




Aligning Marketing Strategies with Organizational Objectives

Introduction
A potential consumer may be transformed into a happy and satisfied customer via marketing, which comprises every aspect of a strategy to achieve this goal. Including everything from advertising to market research, it encompasses everything. A consumer should be persuaded that your product is worth investing in, brand loyalty should be established, and total sales should be increased. These are the goals of marketing. (Snyder, 2023)

Marketing helps companies succeed by matching goods and services to customer demands. Successful marketing tactics help organisations achieve their aims. This essay will examine the multifaceted role of marketing in organisations, the factor and trend influencing the macro environment using the PESTLE framework, and the adaptation of marketing strategies in the digital era, with a focus on social media. (Snyder, 2023)

The Effects of Marketing on Businesses:
"Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” (Shah, 2023)

To put it another way, the marketing operations of a firm that are related with the product or service that is being purchased and sold. It comprises engaging in activities such as promoting, selling, and delivering things to individuals. (Shah, 2023)

To what extent does marketing impact a company?
"Because the purpose of business is to create a customer, the business enterprise has two basic functions—and only two—marketing and innovation," said Peter Drucker. "There are no other functions that are comparable to these." Marketing and innovation are the only things that bring results; everything else is a cost. It is the marketing function that sets the company apart from its competitors.
The role of marketing is the one that prevents a company from going out of business; it does more than merely "impact" a company. (Shah, 2023)

Marketing advantages include: 
1. Expanding opportunities: Marketing creates hurdles for new enterprises to enter existing markets. Marketing and advertising may enlighten consumers and generate market interest for new firms, brands, and items.

2. Sales Enablement: In addition to direct sales, marketing approaches may boost product awareness and visibility, leading to increased sales and income. Marketing can spot purchase trends.

3. Strategy creation: Not simply marketing strategies. The company's marketing plan should match its resource allocation, product launch or development, growth, and HR strategies.
4. Market awareness: Whether you're a new or existing firm with new or innovative items, market awareness boosts sales and income. Creating brand recognition requires using efficient marketing techniques and reaching out to your target market. This includes thought leadership, SEO, and industry event speaking.

5. Lead Generation: Inbound marketing is a new phenomenon that is changing marketing and sales. It helps promote the brand and raise awareness.

6. Customer retention and growth: A corporation has two categories of customers: recurring and new. While growing their client base is crucial, firms must also keep their present consumers happy. Proper marketing may keep your current consumers engaged and loyal. Customer retention and growth may be achieved by sharing corporate news and updates via newsletters and social media. (Shah, 2023)

Example why marketing is essential for a business?
“Take the world of drugstores and supermarkets. According to Gorman’s New Product News, which tracks new product introductions in these two consumer-products arenas, between 1985 and 1989 the number of new products grew by an astonishing 60% to an all-time annual high of 12,055. As venerable a brand as Tide illustrates this multiplication of brand variety. In 1946, Procter & Gamble introduced the laundry detergent, the first ever. For 38 years, one version of Tide served the entire market. Then, in the mid-1980s, Procter & Gamble began to bring out a succession of new Tides: Unscented Tide and Liquid Tide in 1984, Tide with Bleach in 1988, and the concentrated Ultra Tide in 1990” (McKenna, 1991)

What is PESTLE analysis ?
PESTLE is an acronym in which each letter stands for different factor, these factors covers 6key areas of your macro environment of a business.
What does each letter stand for:
1. P = POLITICAL
2. E = ECONOMIC
3. S = SOCIAL
4. T = TECHNOLOGY
5. L = LEGAL
6. E = ENVIRONMENTAL

What information a PESTLE analysis provide us with?
For marketing strategy, a PESTLE study is a great, fast approach to get a high-level picture of your macro environment. In order to identify opportunities and risks for your plan to address, you must evaluate both internal (micro) and external (macro) aspects while developing a marketing strategy.
Challenges and opportunities PESTLE analysis reveal :
· Cultural and societal shifts that affect the go-to-market approach
· New technologies for marketing and associated communication methods
· Changes in government that could open up new financing sources
· Changes to the law that must be followed 

What are the advantages of PESTLE analysis?
· It emphasises future-focused planning and fosters critical thinking inside the company.
· Understanding greater external influences can lead to creativity.
· It assists in risk management and increases the likelihood that organisations will take advantage of new opportunities.

What are the disadvantages of PESTLE analysis?
· Planning and analysing assumptions and qualitative research can be challenging.
· It might consume a significant amount of time while doing the research
· It might be challenging to display and interpret current information since external influences change quickly.

How often do we need to conduct PESTLE analysis?
“This analysis should be repeated every six months to identify any changes in the macro-environment. Organisations that successfully monitor and respond to changes in the macro-environment can differentiate from the competition and thus have a competitive advantage over others.” (Oxford Collage Of Marketing)

Example of PESTLE analysis of McDonalds
Serving more than 69 million customers daily with more than 38,000 restaurants in more than 100 countries  (SARA-JAYNE, 2003) it is undoubtedly a very big chain, with such big of an empire they will face lot of problems and find  lot of opportunities as well, Let’s look at the PESTLE analysis of McDonalds.

POLITICAL FACTOR: The trade regulations, tax laws, and foreign investment policies can have an effect on the operations of fast food restaurants such as McDonald's.
ECONOMIC FACTOR: The business may have an impact on the local economy where it operates.
SOCIAL FACTOR: People are looking for ready-to-serve meals that are high in protein and low in calories as the demand for nutritious meals grows. McDonald's may provide less-sugary and less-fatty food and beverages in addition to their standard menu.
TECHNOLOGICAL FACTOR: They can develop a app which will give customers loyalty points ,give them personalised offers and use AI to help customers order food of their preference easily with the help of AI suggestions 
LEGAL FACTOR: The minimum wage is set by the country's labour laws. The profit margin of the brand is frequently reduced as a result of minimum wage increases in some nations.
ENVIRONMENTAL FACTOR: A large number of businesses are taking note of their plans and actions to make long-lasting adjustments that will lessen their negative impact on the environment. Additionally, McDonald's can improve its brand image by implementing some eco-friendly modifications.






Digital Evolution: Adapting Organizational Marketing to Thrive in the Modern Era

Retaining relevance and market share is a constant issue in the dynamic world of business. Given the swift rapidity of technology advancement and evolving consumer trends, enterprises need to exhibit versatility and flexibility in their marketing strategies and techniques.
Businesses can gain a competitive edge, improve client experiences, and streamline processes by implementing new technologies. It gives businesses the ability to access data-driven insights, facilitating more focused marketing campaigns and better informed decision-making.
These days, users go to social media to learn, purchase, interact with others, get information, and get customer service. Social networking has even replaced search engines for Gen Z.

What does this mean as a business point of view?
The way businesses interact with their clients has changed in the digital age. The attention spans of today's customers are too short for traditional marketing mediums. Businesses need to embrace digital platforms, social media, and online engagement if they want to remain relevant. This change is essential for connecting with tech-savvy people and is not just a trend.

How can a Business start adopting this New marketing tool?
Social media platforms like Instagram, Pinterest & TikTok are the apps that serve the e-commerce marketing primarily. With Instagram having a customer base of 1Billion active users monthly, Pinterest with 444 million active users monthly and TikTok with 1Billion active users monthly. (Baker, 2023)
E-commerce features are now integrated into the majority of social media networks. It turns out that consumers prefer the ease of shopping directly from their sources of inspiration; according to 80% of social media marketers, people are more likely to purchase things directly from social applications than from third-party websites like Amazon or the websites of businesses.
And companies are realising this. At the moment, 47% of social media marketers claim that their company offers products straight through social media apps. (hubspot and brandwatch, 2023)







Technology plays a significant role in digital transformation, even though it is not the only aspect. Digital technology can help most organisations become more productive. The intended business outcomes of implementing new technology must be considered when bringing it into an organisation. More technology integration isn't happening in businesses just to be creative. Every change or addition made to technology is motivated by results.

Example of JETBLUE Airlines adapting to digital trend.
The low-cost airline JetBlue sought to set itself apart from its notoriously bad customer service. JetBlue experimented with leveraging Twitter as the centre of their marketing and customer support. JetBlue attempts to promptly respond to each tweet it receives while offering customer support on Twitter. Immediately addressing customer concerns and developing one-on-one connections with flyers are the objectives. Establishing trust and creating positive experiences for travellers in need of emergency assistance is the ultimate aim of this strategy. This helps build trust and improved customer service.
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