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Marketing fundamentals

Today's business environment, by rapidly developing technology, consumer expectations, and increased global competition. Marketing has changed from promoting an organisation to organisations creating long-term competition. This essay will explain the marketing function in a business context using key perspectives, firstly by analysing how marketing enables an organisation to achieve its objectives, by analysing how external environmental influences impact marketing and decision making by using the PESTLE model and by showing how digital transformation has transformed marketing. According to the current academic theory, there are multiple examples from multiple industries. This essay demonstrates that marketing functions as a constantly evolving and adaptable process for organisations promoting themselves in today’s market.
Marketing in organisations has an important role as it’s an area of activity for organisations that show customers’ needs and create value for customers, offering goods or services that meet the needs of customers and organisations. Kotler and Keller (2022) explain that marketing’s main aim is to create, communicate and deliver value to customers through effective leadership and profitable relationships between the organisation and customers. A successful marketing strategy will lead to the achievement of overall organisational objectives such as increased revenue and a stronger brand image. An example of how marketing strategy can lead to achievement is through the use of segmentation. Targeting and positioning (STP). STP allows organisations to target their marketing efforts at specific customer groups that are most likely to provide the greatest benefit to the organisation and therefore improve the organisation’s efficiency and competitive advantage. Apple’s premium product positioning and branding is an example of the STP process being applied successfully within an organisation to identify a potential customer group and to position products as being superior and innovative to support long-term premium pricing and sustained customer loyalty.

Marketing contributes to the success of an organisation by developing and retaining successful brands. Marketing generates brand equity, the additional value provided to products through their related brand names (Aaker, 1991). This provides an opportunity for organisations to establish a competitive advantage based upon the difference between their products and those who are competitors. For example, Apple's marketing strategy focuses on innovation, design and emotional connection with customers towards a product, maintaining a stable foundation for the organisation. Therefore, marketing is able to support both short-term sales and long-term strategic objectives for the organisation. In addition to this, marketing operates within a collaborative environment where it must work closely with other business functions to enable organisations to realise their overall potential. Marketing works collaboratively with operational aspects of an organisation to provide assurance that customer expectations identified through marketing research are delivered through reliable product quality and service provision. Furthermore, marketing requires alignment with financial functions to ensure that investments in marketing produce measurable returns. The marketing concept also places emphasis on the idea that the achievement of organisational success depends on creating better customer satisfaction than its competitors; therefore, a cross-functional approach is required (Blythe, 2021). Where marketing informs decisions made throughout an organisation, an organisation is more likely to develop long-term sustainability and deliver better customer satisfaction.

Although marketing is an important internal function in relation to the overall business strategy, marketing decisions are heavily influenced by outside factors through macro environmental factors. The pestle model is a useful tool to help organisations when evaluating their external environment and how it impacts on the organisations marketing strategies. The pestle model shows six categories of factors that affect organisations: political, social, technological, legal and environmental.

Political factors will influence marketing functions as entry into new markets, pricing, and promotion. A good example would be the changes in tariffs resulting from political events such as Brexit UK; the based companies had to adjust pricing/ distribution strategies to remain competitive. Economic factors are equally influential in terms of influencing marketing decisions. Influencing variables include inflation, interest rates and employment levels, and therefore impact on consumer spending power and consumption purchase patterns. Economic downturn tends to lead to consumers becoming more price sensitive, which is why organisations may employ value-based pricing and promotions to maintain sales revenue. As a result of the cost-of-living crisis experienced in many countries, retailers like Tesco are promoting value in their advertising and other marketing communications, also matching their prices with other low-cost retailers to hopefully gain more attractive and make customers want to still shop there. This is so the retailers don’t lose customers due to price as they would rather lose slight profits to keep a strong customer base.

Social factors in marketing are a mix of social changes that include lifestyle changes, demographic trends and changes to culture. These changes in demographics increase diversity and awareness of social issues. This may encourage organisations to be more socially responsible in their use of marketing efforts. Organisations such as Dove have used the themes of body positivity and diversity in their campaigns in order to reflect the way people now think and create an emotional connection with the consumer and brand. In doing this, it shows that marketers need to be aware of demographic and cultural shifts. Technology is one of the main drivers behind the major decision-making areas in marketing today. Digital technologies, data analysis and AI have all changed the way companies interact with consumers and how they analyse their marketing efforts, engage with customers in real time and target specific markets more efficiently than ever before; however, this can create a higher level of competition due to ease in comparing different alternatives. In addition to technological factors, legal factors are influencing marketing practice by requiring companies to operate under strict guidelines set by consumer protection legislation and data protection regulations. As a result of GDPR, many companies have had to increase transparency and be more ethically focused in regards to collecting data and developing digital marketing strategies. Environmental factors are becoming increasingly important in marketing as consumers are becoming more environmentally conscious and concerned with climate change, as well as sustainability. As a result of these concerns, many organisations are incorporating environmental responsibility into their branding and marketing strategies, as seen in Unilever’s focus on using sustainable sources, reducing its environmental footprint (Unilever 2023).

Digital transformation is changing the way companies are undertaking marketing activities. The nature of marketing has changed from a one-way large communication to an interactive customer-centric relationship. Organisations are able to communicate with customers via multiple digital channels such as websites, apps and social media. According to Chaffey and Ellis Chadwick (2019), digital marketing allows companies to communicate with a worldwide audience and tailor the content to an individual, therefore being able to track performance better. Social media has changed the way that organisations communicate with customers and how they react to brands. Customers today can contribute to a brand’s marketing by leaving reviews or writing comments on posts, interacting with an organisation online. Customer interaction has limited the ability of organisations to manage what is said about them and made it necessary for organisations to be responsive. Starbucks uses sites such as Instagram and X to communicate with customers and respond to comments made on the platforms. This gives the brand a personality and strengthens the relationship with the customer and the brand. Another example is the growing trend of influencer marketing. Social media created the opportunity for people to become influencers, promoting a certain brand and therefore showing value to an organisation. However, there are limitations to using influencers for a brand, such as if the organisation doesn’t properly manage the partnership, meaning the organisation’s reputation could suffer. This could be due to customers relating the influencer to a brand and the influencer then developing a scandal, which would also lead to affecting the organisation, as the customers have related them to a certain brand or organisation.
Marketing decisions are influenced by macro environmental factors shown by the PESTLE model, and organisations need to monitor and adjust to changes in the macro environment. Organisations that have successfully adjusted to the new digital and technological environment are more likely to achieve growth in a competitive marketplace. As organisations adjust to the new digital way of marketing, it reaches a larger audience of people at once rather than only a few people at different times, therefore increasing awareness of a brand and increasing profits for the organisation.
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