
An evaluation of marketing
Marketing is essential to every company's success. (Silk, A.J., 2006) It includes a broad variety of actions intended to develop, convey, provide, and trade offerings that are valuable to partners, clients, consumers, and society at large. In this essay we will cover the vast importance of marketing when it comes to starting and growing a successful business. Marketing is a highly valuable tool for a business and creates brand awareness, profit, and growth, and to enhance engagement. 

Having effective marketing strategies allows organizations to successfully connect with customers and reach a wider target audience to help gain potential new customers. Marketing is not just about promoting products or services but is also a strategy which influences various aspects of an organization. 
· Marketing visibility and brand awareness helps organizations to increase brand recognition and publicity for the organization. Through branding strategies, organizational publicity in the market will be achieved and gaining more potential customers due to their awareness of the products and services the business provides. 
· Revenue growth helps the organization to achieve revenue targets and increase sales. Marketing campaigns, promotions, and sale strategies impact revenue growth by increasing their customer base. 
· Market expansion helps the organization to expand into new markets or segments. Marketing research shows new opportunities. 
· Competitive advantage. This helps the organization establish a competitive stand in the business world. Effective marketing will help the organization position itself in the minds of customers, showing their unique selling point and differentiating themselves from their competitors. 
· Innovation and product development. Marketing insights and customer feedback contribute to guiding the development of products which meet the market needs. 
· Employee engagement. Internal marketing strategies will boost employee attitude, creating a sense of pride and engagement. 
Effective marketing is important to achieve organizational goals by adapting various aspects of the organization. This is through customer satisfaction, revenue growth, employee engagement, and strategic positioning in the business world. 




The macro environment, also known as the external environment, refers to the forces that influence an organization and its industry. There are several factors within the macro environment, and they are often categorized into six key elements, known as the PESTLE framework. Each element represents a distinct aspect of the external environment that can impact business operations and decision-making. 

Political:
Political factors affect the influence of government policies, regulations, and political stability on businesses. It impacts changes in government policies, trade regulations, taxation, and political stability can significantly affect industries and businesses. (Sheng, S., Zhou, K.Z. and Li, J.J., 2011)
Economic:
The economic factors include elements such as inflation, exchange rates, economic growth, and unemployment rates. The economic conditions directly influence consumer spending, demand for products and services, production costs, and overall business profitability. (Hitt, L.M. and Brynjolfsson, E., 1996) 
Social:
Social factors refer to societal beliefs, values, lifestyles, demographics, and cultural trends.
These factors influence consumer behavior, preferences, and expectations. Companies need to align their products and strategies with societal norms and cultural shifts. (Schwartz, H. and Davis, S.M., 1981)
Technological:
Technological factors affect advancements, innovations, and the impact of technology on industries and markets. When considering the rapid technological changes this can create opportunities for innovation, streamline processes, and disrupt industries. Businesses need to adapt to technological trends to stay competitive. (Volberda, H.W., 1999)
Legal:
Legal factors include laws, regulations, and legal frameworks that affect business operations.
The impact is with things such as compliance with laws and regulations which is crucial for avoiding legal issues. Legal factors can influence areas such as employment law, intellectual property, and product safety. (Dratler Jr, J. and McJohn, S.M., 2023)
Environmental:
Environmental factors consider the impact of ecological and environmental conditions on businesses. (González‐Benito, J. and González‐Benito, Ó., 2006) Increasing awareness of environmental issues and sustainability can influence consumer preferences and regulatory requirements. Businesses need to consider their environmental footprint and engage in sustainable practices. (Battisti, M. and Perry, M., 2011)
Technological advancements have made a significant transformation in marketing (Kumar, V., 2018.), the landscape and how certain choices and decisions are made. Technology enables the collection, analysis, and interpretation of vast amounts of data. This data-driven approach allows marketers to make decisions based on real-time events into customer behavior, preferences, and market trends. Marketing analytic tools help measure the performance of campaigns, track website traffic, and assess the effectiveness of various marketing channels.
Digital marketing promotes brands online and through digital media to establish a connection with potential customers. (Chaffey, D. and Ellis-Chadwick, F., 2019) This includes text messages, social media, emails, advertising on websites, and other platforms. 
Digital marketing allows businesses to connect with customers in an easy and effective way. This is vital for brand awareness within a business. Digital marketing allows a business to be creative and differentiates them from their competitors in the market. (Kingsnorth, S., 2022) Digital marketing strategy: an integrated approach to online marketing. Kogan Page Publishers.

Content marketing:
Content marketing is important and enhances a business's overall marketing efforts. It creates and grows customer awareness and increases modification. (Wirtz, B.W., Schilke, O. and Ullrich, S., 2010) Especially in recent years, content has become an essential part of any marketing strategy. Content marketing can contribute to a business's marketing success by:
· Establishing authority and credibility
· Search engine optimization
· Building brand awareness
· Nurture customer relationships 
· Educating their audience
· Social media engagement
· Differentiation from competitors
· Cost-effective marketing 
Content marketing enhances marketing for a business by building trust, increasing brand awareness, improving seach engine visibility, keeping positive customer relationships, and providing cost-effective promotions. (Bala, M. and Verma, D., 2018)


Sponsored content:
Sponsored content marketing can help a business reach a wider audience and attract more customers. (Jefferson, S. and Tanton, S., 2015) Sponsored content can help leverage the audience of various publishers, increasing customers to the website and improve brand awareness. 
Ways that sponsored content can help enhance a business's marketing include:
· Increased visibility
· Targeted advertising
· Trust and credibility
· Content variety 
· Search engine optimization benefits 
· Brand awareness and recognition
· Social media sharing opportunities
It is important for the business to ensure the sponsored content lines up with their brand values and messages. (Lou, C. and Yuan, S., 2019) Measuring and analyzing the performance of sponsored content helps to campaign their optimizing future for their company. 

Social media marketing:
Brand recognition and audience engagement are advantages to social media marketing. Benefits to a business due to social media marketing include:
· Increased brand visibility
· Audience engagement
· Targeted advertising 
· Building brand loyalty
· Realtime communication
· Market research and feedback
· Cost-effective advertising
Social media marketing enhaces marketing for a business by providing a platform for brand visiility, audience engagement, content distribution, and a lot more. Social media marketing contributes to brand growth, customer loyalty, and successful business. 

Social media advertisents allow the business to reach a wider audience. Social media has become so popular and powerful that a business can show their ads to the right customers. Businesses can determine their target audience based on their demographics, interests, and behaviors. These are some reasons which have contributed to the development of social media as a marketing platform:
· Global reach and accessibility
· User engagement and interaction
· Targeted advertising opportunities
· Real time communication 
· User-generated content
· Influencer marketing opportunities
· Adaptability to trends
· Community building 
· Cost-effective marketing 
The development of social media as a marketing platform is due to its global aspects, user engagement, targeted advertising opportunities, real time communication, adaptability to trends, and cost-effectiveness. These make social media an effective platform for businesses to connect with their audience and achieve their marketing goals. (Tsimonis, G. and Dimitriadis, S., 2014)

While social media is a great way for businesses to be a good marketing platform, it also comes with limitations. These are some of the limitations:
· Algorithm changes 
· Negative feedback and public criticism
· Privacy concerns and regulations
· Advert costs 
· Platform dependency
· Fake accounts
· Lack of full control
· Inability to reach all target audiences equally
Despite limitations, social media remains a powerful marketing platform offering lots of benefits, including audience engagement. Successful social media marketing involves adapting strategies to maximize their platforms potential. (Tsimonis, G. and Dimitriadis, S., 2014)

Social media is a wonderful and solid platform for marketing, one that will go on strong for decades. Businesses will be foolish not to use it as their main platform of marketing and advertising. (Borges, B., 2009)


In conclusion companies can't accomplish their larger organisational aims and objectives without effective marketing. Brand visibility, customer loyalty, and overall business performance are all improved by marketing, which does this through comprehending customer needs, developing strong brand identities, and producing value propositions. The macro environment, which includes social, technological, legal, political, and environmental aspects, has a big impact on how businesses market their products. Businesses must adjust to these external influences to be competitive, sensitive to customer expectations, and compliance with changing environmental and legal requirements. (Zeithaml, V.A., Parasuraman, A. and Berry, L.L., 1990) Organizations must modify their marketing strategies to take advantage of the potential of online platforms in a world that is becoming more and more digital. Among the revolutionary marketing tools that have arisen are social media platforms, which provide chances for customer connection building, targeted advertising, worldwide reach, and real-time involvement. In the digital age, social media integration is crucial to maintaining relevance and expanding audience reach. In an organization, positioning the brand strategically, establishing a connection with the target market, and promoting value creation are the goals of marketing. These are the key things that promote long-term organisational success by embracing digital platforms like social media, recognizing and reacting to internal and external influences, and implementing creative tactics.







Reference List

Bala, M. and Verma, D., 2018. A critical review of digital marketing. M. Bala, D. Verma (2018). A Critical Review of Digital Marketing. International Journal of Management, IT & Engineering, 8(10), pp.321-339.
Battisti, M. and Perry, M., 2011. Walking the talk? Environmental responsibility from the perspective of small‐business owners. Corporate Social Responsibility and Environmental Management, 18(3), pp.172-185. 
Borges, B., 2009. Marketing 2.0: Bridging the gap between seller and buyer through social media marketing. Wheatmark, Inc..
Chaffey, D. and Ellis-Chadwick, F., 2019. Digital marketing. Pearson uk.
Dratler Jr, J. and McJohn, S.M., 2023. Intellectual property law: Commercial, creative and industrial property. Law Journal Press.
González‐Benito, J. and González‐Benito, Ó., 2006. A review of determinant factors of environmental proactivity. Business Strategy and the environment, 15(2), pp.87-102.
González‐Benito, J. and González‐Benito, Ó., 2006. A review of determinant factors of environmental proactivity. Business Strategy and the environment.
Hitt, L.M. and Brynjolfsson, E., 1996. Productivity, business profitability, and consumer surplus: Three different measures of information technology value. MIS quarterly, pp.121-142. 
Jefferson, S. and Tanton, S., 2015. Valuable content marketing: how to make quality content your key to success. Kogan page publishers. 
Kingsnorth, S., 2022. Digital marketing strategy: an integrated approach to online marketing. Kogan Page Publishers. 
Kumar, V., 2018. Transformative marketing: The next 20 years. Journal of marketing, 82(4), pp.1-12.
Lou, C. and Yuan, S., 2019. Influencer marketing: How message value and credibility affect consumer trust of branded content on social media. Journal of interactive advertising, 19(1), pp.58-73.
Schwartz, H. and Davis, S.M., 1981. Matching corporate culture and business strategy. Organizational dynamics, 10(1), pp.30-48.
Sheng, S., Zhou, K.Z. and Li, J.J., 2011. The effects of business and political ties on firm performance: Evidence from China. Journal of Marketing, 75(1), pp.1-15.
Silk, A.J., 2006. What is marketing?. Harvard Business Press.
Tsimonis, G. and Dimitriadis, S., 2014. Brand strategies in social media. Marketing Intelligence & Planning, 32(3), pp.328-344. 
Volberda, H.W., 1999. Building the flexible firm: How to remain competitive. Oxford university press.
Weber, L., 2009. Marketing to the social web: How digital customer communities build your business. John Wiley & Sons.
Wirtz, B.W., Schilke, O. and Ullrich, S., 2010. Strategic development of business models: implications of the Web 2.0 for creating value on the internet. Long range planning, 43(2-3), pp.272-290.
Zeithaml, V.A., Parasuraman, A. and Berry, L.L., 1990. Delivering quality service: Balancing customer perceptions and expectations. Simon and Schuster.


