In this essay I will be covering what Marketing as a whole is, its overall purpose and role for organisations, and how effective marketing helps companies into achieving their aims and objectives. This essay will also contain a detailed explanation of factors and trends influencing the macro environment and how this affects marketing decisions within businesses. Finally, I will be writing about how organisations may need to adapt their marketing because of the changes and innovation the digital era has brought. 
Marketing is the process through which a company promotes the acquisition or sale of a product or service. Marketing encompasses everything from advertising to selling to delivering goods to clients or other businesses. Affiliates do some marketing on behalf of a firm. Advertising is used by professionals in a corporation's marketing and promotion divisions to gain the attention of key potential audiences. Celebrity endorsements, distinctive phrases or slogans, notable packaging or graphic designs, and overall media exposure are examples of promotions geared towards certain audiences. (Twin, 2021) 
A successful marketing strategy may serve as a critical road map for any company, whether it is a small start-up or a multinational conglomerate. By designing and implementing a comprehensive and well-thought-out marketing plan, organisations may publicise their business, attract the right kinds of clients, and use their resources effectively, all while protecting the firm's reputation. As a consequence, effective marketing strategies take into account a range of aspects that organisations must constantly assess. Three of the most important issues that organisations must consider when advertising their services to the right audience are shareholder value, reputational risk, and the impact of digital technology.  (Boardroom Intelligence, 2014)  Today, more than ever before, marketing in its original, richest, purest, and finest form is critical. Innovative items, services, technologies, solutions, business strategies, and so on abound in today's society. These unique things must be brought to market and promoted in order to generate revenue and profit. On its own, innovation cannot sustain a company; it must be linked with marketing. (Yohn, 2019) 
It is critical to have a straightforward marketing stategy. It allows you to organise your actions ahead of time, figure out what works, and then repeat them when and where they are most successful. Traditionally, these factors were referred to as the 4P’s, Product, Price, Place, and Promotion. As marketing evolved into a more sophisticated discipline, a fifth 'P' People was introduced. Process and Physical evidence were recently included as new 'P's. Originally designed for the service business, they are now used in a variety of different industries. (The Chartered Institute of Marketing, 2015) 
The 7p’s are very vital part of marketing. They are considered as a must be done when it comes to marketing your products by most of the businesses in the world. The 7p’s are as follows:
The sole revenue-generating component of the mix is the price – all other marketing initiatives are expenses. As a result, it is critical to get the pricing correct in order to not only cover expenditures but also produce profit! Before we set rates, we must first gather information on what clients are ready to pay and obtain an idea of the market demand for that product/service. Because pricing is a powerful indicator of market positioning versus rivals (low prices=value brand), prices must be established with competitors in mind as well. (Goi, 2009) (Mohammad, 2015) (Madhvi Jha, 2019)
The 'location' where clients make a purchase is referred to as the 'place'. This can be done at a physical store, via an app, or via a website. Some firms have the physical space or online presence to provide their product/service directly to customers, while others must work with intermediaries or "middlemen" who can help with distribution by providing locations, storage, and/or sales experience. This part of the marketing mix entails deciding which intermediaries (if any) will be involved in the distribution chain, as well as the logistics of getting the product/service to the end client, which includes storage and transportation. (Goi, 2009)
In the marketing mix, promotion refers to conveying messages to customers at each stage of the buying process in order to raise awareness, interest, desire, or action. We have a number of communication options available, each with its own set of benefits. Personal selling with a sales team is excellent for creating client ties and completing transactions, whereas advertising is useful for raising awareness and reaching new audiences. What is the problem? Based on what we know about our target consumers, pick the best tool for the job and the most successful media to reach them. If your customer is a regular on Instagram, you should communicate with them there! This isn't only for customers. To boost the company's reputation, communicate with other stakeholders such as shareholders and the general public. The same principles apply: choose the right tools and media for the job. (Madhvi Jha, 2019)
People are at the forefront of a company's interactions with consumers, accepting and processing their inquiries, purchases, and complaints in person, via online chat, on social media, or through the contact centre. They interact with customers throughout their journey and act as the company's "face" to the public. Their knowledge of the company's products and services, as well as how to use them, their ability to gather critical information, and their general approach and attitude, all need to be enhanced. People may be unpredictably unpredictable, but with the right training, empowerment, and support from a company, they can also offer a potential to differentiate a service in a crowded market and build significant customer relationships. (Madhvi Jha, 2019)
Physical proof provides physical indications of an organization's experience quality. It's especially useful when a customer has never bought from the firm before and wants to feel secure, or when a service is expected to be paid for before it's delivered. Physical evidence for a restaurant might include the environment, staff uniforms, menus, and online reviews to indicate the sort of experience to expect. The website itself offers important physical proof for an agency, such as testimonials and case studies, as well as contracts that are supplied to firms to reflect the services they may expect to receive. (Mohammad, 2015)
As experts realised that businesses needed to become more customer-centric in the 1990s, an alternative '4 Cs' marketing strategy was offered. They were Customer, Cost, Convenience, and Communication, and they were essentially identical to the original 4PS. The 7Ps approach, on the other hand, has withstood the test of time and more than sufficiently embraces today's customer-first marketing scenario. (The Chartered Institute of Marketing, 2015) 
Moving on, I will now be discussing the six elements to the macro environment, which is also knows as the PESTLE analysis; and evaluating the impact of certain areas on marketing decisions within organisations. 
A PESTLE study looks at the external factors that have an influence on a company (political, economic, sociological, technological, legal, and environmental). It may be used in a number of situations to assist professionals and senior executives in making strategic decisions. (CIPD, 2021)
The political is the first PESTLE on the list. Political factors dictate how much a government may influence the economy or a single firm. For example, a government may impose a new tax or fee, causing firms' whole revenue-generating processes to alter. Tax policies, fiscal policies, trade tariffs, and other policies that a government may apply during the fiscal year and which may have a considerable influence on the economic climate are examples of political concerns. Economic factors are features of an economy's prosperity that have a direct and long-term influence on a corporation. A rise in the rate of inflation in any country, for example, would change how businesses price their goods and services. Furthermore, it would affect a consumer's purchasing power and modify the economy's demand/supply patterns. Economic factors include inflation, interest rates, foreign exchange rates, economic growth patterns, and other economic variables. It also considers FDI (foreign direct investment), which varies based on the industry.  Social aspects look at the market's social environment and evaluate factors including cultural trends, demographics, and population statistics. Buying habits in countries like the United Kingdom, where there is a lot of demand over the holidays, are an example of this. Technological breakthroughs that may have a beneficial or negative influence on industry and market operations are referred to as technological factors. This has to do with automation, research and development, and the amount of technical knowledge in a market. There are external and internal legal considerationsCertain regulations have an influence on the business climate in a given nation, while enterprises keep their own policies. Legal analysis takes into account both of these viewpoints before developing strategies in light of the laws. Consumer regulations include things like safety standards, labour rules, and so forth. Finally, environmental factors include any characteristics that have an affect on or are influenced by the environment. For several companies, such as tourism, farming, and agriculture, this component of the PESTLE is crucial. Climate, weather, geographical location, global climate changes, environmental offsets, and other factors are all included in a corporate environmental analysis.  (PESTLE Analysis, 2018)
Furthermore, I firmly believe that both Technological factors have the most effect when it comes to business’s marketing decisions.
Technology has changed marketing by allowing customers to personalise and immerse themselves in campaigns, as well as providing marketers with more linked and targeted ecosystems. And it's not only the way brands and individuals connect that has changed. New marketing technology has made its way into the architecture and procedures that underpin enterprises, adding value to procurement and enhancing profits. In 2013, 47% of marketers in the United States emphasised creativity as a driving element in their marketing strategy. That percentage was 29% last year. According to 56 percent of marketers, creativity and technology will play equal roles in shaping where and how marketers engage with their clients in 2022. Thirty percent of people will choose technology above creativity. (Hannah Pinchbeck, 2019)  Therefore, most companies that opted to embrace the change in technology within businesses has now switched to online marketing, because of the pandemic. While online marketing has been prevalent for years, it isn’t as big as it was during the pandemic as most if not all people in the world are forced inside their homes for months only having the comfort of technological platforms such as social media to cure their boredoms. (Ercolano, 2020)
Digital marketing, on the other hand, is the use of the Internet, mobile devices, social media, search engines, and other platforms to reach clients. In compared to traditional marketing, some marketing experts think that digital marketing is a whole new endeavour that requires a different approach to clients and new ways of understanding how customers act. Digital marketing is interactive and focuses on a certain segment of the customer base. Digital marketing is gaining traction, and it encompasses anything from search result advertising to email ads to sponsored tweets — anything that mixes marketing with customer feedback or a two-way relationship between the company and the customer. (Barone, 2021) 
The goal of digital marketing is simple: it helps your firm spend its marketing budget more effectively, produce more high-quality leads, and increase its return on investment. The purpose of digital marketing is to help you produce new traffic, leads, and sales for your business by reaching out to people who are looking for what you have to offer. Web marketing is the practise of promoting your company online to potential leads and high-value consumers. Any company's growth depends on its ability to sell itself online. There are dozens of methods to contact people who are interested in your organisation, given that there are over 4.3 billion users on the internet, with two billion of them being online customers. (Storm, 2020) 
Examples of Digital Marketing are as follows:
Advertisers may target Internet users on a number of digital platforms by presenting sponsored adverts through pay-per-click advertising. Marketers may run PPC campaigns on Google, Bing, LinkedIn, Twitter, Pinterest, and Meta (formerly Facebook) to show ads to people searching for terms related to their products or services. Users can be segmented based on demographic data (such as age or gender) or targeted based on specific interests or geography in PPC adverts. The most popular PPC platforms are Google Ads and Meta Ads. (Barone, 2021)
The basic goal of a social media marketing strategy is to increase brand awareness and social trust. As your social media marketing skills improve, you'll be able to leverage it to produce leads and possibly direct sales.(Carter, 2021)
The goal of content marketing is to use content to reach out to potential customers. Content is often published on a website and then disseminated through social media, email marketing, SEO, and even PPC advertising. Content marketing options include blogs, ebooks, online courses, infographics, podcasts, and webinars. (Carter, 2021)
Social media has evolved into the most prominent and influential virtual arena, where the platform is utilised not only for social networking but also as a strong tool for digitally advertising your brand and products. The strength of social media advertising is astounding since it allows you to reach a big number of people within seconds of submitting an ad, lowering your expenses and ensuring that your adverts reach your target demographic. With the internet being used by 59 percent of the world's population, marketers should not neglect the opportunity to promote on these digital forums, where they may reach the greatest number of prospective clients when compared to print or broadcast media marketing. (Henderson, 2020)
The most important factors which makes Social media Marketing as a viable marketing strategy is the cost effective attribute of it. When done correctly, social media marketing can be quite cost-effective. Almost single social networking platform allows you to create a new profile and sign up for free, so getting started isn't a big investment or risk. However, the biggest risk to this method is how visible  to the public it is. If a piece of unfavourable information makes its way onto a social media site, the general audience will have the opportunity to voice their displeasure. This will harm your brand's reputation and dissuade potential consumers from forming relationships and conducting business with you. Concluding this, social media marketing is a solid marketing strategy, however, it is also risky because of how much public eyes can see your organisations post. 
In conclusion, the biggest role of marketing in organisations is for companies to publicise their business, attract the right clients, and make the most use of their resources by developing and implementing a well-thought-out marketing strategy, all while retaining the firm's reputation.
All businesses want to create a smooth, efficient, and customer-friendly experience – yet this is impossible to do without the necessary processes in place behind the scenes. Understanding the stages of the customer journey, from initiating an online enquiry to seeking information and making a purchase, enables organisations to determine what processes are necessary to ensure the consumer has a positive experience. Additionally, PESTLE enables you to plan your activities ahead of time, determine what works, and then repeat them when and where they are most effective. A PESTLE study also looks into the external factors that have an influence on a company politically, economically, sociologically, technologically, legally, and environmentally. Finally, Communication between a firm and its customers is a critical component of a successful commercial transaction. Communication is nearly instantaneous nowadays, thanks to social media and app messaging, as well as emailing. All of this is now achievable, thanks to new generation phones, while also putting an end to the sluggish and less secure postal shipping. Businesses who are unable to use the appropriate technology in their operations will be unable to keep up with the speed of others who are utilising various technologies to simplify their processes. The ultimate purpose of marketing is to spread awareness of the brands name to the public. It is to ensure that the public knows who you are and what you do.
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