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An evaluation of marketing
Kotler (2015) defines marketing as “managing profitable customer relationships.” This means that marketing is the aspect of business that is concerned with customer behaviour and perceptions. Kumar (2023) recognises Kotler as an expert due to him treating marketing as an academic concept that can be studied and measured. This is a simple and general definition of marketing and its main purpose and goal. An example of good marketing would be recognising that the marketplace in which a business operates is constantly changing and being prepared to adapt alongside it. In practice, this can be seen when, due to the public and consumers continually becoming increasingly environmentally conscious (Deloitte 2023), Brands such as Apple and Dell have pledged to reduce their carbon footprints and improve climate-friendly alternatives as well as aiming to improve corporate social responsibility in all other social aspects of business (Forbes, 2020). This shows that the management behind these large businesses understands the ever-increasing importance of the environment for consumers and their decreasing tolerance of businesses that are heavy polluters. Taking all these aspects into account the management decided to publicly announce their plans to lower their carbon footprints. The purpose of this essay is to first analyse the role that marketing has in organisations and how effective marketing can help them achieve their goals. Secondly, to analyse the factors and trends that influence the macro environment, (PESTLE), and how having this information can affect the decisions made by organisations. And finally, to identify how businesses may need to change their marketing strategies in an increasingly digital environment.
Before any other statements are made the importance of marketing must be made clear in order to provide the context of why it is worth studying in such depth. The purpose of marketing is that the study of marketing can help with developing organisational structures that help with efficiently recognising and adapting to customer needs, choosing effective marketing strategies that help to drive positive outcomes and differentiate businesses. Also, evaluating how to push enterprise and generate greater customer engagement and recognising trends to help them become more profitable. These factors help to push businesses to perform better and provide higher quality goods and services and more efficient production, Morgan et al., (2019). Sun et al., (2023) claim that profit maximization and revenue maximisation are considered the two main marketing objectives of businesses. Profit maximisation refers to the capability of a business to produce the highest amount of profit possible along with the lowest costs (Mohajan and Mohajan, 2022). However, revenue maximisation concerns the production of the most amount of sales possible in a given time frame regardless of net profit or loss (Gonczarowski and Weinberg, 2021). Marketing management can make or break businesses. For example, during the early 1990s Netflix and Blockbuster were in direct competition with each other as two large video and DVD providers. However, in 2007 when streaming started to become an increasingly feasible option, Netflix rapidly switched to offer that service while Blockbuster did not. This led to Blockbuster’s eventual bankruptcy and, of course, Netflix’s rise to the global superpower it is today. Netflix’s ability to closely monitor its marketing and the change in the business landscape allowed it to insert itself into the mainstream for streaming services instantly and reap the benefits from that. Netflix also invested in artificial intelligence technology earlier than others to provide better services for customers using behavioural data tracking to suggest relevant material. This provided an early competitive advantage for Netflix as they made their services easier to use and enjoy. This then created more value for customers in terms of simplicity and enjoyment which made their service more valuable than others at the time. This, of course, led to Netflix becoming the leading streaming service in the world (Varadarajan 2020).
According to Buyer (2021), in the wider organisational environment, there are six different factors that drive change, as an acronym these are PESTLE-Political, Economic, Social, Technological, Legal and Environmental. PESTLE is used by businesses to analyse the external business environment to ensure that they can keep up to date with the needs of customers and stay in the mainstream. Within the organisational environment, one of the most important PESTLE factors is economic. According to the Chartered Institute of Personnel and Development (CIPD) (2023), the economic part of PESTLE refers to the cost of living, economic decline or growth, minimum wage and other related factors that directly affect how businesses operate. This, obviously, can make or break a business and shows that outside economic factors are incredibly important in determining the success of the business.
In an increasingly digital world, a business's digital presence has become just as important, if not more important, than their physical one. By extension, a business’s digital marketing is incredibly important to in the modern business landscape. Digital marketing is the use of the internet and other digital avenues to connect with customers (Veleva and Tsvetenova, 2020). The roles of digital marketing in improving a business’s operations are many. For example, having good digital marketing can help to diversify and personalise products and services, have a higher degree of efficiency of in all areas of operation, increased general customer satisfaction and provides unlimited communication with customers anywhere in the world and at any time (Veleva and Svetenova, 2020). 
One example of digital marketing is social media marketing. This is where businesses produce social media presences to get their products into the Instagram feeds and minds of more potential customers than they were ever able to do before. This method enhances marketing as it allows businesses to directly communicate with customers and stakeholders and provides multiple platforms that can drive the awareness of a particular brand within a marketplace. It can also provide an avenue to insert a business into the minds of those who are typically out of reach when using other marketing techniques as social media platforms are used by so many (Evans, Bratton and McKee 2021). According to Singh (2020), Instagram is one of the most powerful marketing tools as it can offer engaging, fun and creative ways to advertise since the level up in proficiency of ad blocking or avoidance in the younger generations and is something all brands should exploit to share their messages most effectively.
Another example of digital marketing is E-mail marketing. According to Mailchimp (no date) this is a powerful marketing channel that uses E-mail to promote your business’ products or services and is effective as it forces the receiver to act. If they do not delete, open or archive, it will stay until they do.
A large aspect of online marketing is search engine optimisation (SEO). This involves promoting websites by increasing their visibility in search result pages (Subhankar 2021). According to Dean (2023), Google use a list of over 200 criteria to rank where they place a website in a Google search results page. Some of these are quality content, links from other websites and keyword optimisation. This helps to get businesses high up in results pages and creates more activity on their websites.
One possible reason for social media becoming such a good marketing tool is the sheer number of people who use it. According to Appel et al. Facebook alone reported having 2.38 billion monthly active users and 1.56 billion daily active users. According to Hruska and Maresova (2020) this is because, for many adults, it has become the only way of acquiring and spreading information. The daily use of it allows businesses to reach far more potential customers than a physical shop could and will therefore increase sales and profit.
In conclusion, marketing has an incredibly important role in business as effective marketing such as targeting effective demographics and responding quickly to changes in the market can make al large difference in business success. These factors are important in allowing businesses to stay competitive in modern markets and targeting their advertisements to reach the most effective audiences for sales. Also, it is important for businesses to analyse the external business environment. PESTLE is a model that helps to do this, and it allows businesses to make more informed decisions relating to their external environment. Organisations may need to adapt their marketing to survive in a digital world. For example, according to Haenlein and Anadol et al. (2020), social media and influencer marketing is becoming of ever-increasing relevance to businesses because of its effectiveness. According to Ortiz-Ospina (2019), the first recognisable social media site was SixDegrees and since then the use of social media has grown exponentially. Also, according to Leung et al. (2022), one of the reasons influencer marketing is so effective is because of influencers’ ability to directly interact with their fans through social media. This can increase the intensity of the celebrity-to-fan relationship and causes the promotion of products and brands to be even more effective. This shows that it is important for businesses to use social media to stay relevant. The ultimate role of marketing is to analyse the business environment and respond quickly to it changing and maintain positive relations with customers while promoting products and brands to them. When businesses are effective at marketing, they can stay popular, profitable and well received by the public. However, when businesses are not their market share can be taken, they can be left in the past and their products or services can be improved upon by other businesses which ultimately leaves them with less.
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