


This essay aims to evaluate how effective marketing can assist organisations with achieving their objectives, how factors of the macro environment can affect organisations decisions in terms of marketing, and it will also consider how digital marketing and social media can be used as effective marketing tools. It should be noted that due to some restrictions, this essay will not be able to cover all aspects of marketing and how they all affect organisations achieving their objectives – instead this essay is going to focus on the importance of understanding consumer behaviour and marketing segmentation.
The term “marketing” refers to the actions that take place once an organisation and its consumers come into contact (Blythe and Martin, 2019). Kotler et al. (1996) as cited by Hooley et al. (2020) further explain this definition by stating that according to the marketing concept, accomplishing organisational objectives depends on identifying the needs and wants of target markets, and satisfying them quicker and more effectively than the organisations rivals. 
Although very similar, digital marketing has a slightly different meaning. Chaffey and Ellis-Chadwick (2019) define it as utilising digital technologies to achieve marketing goals. Social media is becoming an increasingly important component of digital marketing. Social media is a platform where people can communicate with each other, as well as exchange knowledge and/or opinions (Kaplan and Haenlein, 2010). Social media plays an important role in marketing because it allows businesses to communicate freely with their customers, which was a lot harder to achieve before social media existed (Li, Larimo and Leonidou, 2020).             
In organisations, marketing has a very specific role. Kotler and Armstrong (2017) claim that the purpose of marketing is to both retain existing customers by providing them with high levels of satisfaction as well as attract new consumers by providing superior goods or services to those provided by competitors. For organisations to be able to retain current customers and attract new ones, two of the main things they need to fully understand are consumer behaviour and the use of market segmentation.
An organisation must be aware of consumer purchasing decisions in order to begin to understand consumer behaviour. The type of product that a customer is purchasing will affect how they make the decision on whether to purchase the item/service or not. Peterson (2007) stated that there are four types of purchases that a customer can make, which are: minor new purchases (something the customer has never bought before, but isn’t of high importance), minor re-purchases (the most common purchases made; customers re-purchase the same item without giving it much consideration, for example buying food when grocery shopping), major new purchases (these often require the customer to undertake an extensive decision-making process as they will have no experience of buying the item or service before, but it is usually of high importance to the customer, for example buying a new car), and finally major re-purchases (these decisions are also important, however consumers tend to have more confidence when making them as it isn’t their first time making the purchase). 
Peterson (2007) continues to explain that different purchasing decisions will require different marketing techniques to be used by the organisations. For example, supermarkets are more often than not targeting customers who are making minor re-purchases or minor new purchases, so they need to advertise their goods accordingly. However, a company who is targeting customers to make major new purchases will not be able to advertise in the same way. They will need to put more effort into making the consumer see why they should make the purchase, and how they will benefit from it. With this in mind, it can be argued that the marketing technique used in these scenarios will have an impact on how well the organisation performs in terms of sales and profit.
Another way in which organisations can use marketing to improve performance and achieve their goals is through market segmentation. McDonald and Dunbar (2010) stated that market segmentation refers to the method of categorising or segmenting customers or potential customers in a market. Market segmentation offers a wide range of advantages. Market segmentation helps companies to assess where they are currently and where they desire to be in the future (Dolnicar, Grün and Leisch, 2018), making it easier for companies to decide on an action plan and making their goals clearer, which will therefore make them easier to achieve. 
McDonald and Dunbar (1995) as cited by Dolnicar, Grün and Leisch (2018) explained that correct market segmentation also provides multiple different benefits, such as a better understanding of customer differences, which improves the alignment of organisational strengths and client needs. According to Baker and Hart (2008), segmentation has been regarded as a crucial part of the marketing concept. The authors also argue that by adopting and putting into practice a market segmentation strategy, companies will be able to boost their profitability. This information shows that market segmentation has the ability to improve organisational performance and make it easier for them to accomplish their wider goals.
Luck (2010) defines the macro environment as the wider environment, over which organisations have little control. There are multiple factors which effect the macro environment of an organisation, and these are analysed using a PESTEL analysis (political, environmental, social, technological, economical, and legal) (Dinçer and Yuksel, 2020). As previously stated, there are constraints within this essay, so as a result, the essay will concentrate solely on the environmental and technological factors that influence the macroenvironment. Some of the environmental issues that organisations are currently facing are sustainability and climate change. 
Sustainability requires a balance between social well-being and economic growth. Without jeopardising the demands of future generations, the needs of the present must be met (Santander Universidades, 2022). 
A lot of companies separate “green” customers into their own segment, however there are some issues with doing this. According to Kardash (1974) as cited by Taherdangkoo, Mona and Ghasemi (2019), all customers have the potential to be “green” customers. When presented with two identical products, however one of which is sustainable and better for the environment, majority of consumers would choose the green product over the more damaging one. This demonstrates that in order for businesses to be as successful as possible, they should be mindful of how sustainable the products they advertise are, and how they promote them in order to attract and satisfy as many customers as possible.
	Climate change is a major environmental issue that influences how and what businesses decide to promote and advertise. As a result of this, a few companies have taken on an approach of social marketing, which is the deliberate application of marketing concepts and tactics to reach specific behavioural objectives connected to the greater good (NSMC, 2016). In simpler terms, social marketing refers to when a company uses its marketing skills to encourage a change in behaviour from the consumer, rather than promoting a product or service for sale. A few companies have taken this approach to promote the importance of making changes in order to prevent climate change from getting worse (Corner and Randall, 2011). Not only is this good for the environment, but it also helps the company's reputation by demonstrating that they have high morals and values. This demonstrates that environmental issues can have an impact on the marketing decisions that organisations make.
Technology has significantly altered how businesses and organisations market their products (Tong, Luo, and Xu, 2019). Smartphones and social media are two aspects of technology that will be discussed in this essay. Please note that the section on social media will also address a portion of the third topic of this essay, which is how social media can be used as an effective marketing tool.
	Persaud and Azhar (2012) carried out a survey to see how many consumers would be willing to receive marketing from organisations through their smartphones. Their results showed that a total of 62 percent of the participants who were willing to receive the marketing were between the ages 18 and 24, and the remaining 38 percent were aged 25 or older. This demonstrates that, while mobile marketing is simple and inexpensive for businesses, they must be careful how they implement it because they will not be able to reach their entire potential market due to a large number of age groups being uninterested. However, smartphones are part of the macro environment, which means that organisations have no control over how much consumers use them. If a company decides not to do any form of marketing through smartphones, they will inevitably lose a lot of potential customers, which could hinder their success.
	Ryu (2013) stated that quick response (QR) codes can also be used as a mobile marketing tool. A QR code is a matrix barcode which is two-dimensional that can be scanned using a camera in a smartphone, and once scanned, the barcode will be converted into a marketing message (Cunha et al., 2010). Ryu (2013) conducted research to determine the differences between QR code users and non-users, as well as whether businesses would benefit from incorporating QR codes into their marketing strategies. According to their findings, QR code users have more innovative shopping habits and are more drawn to shopping adventure and discounts than non-users, implying that they are more likely to scan a QR code if they believe it will benefit them. With this in mind, retailers could use QR codes as a means for connecting with customers who are tech-savvy and promoting new products and goods to them via the QR code (Ryu, 2013).
	Companies are increasingly using social media to promote their products because it is a simple and inexpensive way to do so. Social media is a digital communication channel in which the platforms allow users to exchange information, have discussions and produce internet content (University of South Florida, 2019). It allows for the distribution of organisations most recent deals on goods and/or services, as well as aids in brand recognition (Bowen and Ozuem, 2016). Social media marketing has a variety of benefits, including increased brand awareness, improved leads and market research, brand loyalty, and the development of profitable commercial partnerships.
	There are a few different ways that businesses can use social media as an effective marketing tool. One method is to use influencers to incorporate paid sponsorships into their content. Influencers typically have a relatively large social media following, allowing them to reach a large number of consumers in a short period of time. Companies frequently take advantage of this by paying influencers to promote their products on their behalf, knowing that their followers usually have a high level of trust in them. This is due to the fact that the influencers often promote products and demonstrate the use of them in their everyday lives, making it appear more natural and genuine to their followers (Lueck, 2015). This was also proven by Kim and Kim (2021) who stated that in a customer survey, it was revealed that 92 percent of individuals on social media trusted the opinion of influencers more than conventional marketing channels. This demonstrates that companies that use influencers as a marketing tool are more likely to reach a larger audience and thus come closer to achieving their wider goals.
The World has become significantly more digital over the last few years, especially since the outbreak of Covid-19 in 2020. Since nobody was able to leave their homes, many families turned to online shopping. Businesses that did not promote their products online had near to no chance of making any sales or profit. Organisations all over the world were forced to change their business practices, including their marketing techniques.
One of the many ways that businesses may benefit from the development of digital marketing is through search engine optimisation. This is the process where businesses better their website or pay money to get their site to appear higher up in the results when keywords related to the business are searched in any search engine, such as Google or Bing (Search Engine Land, 2017). According to Optimizare Plus (2016) as cited by Patrutiu-Baltes (2017), it is crucial to rank on the first page of search results due to the fact that 80 percent of people who perform searches on Google will only click on the links located on the first page. 
Another way in which digital marketing has changed the way businesses promote their products is through the use of web cookies. According to Mozilla (2019), a web cookie is a small piece of information that gets transmitted from a server to a user’s web browser and stored for future use. Mozilla (2019) continue to explain that web cookies serve three primary functions: storing information (such as login details), personalisation (themes and user profiles), and tracking (gathering information on and analysing user behaviour).
Cookies have become an important part of how businesses promote their products. If a consumer uses a search engine to look up a company or product, cookies will save that information and suggest similar products to the consumer through other online advertisements. The advantage of this is that the online advertisements that consumers receive are more relevant to them, which means they are more likely to purchase the suggested products than if they received a randomised advertisement that was not relevant to their interests. This shows that companies should embrace the concept of digital marketing if they want to be as successful as possible.
In conclusion, this essay shows that effective marketing is critical to an organisation's success, factors of the macro environment can influence the marketing decisions a company might make, and digital marketing has the potential to improve an organisations success.
 The research completed determined that the role of marketing is to attract new customers as well as keep current customers satisfied. This essay also demonstrates that effective marketing makes it easier for businesses to achieve their overall objectives. Understanding consumer behaviour has been argued to play an important role in successful marketing because it allows organisations to predict which products or services will sell the best and who their target audience should be in order to be the most successful. This analysis also shows the importance of market segmentation, as it encourages businesses to consider what audience they want to target with their products.
	There are numerous factors that influence the macroenvironment; however, this study found that some factors have a greater impact on organisational marketing decisions than others. Although there are resources that support the fact that sustainability and climate change can influence marketing decisions, there are far more resources that support the impact that smartphones and social media have. Smartphones and social media, as well as other forms of digital marketing, have allowed businesses to completely change the way they advertise their products while also increasing their success.
	Digital marketing has nearly completely replaced traditional marketing, and the research presented in this essay shows that this is beneficial to businesses. This is because digital marketing is less expensive than traditional forms of marketing, and it also allows organisations to approach a larger number of potential customers in a shorter period of time.
	Although this essay and research have helped to answer the question of what role marketing plays in organisations, there are a few restrictions. There was a word limit of 2500 words, which limited the topics that could be discussed in this essay, as well as a time limit, which limited the amount of research that could be conducted. More research will be required to provide definitive answers.
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