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Evaluating marketing by addressing and analysing the role of marketing in organizations through considering specifically, how effective marketing helps companies to achieve their wider organizational goals and objectives by examining factors and trends influencing the macro environment, such as PESTLE and how this impacts marketing decisions within organizations. researching how organizations may need to adapt their marketing in an increasingly digital world by paying particular attention to the emergence and development of social media as a marketing tool or platform. To reinforce points given, draw on relevant marketing theory and provide industry examples to support the points provided. 
Talking about marketing means having a look at what has happened in the past and how this concept started. Rewinding to 1560 the word marketing was related to the action of buying and selling at the market, evolving years later, the behaviour to produce bought or sold goods by a vendor or businessman, until more recent times when the word indicates “a process of moving goods from producer to consumer with the emphasis on advertising and sales” (Online Etymology dictionary, 2021). This concept is too often confused with the act of selling but the purpose of marketing is not just to get the product or service sold, that is more or less the fundamental purpose of every company, but it regards all the activities of communication, advertising and setting up institutions that a business could operate though to optimize and expand its ray of action and transform a little company into a multinational. The role of marketing, therefore, is also prediction and creativity, a marketer looks ahead having the chance and the responsibility sometimes to seek and work on one sector of the market, for example in terms of location or age range. Deciding to follow one project rather than another, the role of marketing, unlike the sales department, may push the company to modify or in some cases create a new product. (Lahey, 2016).
There are multiple ways in which marketing helps businesses and can differ among companies. Certainly, getting organized is one of the first steps companies should take if they are not, alone this can increase profit by reducing time wasting and money used on planning a production in vain. Conceivably the most important feature of marketing is promoting (Twin, 2021). Marketing combats this issue through perhaps doing a company consensus with their target market, through this they can analyse the environment and its competitors and so forth. All of this will become useful when it comes to planning a promotional route. The marketing team might decide to promote and enhance the company by advertisement on different platforms like TV, radio, or even better in our time digital platform as webpages and social media. Companies may also decide to promote their product through direct mailing or, depending on their own target rely on press advertising (Fbs.org, 2020). Other times the marketing direction might decide to create, through promotion, a new image of the brand, that is what happened with Coca-Cola. Back in 1995 they released the advertisement that then would have been remembered as the Coca-Cola truck spot (CocaCola, 2021). Combining the particular red truck adorned with hundreds of lights, a catchy soundtrack and, of course, using the magical period of the year, Coca-Cola made one of the most iconic adverts (Neagoe, 2020). Done so, the company constantly produced these advertisements every year, always during the Christmas period, to engrave the memorability of the brand as much as now the audience almost associates the figure of a red truck with Christmas. (Drivenmedia, 2018)
This was a case in which marketing affects our brain and unconsciously changes our beliefs, most of the time though, are trends that influence marketing strategy and decision. So if the world is going in a direction, will be a marketing responsibility to satisfy those needs. At the beginning of this century, the automotive market was going through a period of innovation likely that one we are experiencing now (Davis, 2021), twenty years ago though the change was brought by a new model of car that especially in Europe had not had a chance of sales. In fact, if in the US, due to the culture and the objective condition, the car brands have always sold bigger cars, in Europe the automotive sector started to open up at SUV only in the early 2000’. With this sale window opened, a brand that was not particularly related to this kind of automobile applied a new strategy that was not immune to critique. Porsche has been a luxury and sportive constructor since the 30’ and the decision to switch on this kind of product could have been a step out of line. From fact brands such as Lamborghini, Maserati, Jaguar or Audi released their own high-performance SUV almost two decades later. The Cayenne released in 2002, reached 275,000 units sold worldwide in seven years (PETRÁNY, 2020). A successful record for the category, allowing the brand to produce more and better in the foreseeable years. Porsche achieved in the United States an outcome that was around 40% of the total sales in 2016 (MBA Skool Team, 2016). This manoeuvre by Porsche has been followed by many other constructors, that as we can see in our city, has decided to put more and more SUV into their lane of production to satisfy the trend request. 
Trends show either the willingness of the market or the request of the public consumers. Because of that companies and marketing professionals figure should spend much attention on the analysis of it and keep it up to date and might not be the only one to affect their business. (Demand Jump Team, 2020) In fact, in such as quick changing time the different trends that may influence a business are multiples and constantly refreshing. The new way of working has boosted already the technological market, a person knows that they can invest more money in their superfast internet connection or on the brand new computer rather than buy a new car or even keep a car because they will be possibly working from home for a long time. The purchasing choice has started to be very complex, a mixture of parameters affects the outcome of the purchase. Years ago, a wealthy person with all probability would have decided to book a Michelin awarded restaurant during their holiday whereas now they may be inclined to indulge in street food such as the lifestyle of less fortunate civilians, drawn by the trend that says that expensive does not always mean better. Trends such as transparency within the term and conditions of contracts and mobile communications will be more relevant. Having at our disposal this immediate exchange of information will improve the way businesses and consumers deal to find an agreement, making it more personalized and faster. (Turpin, 2021)
In an attempt to analyse and take into account all these parameters, companies look at PESTLE analysis to dig out and understand all the external forces that act on the Macro environment. This analysis is used to cover the pros and cons that surround our business and allow us to take the right marketing strategy. For instance, another method can be used to identify strengths, weaknesses, opportunities and threats even in a micro-environment, which is called SWOT analysis. (Oxfordcollegeofmarketing, 2021) The benefits the PESTLE model can bring are wide and the method applies differently depending on the field the company is related with. The model helps the evaluation of the company position in the market and the risks that one of the other strategies can run for the purpose of reaching a result (Perera, 2017). Through this analysis, most of the companies have been able to build up their own strategy, considering political, environmental, social-cultural, technological, legal and ecological factors that constitute the fundamentals of the PESTLE model. The political subject has enormous importance on macro-environment, different rules in different countries can create an obstacle for businesses that want to expand, however thorough studies on specific markets can lead to an agreement between the two parts. Often two or more factors are linked, for example, the environmental and the political tend to go together towards a common goal, but also the legal subject of the analysis needs to be studied concerning the two mentioned before. In 2018 several members of the parliament, such as the co-leader of the green party Caroline Lucas or Mary Creagh (the chair of the environmental audit committee), warned about the amount of plastic that supermarkets had released, this led to a maxi sanction of 5 million that retailers agreed to pay to charities. (Matthew Taylor, 2018)
When the PESTLE analysis is used to seek social and technological trends, the target the firm was pointing to may have already changed or in the process of changing, which can lead to a manoeuvre of moving strategy strength on a new target or discovering new opportunities, the demographic growth in a determined area could show if and how the company scope is efficient. Even a Pharmaceutical company, that uses unintended marketing strategies could find it beneficial to scan the demographical factors in relation to other fields as stakeholders or social-cultural factors (Sunisa Pensap, 2020).
Regardless of the results that PESTLE analysis can bring, the impact in terms of innovation is huge, a business plan that considers this model could lead a company to perceive the direction in which it was created for or completely change its nature in the attempt to enhance its horizons. 
Being able to intercept and put in practice what PESTLE analysis highlights, is what does the difference, after that a new innovated marketing strategy takes over and develops a way to keep up with the competitors and raise awareness. (FRUE, 2016) Talking about awareness,  social marketing has been a crucial factor that intervened recently in every business life. Overall digital marketing has played an important role in promotions and raising awareness with great results because it allows businesses to reach a wider audience.
There are convenient factors that made digital marketing a powerful tool for businesses, first of all, the geographical aspect helps firms to reach audiences worldwide. A relatively low cost of advertising if compared to traditional media. Digital marketing gives the possibility to modify, renew, or vary and make flexible business plans. Thinking the way your potential customers think permits marketing to move on different targets or insist, these decisions are sifted afterwards studying data that the digital platform offers. This mole of information also helps the two parts to feel closer and in some cases build such a client atmosphere (Mailchimp, 2021). Connections with customers nowadays are made from the incredible speed with which we share information. The Internet has offered to companies and consumers a never seen chance to boost the purchasing process. Even better social media changed the rules of the game, adding on the personalization factor. Speeding up the exchange of information, the digital market has the power to personalize the product using feedback directly from the customers and mutate the brand image to put on adverts for different targets at the same time. Social media, such as Facebook, Instagram, Twitter etc. have an enormous number of users, therefore every company has the interest to deal with them and try to convert audience to customers. Statistic Agencies, such as SRD, has claimed that, on an annual basis, every person spends an averagely of 145 minutes a day on social networking. The graphic goes from the 233 minutes per day by the Philippines country to the 123 minutes by the US ( Statista Research Department, 2021). 
Being always more important the figure of the social media, automatically and indirectly any user that has big visibility is a platform for businesses that seek an audience. In fact, as it used to be with brand ambassadors on tv or radio, brands look at very popular social media users to reach always more people, this figure is called Influencer. In particular, it seems that Instagram is the most suitable platform for this kind of campaign. Brands that engage with an influencer in these sponsored advertisements are able to reach even beyond their restricted target of the audience (Lee, 2019). Done so, they apply the Mere Exposure Effect, which shows through this platform a redundant, dense load of publicity, leading the consumers to feel familiar with that product/service. Combining then this amount of adverts with the cognitive perception of the logo or with a catchphrase is what needs to be stable in the audience’s mind (Sharma, 2020).
Social media has changed our culture and the way we behave in society, for example, the research of jobs and its offer with LindekIn (LinkedIn, 2020). It is estimated that 77% of employers use social networks for recruitment. Social media such as LinkedIn uses the information contained in the database to match offers and job opportunities. By doing so, social media connects job seekers with employers without unnecessary printing, going around handing CVs and with a much bigger variety of job opportunities (Evans, 2021).
Through applying the PESTLE model and the aspects that affect marketing is evidently clear the impact it has on the digital and the social side of the businesses. Shreds of evidence shown above, such as Porsche, indicate how reading through the lines of the market permits us to innovate and step up when it is possible, and this can happen only by analysing and applying marketing models. Being able to oversee challenges and accept change, even the nature of the business can reveal a successful way to keep up or relaunch the brand when the market is evolving.
The examples shown above point out how important in to stay up to date and open up to new routes of innovation. Adapting the business strategy periodically and quickly is the key to not becoming obsolete and continuing to offer an attractive product and service. There is no one way to respond to the running shift of the market but a blend of components and options to monitor that allows the marketer to find out the right formula to put in place.
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