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Globally, firms are relying on marketing more than ever due to the growing level of competition, empowered consumers, and rapid technological changes. Today, marketing is not just an activity used to promote a business’s products to its customers. It has developed into a strategic component to determine how to create value for an organisation, making it different from its competitors, and maintaining its relevance within the constantly changing environment of the world. Marketing influences innovations, organisational learning, and long-term performance. The following areas will be discussed in this essay: how marketing contributes to the success of an organisation with its strategic orientation and customer-focused coordination; the impact of macro-environmental factors (as measured by the PESTLE model) on the marketing plans and their execution; and the impact of social media in terms of how consumer behaviour has changed, and how companies must adapt their marketing strategies to be more interactive and technologically advanced.

The first aspect of understanding the role of marketing is how it relates to value creation. According to Kotabe and Helsen (2022), marketing will help organisations connect to the needs of local and global markets with the overall strategic direction of an organisation. This becomes even more critical as organisations conduct business internationally, and more of their customers are connected digitally and can quickly compare products across many different suppliers, expecting tailored experiences. By helping organisations identify customer needs, segment customers, develop appropriate brand positioning, and manage exchanges, marketing creates value for customers as well as for the organisation. Azhari (2025) also estimates that marketing management will continue to play an important role in helping organisations succeed in the digital economy due to its ability to provide the organisation with the ability to respond to changes in the competitive environment while continuing to provide increased visibility and customer relevance.
Additionally, marketing supports organisational performance by developing operational capability. Lo, Ha, and Mohamad (2025) demonstrated the importance of digital intelligence quality from AI to increase market orientation success for SMEs marketing, which thus relies more heavily on the quality of this type of "digital intelligence". In a similar study, Wasim et al. (2024) found that market orientation enhances the performance of SMEs when integrated with creativity and IoT capabilities. Thus, it has become clear that marketing is no longer simply a way to convince people to buy your product; rather, it has begun to function as an innovative capability system consisting of data collection, use of technology to understand consumer behaviour and responding accordingly via thoughtful and strategic decision making. This new understanding of how marketing works provides insight into why the most successful organisations combine marketing with innovation, analytics, customer service and leadership.

An additional example of how these roles work to bolster marketing in an organisation comes from the study by Brennan, McGrath and Canning (2024), which analysed marketing's role in B2B contexts. Their findings support alignment of relational strategy, value creation and organisational processes as important components of B2B marketing. Furthermore, marketing has been shown to facilitate sales enablement, account development and customer retention in this context; therefore, effective internal coordination among these functions is critical to the overall performance of the organisation. Additionally, marketing drives growth not only within the consumer market but also within B2B and service industries; therefore, brands must develop trust and expertise with their customers and clients, in addition to developing long-term relationships to be most successful.

Additionally, PESTLE analysis has further pointed out the necessity for marketers to continue to remain adaptive. Political conditions (i.e., public regulations, state intervention and geopolitical instability) can impact access to markets, supply chains, and established standards of communication. Economic conditions can drive demand, especially due to the influences of inflation, employment, and interest rate fluctuations on a consumer's purchasing power. Consequently, during periods of low growth, brands will often seek to promote their products based on value (e.g., price, practicality, promotions); during periods of high growth, however, brands typically seek to generate excitement about their products based on aspirational, premium or innovative attributes.

Social factors will continue to run rampant in the evolution of consumer behaviour. The rapid growth of identity shaping as an element of consumer culture, value orientation among consumers and digital connectedness will influence how consumers interact with brands. Companies must prioritise being accountable and purposeful in their actions because of the rise of socially conscious consumers. Aboalhool, Alzubi, and Iyiola (2024) demonstrate how a green market orientation can enhance sustainable business performance, especially in relation to circular economics. This means that not only do environmental concerns limit the capabilities of firms, but brand equity can also be created through establishing credibility among brands that can verify their credibility using scientific evidence.

Technological advancements remain the most disruptive factor in business operations. Businesses are now able to collect data, tailor messages, and measure efficacy through AI, CRM systems, automated digital platforms, and a multitude of other technologies. Hussain et al. (2023) state that the adoption of these technologies allows companies the ability to achieve competitive advantages within their digital marketing processes, and as such, marketing functions have become primarily dependent on technological proficiency. Additionally, legal pressures have become integral as data-driven marketing cannot occur without abiding by privacy and consumer protection legislation. Within a digital context, the utilisation of cookies, personalisation, and automated profiling has raised concerns regarding transparency and consent. Corporate brand legitimacy will continue to be influenced by environmental factors. The increase in awareness surrounding climate change has resulted in increased scrutiny on marketing claims, and hence, examples of greenwashing will quickly lead to damaging the firm's reputation. As such, PESTLE analysis is an effective tool for businesses to understand trends in their external environment and subsequently use it as a tool for preparing and responding to external pressures prior to such pressures becoming strategic threats.

The impact of digital transformation on marketing has been transformational. Schwertner (2017) has stated that digital transformation is defined as the changes to processes, abilities, and business models that result from the use of digital technologies. The role of marketing, because of this, is to move from performing static campaigns to enabling ongoing, data-based, interactive dialogue with customers. Digital technology provides opportunities for targeting, measuring and optimising marketing in real-time, but it also requires businesses to develop new skills in producing content, analysing data and managing the customer journey. Wild Ali and Ortega-Gutierrez (2025) contend that digital marketing offers both possibilities and new challenges, as businesses must constantly adapt to different platforms, algorithms and audience behaviours.

The transformation of consumer behaviour and business-customer interaction is being driven largely through the innovation of social media. According to Soegoto and Utomo (2019), social media is now an important component of the overall marketing strategy because of the rapid dissemination of information, engagement of consumers and the effect of social network connections. In addition, Cartwright, Liu and Raddats (2021) report that B2B organisations are increasingly using social media as part of their overall marketing strategy as a means of promoting their brand and creating strong communications and relationships with customers. This suggests that while social media was once a vehicle for lifestyle and entertainment branding, it is now a fully developed marketing medium that spans across all industries.

The emergence of influencers, digital storytelling and creator-driven communications has also changed consumer behaviour. Increasingly, consumers are responding to authenticity, relatability and validation from their communities, rather than traditional corporate marketing messaging. Mandung (2025) argues that using techniques employed in digital storytelling can create greater consumer loyalty to brands by appealing to their consumer psychology. Brands like Coca-Cola and Nike have used storytelling to promote brand awareness for many decades, but with the emergence of digital platforms, this has been made even more immediate and interactive. With this change, there are also problems facing marketers, including attention fragmentation, backlash from their customers, and the potential ethical implications of utilising AI-generated content as part of their marketing strategies.

To summarise, the marketing function is a critical component of any organisational activity and contributes to business growth, customer value and innovation. Therefore, the role of marketing far exceeds that of simply promoting products or services, and its effectiveness is significantly improved when it is integrated with other business capabilities. The findings of a PESTLE analysis show that the decisions made by marketers are impacted by the prevailing political, economic, social, technological, legal and environmental conditions and therefore need to be continuously evaluated and modified. In the digital age, the emergence of social media has transformed the way brands communicate with customers and how customers interact with organisations, making marketing more interactive, data-driven and publicly visible than organisations have previously experienced. Businesses with adaptive marketing capabilities will be better positioned for success in dynamic and complex business environments.
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