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Marketing in the business world consists of processes that help in the promotion of products and services of the company so that a more extensive customer reach can be gained and an increase in sales can be achieved. In the era of advanced digital technologies, marketing techniques have also been reformed to adapt to changing business situations so that customers can be aware of the products and services that create value and meet their needs and requirements. With changes in the external environment, changes in the company's marketing strategies are also made to achieve the company's marketing objectives and stay competitive. This essay aims to analyse the significance of marketing, current trends, and the advancement of marketing with digital media.
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Marketing is creating, promoting, exchanging, and providing products and services that create value for target customers, partners, clients, or society (Graesch, Hensel-Börner and Henseler, 2020). It consists of various tools that assist an organisation in promoting its goods and services so that a larger customer base can be created and an increase in revenue is achieved through growing sales. Marketing is considered an integral part of business as it helps generate revenue by creating awareness about the services and products among the target customers or market. Any action taken by the organisation to attract customers to the services and products offered by the organisation is termed marketing, and the aim of marketing is to deliver value to customers and prospects through various content so that brand loyalty can be strengthened, product value can be demonstrated for a long term, and increase in sales can be achieved (Morgan et al. 2019). The main purpose of marketing is to conduct a market analysis and research the consumers regularly to identify the current trends, buying preferences, and shopping habits, and more so that the best strategy for gaining consumer interest and fulfilling their needs through products and services can be created.
Through the definition of marketing, its significance can be realised as it serves the main purpose of attracting target customers to the products and services offered by the organisation and helps create value for the customers. Marketing helps in engaging the customers and increasing the business's sales by creating awareness about the services and products and portraying the benefits and value it creates for the customers along with meeting their needs and requirements. A pivotal role is played by marketing as increasing sales helps the company maintain its reputation, creating and handling the demand, gain competitive advantage, and more (Krizanovaet al. 2019). Marketing forms a crucial element for a company's success. Marketing helps a business in gaining effective engagement with customers through various tools which helps in creating appealing content through which customers can be made aware of the features and unknown information about the products and services. The marketing process involves psychographics, demographics, market analysis, consumer behaviour, and more through which knowledge about the needs and requirements of customers is gained. This also helps in building long-term relationships with customers so that the business's success can be enhanced (Rust, 2020).
Marketing is also important as it helps in creating and maintaining the reputation of the business. Business reputation depends on the lifespan of the business and the way it grows. With the help of marketing and the various tools offered by it, the brand equity of the organisation is built when the products and services offered by the business meet the requirements of the customers. In addition, marketing also helps businesses make informed decisions based on fluctuating demands and market trends and helps the business stay relevant to the target market and its customers (Rust, 2020). The most important aspect of marketing which emphasises its importance in the business, is its ability to create value and generate revenue by increasing the sales of the products and services offered by the company. A successful marketing strategy applied by an organisation not only helps enhance the business's growth but also helps the business increase the number of customers it has. People need to know about the products and services delivered by a business organisation and with the help of various marketing strategies such as advertising, media relations, promotions, content creation, and more, better relationships and increments in sales are achieved.
In addition to the above-stated factors that make marketing an important aspect of business growth and success, it is also observed that the wider organisational objectives and goals are also achieved by strategically marketing the products and services. Effective market research and strategies help the organisation optimally use the available resources and gain a competitive advantage in the market so that the target objectives and goals of the organisation can be achieved (Grewal et al. 2020). Marketing also analyses the external environment that impacts the growth of business and helps in developing effective marketing strategies based on extensive market research that helps in adopting strategies that have the maximum profit potential and helps in enhancing sales along with gaining more customers for the long term for the business.
The macro environment of an organisation is a set of external factors that influence and shape how it operates and makes decisions. These external factors include the political, economic, social, technological, environmental, and legal (PESTEL) aspects of the environment. The macro-environment greatly influences how organisations conduct their marketing decisions and strategies (Pererva, Nagy and Maslak, 2018). This essay will discuss the major factors and trends in the macro environment of evaluating marketing and how they impact marketing decisions within organisations.
Political: Political factors have a major influence on the macro environment of evaluating marketing and organisations' decisions. Changes in the political environment can be felt in the form of new laws and regulations which can affect the way that organisations market their products and services. For example, with the introduction of GDPR legislation in 2018, organisations were required to change the way they collected, stored, and processed customer data to comply with the new regulations (Tkachenko et al. 2019). This had a major impact on how organisations conducted their marketing activities. They had to ensure that they were collecting and storing customer data ethically and securely and that they had the customer's consent. Political factors can also affect how organisations market their products and services in different countries. For example, certain countries have restrictions on the types of products and services that can be marketed and how they are marketed.
Economic: Economic trends and factors are other key factors in the macro environment of evaluating marketing and the decisions that organisations make. Changes in the economic environment can have a major impact on the way that organisations market their products and services (Blythe and Martin, 2019). For example, changes in the interest rate, inflation rate, and exchange rate can affect the cost of producing and marketing products and services and the amount of money customers are willing to spend. In addition, changes in the economic environment can also affect the demand for certain products and services. For example, customers may be more likely to purchase budget products and services during an economic recession rather than more expensive ones.
Social: Social factors are also a key factor in the macro environment of evaluating marketing and the decisions that organisations make. Changes in the social environment can have a major impact on the way that organisations market their products and services. For example, consumer behavior and attitudes toward certain products and services can affect how organisations market them (Liulov, Chyhryn and Pimonenko, 2018). In addition, changes in lifestyle trends, such as increased health consciousness, can also affect how organisations market their products and services. For example, more health-conscious consumers may be more likely to purchase healthy and organic products.
Technological: Technological factors are another key factor in the macro environment of evaluating marketing and the decisions that organisations make. Technology is constantly changing and evolving, which can significantly impact how organisations market their products and services (Khan, Çera and Nétek, 2019). For example, the rise of social media and the internet has enabled organisations to reach a wider audience and market their products and services in more innovative and cost-effective ways. In addition, technological advancements can also enable organisations to collect and analyse customer data to gain insights into customer behavior and preferences.
Environmental: Environmental factors are another key factor in the macro environment of evaluating marketing and the decisions that organisations make. Changes in the environmental environment can significantly impact how organisations market their products and services (Lim, Yap and Makkar, 2021). For example, organisations may need to make changes to their production processes to reduce their carbon footprint and become more sustainable. In addition, organisations may need to market their products and services in a way that encourages customers to be more environmentally conscious.
Legal: Legal factors are another key factor in the macro environment of evaluating marketing and the decisions that organisations make. Changes in the legal environment can affect the way that organisations market their products and services (Palacios-Marqués et al. 2019). For example, consumer protection laws changes can affect how organisations advertise their products and services. In addition, organisations may be required to meet certain industry standards when it comes to the production and marketing of their products and services.
These external factors greatly impact how organisations conduct their marketing activities and strategies. Political, economic, social, technological, environmental, and legal factors play a significant role in marketing decisions within organisations. Political factors could include changes in government policy which might impact the marketing mix used by businesses. For example, if a government imposes a new tax on luxury items, this might lead to organisations changing their targeting strategy to focus on more price-sensitive consumers. Economic conditions are also important to consider – for example, during an economic recession, businesses might choose to focus on promoting low-cost products to appeal to cash-strapped consumers. Social trends can also have an effect on marketing plans – for example, if there is a rise in health consciousness amongst the population, businesses might respond by increasing their promotion of healthy products (Huy et al. 2021). Technological developments should also be considered, as they can enable organisations to reach a wider audience or collect customer data more easily. Finally, organisations need to be aware of any legal changes that might affect their marketing activities – for example, the introduction of GDPR meant that businesses had to change how they collected and processed customer data.
In conclusion, the macro environment of evaluating marketing is made up of several factors and trends which can have a major impact on the way that organisations market their products and services. Changes in the political, economic, social, technological, legal, and environmental aspects of the environment can influence how organisations make their marketing decisions and strategies. It is therefore important for organisations to keep abreast of changes in the macro environment to make informed decisions and strategies when it comes to their marketing activities.
The process of marketing has continuously evolved since decades to adapt to the changing business environment and the gradual development of Industry 4.0. There are various methods involved in marketing such as Business to Business (B2B) marketing, Business to Consumer (B2C) marketing, Consumer to Business (C2B), and Consumer to Consumer (C2C) marketing. Advertising and marketing in any of these mentioned segments have been done and are still done through various means such as television, print media, billboards, and more physical means which form the element of traditional marketing and internet marketing, blog advertising, video marketing, search engine optimisation, search engine marketing, e-mail advertisement, and social media marketing which forms the modern method of marketing. There are four key elements also known as the 4 Ps of Marketing introduced by E Jerome McCarthy and is known Product, Place, Price, and Promotion (Lahtinen, Dietrich and Rundle-Thiele, 2020). These key aspects are taken into consideration while conducting a marketing analysis and developing a marketing strategy. With the advancement of the internet and digital media, there have been significant developments in the field of marketing. The current trends of marketing include increased usage of the internet and various digital platforms such as social media platforms. 
Advancement in digital marketing has been observed for years but due to the emergence of the Covid-19 pandemic, digital marketing especially involving social media usage has gained significant traction (Mason, Narcum and Mason, 2021). Online platforms such as Instagram, Youtube, Facebook, Twitter, Reddit, and more provided advanced tools and increased exposure to potential customers for business marketing, and since a majority of the population uses such sites, it has become an effective marketing tool for businesses to promote their brand, products, and services (Appel et al. 2020). It has become important for a business organisation to adapt to the changing marketing environment and develop strategies that are well suited for the business and help enhance the business's growth and success along with saving costs. Social media is one form of digital marketing which is not only popular and effective but is also a cost-effective way of marketing in comparison to traditional marketing methods (Ebrahim, 2020). The business's customers and prospects are approached effectively, and social media marketing does not only help big companies but an organisation of any size can be benefitted from it (Li, Larimo and Leonidou, 2021). Along with providing businesses an opportunity to leverage the popularity of social sites, social media marketing also provides various measurable goals and tools such as Analytics to evaluate the effectiveness of marketing strategy and analyse the audience's engagement with the content.
Better engagement with existing and potential customers through likes, shares, comments, and other features of social media is also obtained through this type of advertising. Business organisations need to adapt to the increasingly digital world and enhance their marketing strategies through the digital tools that are currently in use and effective so that they can ensure their business success and also gain a competitive advantage. Social media marketing helps the business in creating a community where the vision of the organisation and brand can be shared and it also provides paid tools for advertising and marketing on its platforms such as Facebook Ads, Instagram Ads, and more through which highly targeted and large volumes of customers can be attracted (Li, Larimo and Leonidou, 2021). By optimising the social media profiles of the business and analysing the current trends on the chosen platform, personalised content that caters to the needs of the target customers and attracts their interest to the company’s products and services can be created which helps in driving traffic, generating sale leads, building strong relationships with the customers, increase brand awareness, and enhance business growth. People invest several hours of their time on social media, and by adopting effective marketing strategies on such platforms, larger masses of target customers can be reached along with increasing the sales potential of the business and enhancing the brand reputation of the company.
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[bookmark: _vdq1mu8hb4j1]The evolution of marketing has been brought about due to significant changes and developments in the external business environment such as the advancement of the internet, the increasing popularity of digital marketing, the increase in the usage of social media, and more. Businesses also have to enhance their marketing strategies after analysing the current marketing trends. In today’s world, social media marketing has gained significant traction and has proved to be an effective method of marketing through which larger masses of people can be targeted and connected with, with the help of engaging content and an increase in sales can be achieved along with enhancing the growth and reputation of the business. 
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