mix because the price determines the cost of the product or service and also determines the final profit for the business. Price can affect the whole marketing strategy, the sales and the final demand for the product. It means if the price is too high the quality or size of the product should be considered. For example, iPhone by Apple can be a very expensive product but the high demand by customers can show the quality or importance of the product. The profit can be large for the company (Londhe, 2014; Solomon et al., 2019). 
The Place is a very important element of the marketing mix theory because different products or services need a different place to be sold for example it can be difficult to sell fresh fruit online via e-shop, but high street and physical shops will allow a wide range of people to step foot into the shop. Elderly people can find out difficult to buy stuff online, while young people rather check online their products and order online. It is important to know the targeted type of customers for every product (Baines et al., 2019; Kotler, Jain and Maesincee, 2002; Solomon et al., 2019).
The Promotion is not only about advertising but also about additional activities related to the promotion of the product or service for example, leaflets, open days, and free samples and it is about the skill to persuade people that they need or want the product or service. The People are the customers buying the product or service, but also all the people involved and responsible people who produce, deliver, sell and advertise the product or service. The Physical evidence is the whole and complex connection between the business, marketing, product, package, advert customers and the public. The Process is about the way how the product is made, delivered, and promoted and what needs to be done to get the product to the customer. The Product is about new products, innovation, upgrade of products, and maintaining the quality and reputation of the product (Baines et al., 2019).

Main Body
The role of marketing in the organisation is to represent the business by using many marketing materials which together create the face of the specific business or company (Kotler and Armstrong 2003). The main goal of marketing within the organisation is to reach the clients, look for new clients and customers, contact new prospects and contractors, search for new investors and get involved within communities (Brenna, Canning and McDowell, 2020). One of the important roles of the organisation marketing is to create and maintain the relationship between the customers and the company. Trust, flexibility and quality products or services can help to build a good reputation for business (Brassington and Pettitt, 2012). Also good customer service and meeting the needs of the customers and clients can meet the marketing objectives. This can lead to a successful marketing strategy. According to Brassing and Pettitt (2012) and Solomon et al. (2019) the effective marketing can help companies to achieve their organisational goals and objectives by setting these with SMART. SMART means that the goals and objectives set by the organisation should be Specific, Measurable, Achievable, Relevant and Time-bound.

According to Solomon et al. (2019) specific goals should be set with care and focus to set detailed goals related to increased profit, new products, targeted customers or new project goals. Each of the goals should have a detailed description and specific information. Measurable goals should be set in a way that the organisation will be able to see and measure the success and achievements. Based on Baines et al. (2019) the marketing plan should have specific measurement tools and systems to observe the achieved goals in practice for example, the increased sale of products based on a new advert. Achievable goals should be set carefully to make sure that the goals are reasonable and realistic. There should be planned specific and measurable steps to reach the objectives and succeed with the planned goals. Relevant goals should be related to the objectives and purpose of the whole business and company. The goals should be relevant and make sense with the business plan and company focus (Kotler and Armstrong, 2020). Time-bound goals should be specific on timeframe and date of achieving. There should be planned well a timeline and time management to ensure smooth progress with goals, plans and projects. There should be clearly stated and planned specific dates when the goals should be achieved. According to Brassing and Pettitt (2012) some of the most common marketing goals are to increase sales which will increase the company's profits, next goal can be to grow brand awareness by launching a new product with require good promotion strategy to reach more customers. But also the organisational objectives can include the need for survival in the marketplace, further business growth, creating market shares, or support donations. This can be very difficult and expensive if not planned well (Solomon et al., 2019).  That is why there are many possible strategic choices and theories for example, Porter’s strategic model focuses in practice on the cost of leadership and differentiation. Or Ansoff’s Growths Strategy Matrix focuses in practice on existing and new products and how these products can penetrate and develop within new and existing markets and how this can help product development or product diversification (Baines et al., 2019).

To plan the marketing objectives successfully there should be clearly outlined a number of specific objectives to be able to create a good strategy that is following all the SMART sections (Solomon et al., 2019). The marketing objectives should be based on short-term goals that are limited by a specific date to maintain progress within the marketing strategy. 
To be able to fulfil and complete the marketing goals it is important to have long-term goals and be able to measure the progress during each stage (Brassington and Pettitt, 2012).

According to Baines et al. (2019) within the marketing strategy and marketing planning environment, there are some factors and trends that influence the macro environment (PESTLE) and this can impact the marketing decisions within the organisations. The PESTLE factors are political, economic, social, technological, legal and environmental. These factors can affect positively or negatively the organisation's profit and prosperity. The PESTLE analysis is used as a specific marketing tool helping to get the macro picture of a specific industry and business environment. These factors also affect the performance within the marketing theory (Solomon et al., 2019). There is a belief that within the marketing planning and marketing strategies environment are existing tools that can have an impact on decisions within the organisation's marketing. The tools should improve and maintain the organisation's strategies to ensure that the business is progressing and prospering (Holweg and Lienbachen, 2011). However, some factors such as economic, political or legal might negatively affect the further progress, planning and project completion which can negatively affect the marketing objectives and goals and the business or company can experience and face some vital problems. This can change and negatively affect the whole dynamics of the company (Brassington and Pettitt, 2012). 

Every business and company have to look at the consumer buying situation to keep up with the current changes and demands to survive in business. The main 4 key areas to look at within the consumer buying situation are the individual needs of customers, the buying situation, the buying process and the buying role. This is important because these 4 key areas show the consumer behaviours and approaches which are affected by the factors for example social factors, economic factors, cultural factors or psychological factors. And these factors will push the buyers to buy some products more or less. According to Holweg and Leinbachen (2011) these factors can be changing but there are also factors that affect individual people in their personal decision for example, lifestyle, personal factors, age, life cycle or economic situation.
That is why organisations may need to think about how to adapt their marketing in an increasingly digital world and the emergence and development of social media as a marketing tool and platform. Because communication, advertising, promotion but also business, services and products are moving fast and increasingly from the high street to online internet platforms and e-shops. Also organisations and companies have to move their business and service to the digital world to keep up with new customers, new types of customers and different marketing planning. Because of modern digital social media, businesses and companies have to find out the way how to spread their business and product more widely and how to get more people and customers to visit their company website or e-shop. 
According to Sheehan (2011) the online business has to find out the way best reason for customers to return to their website or online platform. Good websites, apps or e-shop platforms can help to build up a good reputation between customers. But also online communication can ensure quick and effective customer support available online 24/7 for example emails, online forms, or video messages. The modern way of online communication through social media platforms, apps and online websites can ensure good communication and connection between customers and companies and can help to build up trust and good relationships. 
There are many possible communication tools available within the digital world for example, emails, video calls via Teams, WhatsApp or Messenger, Facebook or Instagram instant messages, but also blogs or forums available for the public. Blogs and blogging are recommended as a good way of marketing communication because blogs can help to connect people, build relationships and spread the word quickly. It is a good way of marketing promotion in the 21st century (Baines et al., 2019). But also the important factor that is supporting the digital world is the possible low cost and easier maintenance of the online platform, emails and blogs. To compare the high street shops and the online digital world the maintenance cost can be the motivation for small businesses to get their marketing plan and products and services into the online and virtual form (Sheehan, 2011).

 However according to Baines et al. (2019) and Sheehan (2011) there is always some risk with any form of business concept as well with the online and digital world. Things like data protection, ethics, law, privacy, safe payment options, delivery options, but also returns, advertising and cyber viruses can cause a lot of problems for new online businesses. According to Baines et al. (2019) that is why modern social media such as Facebook or Instagram Platforms, but also e-shop platforms such as Amazon, eBay or Etsy are so popular and open to new business accounts to allow companies and businesses to enter the digital world on safe, monitored and well-known platforms. This can help companies to get into the digital market, spread the word about their new business and allow new customers to visit their website. There are always some good and bad points in the digital online world and every business and company have to consider all the positive and negative aspects (Sheehan, 2011). But it is important to say that the digital world is everywhere and most people use online platforms, apps and websites in their daily life (Baines et al., 2019).
Conclusion
In this essay was discussed the marketing mix theory and its seven main elements called the 7Ps which means – price, place, promotion, people, physical evidence, process, and product. Then was mentioned many possible functions and roles of the 7Ps to help the understanding of successful marketing.  Also this essay tried to identify the main elements of the marketing mix and looked at how this work to satisfy customer needs. This essay was trying to evaluate the roles and main functions of successful marketing and delivering results. And finally, this essay tried to identify some of the factors and trends in the marketing environment and how these factors and trends can affect marketing planning (Brenna, Canning and McDowell, 2020; Kotler and Armstrong, 2020).  There was discussed the role of marketing in an organisation and the importance of marketing materials (Kotler, Jain and Maesincee, 2002). 

The main goal of marketing within the organisation was mentioned and also how to reach the clients, look for new clients and customers, contact new prospects and contractors, search for new investors and get involved within communities. There was briefly discussed the important roles of the organisation marketing and why is important to create and maintain the relationship between the customers and the company. There was mentioned the importance of the trust, flexibility and quality of the products which all together can help to build a good reputation for business (Baines, et al., 2019). Next was discussed why is important to set Specific goals with care and focus on increased profit, new products, targeted customers or new project goals. Then there were discussed some factors that can negatively or positively affect the business and organisational marketing in practice. There was concluded that social factors, economic factors, cultural factors or psychological factors can affect customers and decision-making (Holweg and Lienbacher, 2011). 
Then there was discussed why organisations may need to think about how to get into the digital world and learn how to use social media as a marketing tool and platform. Then there was mentioned the benefits of digital media for example, communication, advertising, and promotion. But also there were mentioned the issues with things like how the online businesses will find out the way to find out and keep new customers and how to manage that the customers will be returning to their website or online platform. There was discussed how important and why is to have a good, safe and quality website, apps or e-shop platform to be able to build up a good reputation within customers. 
Then there was mentioned why is good to get the business online because of the quick online communication and effective customer support and services available online 24/7 and how tolls such as emails, online forms, or video messages can improve the communication and experience of the customers. Finally, there was briefly mentioned why is the modern way of online communication through social media platforms, apps and online websites so important and why is good communication and connection between customers and companies use in practice and how this can help to build up trust and good reputation and relationships between the customers and companies (Baines et al., 2019). 
To provide an evaluation of marketing based on this essay, there are available many tools for companies to use to grow and improve their business. There are a lot of factors that affect marketing in practice and organisations are pushed to create a good marketing plan and create marketing strategies to survive in the marketplace. There is a growing trend in the digital online world which brings a number of benefits to organisations and businesses. Modern social media platforms are giving a new opportunity to reach more new customers (Sheehan, 2011).
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