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Today, marketers work in a world of advancing technology, ethical challenges, and international interdependence. Therefore, marketing cannot be defined simply as promotion. Marketing is about how organisations learn about their markets, how they modify their offerings, how they develop trust and relationships with their customers, and how they create long-term performance. Recent studies of innovative business-to-business marketing reveal that marketing increasingly combines strategy, technology and service design rather than acting as a separate communication function (Hall, 2022). Thus, this essay argues that marketing contributes to the success of organisations through building a strong market orientation and high-quality service, responding to macro-environmental pressures from a PESTLE perspective, and adapting to the digital age with a focus on ethics, sustainability and social engagement.

Within an organisation, marketing contributes to performance by linking market knowledge from customers to the operations that deliver those products/services. This is especially critical for B2B and service-based businesses, as a customer's value is ultimately delivered through a process of problem solving, reliability and the quality of the relationship over time. Research on European firms supports the link between market orientation, ICT support, service quality, and performance (Jagodič & Milfelner, 2022). Therefore, marketing should not merely focus on external communication. It must also have an impact on internal processes, service standards, and the information systems which facilitate customers' experience. Digital technologies can contribute to this effect; for instance, chatbots can enhance responsiveness and access to information but can also negatively impact employees if they are poorly implemented (Lin, Shao & Wang, 2022). As such, there is a need for marketers to be highly skilled in both technical abilities and organisational awareness. From a PESTLE viewpoint, marketers need to adapt their marketing strategy. There is now an increase in political/legal pressure surrounding digital regulations, consumer rights, and ethical expectations. Ethical marketing theorists argue that contextual factors (such as incentives and organisational culture) shape decision-making, in addition to legally defined boundaries (Ferrell & Gresham, 1985; Ferrell et al., 2013). It has been recently suggested that there needs to be more expansive theories around marketing ethics and that marketing communication needs greater integrity, particularly for smaller firms looking to build trust and legitimacy (Uslay, 2025; Chong & Patwa, 2023). Economic pressure also affects strategy; for example, in digital and international markets, firms need flexible business models able to protect their value in times of rapid change (Shostak et al., 2024; Ptashchenko et al., 2025). Social pressures encompass cultural factors such as identity and local expectations. There is a body of research on how international firms adapt their marketing strategies that shows that strong performers tend to balance between adaptation (and adopting new marketing strategies) versus standardisation (and maintaining their existing marketing strategies) rather than solely choosing one of these approaches (Virvilaite, Seinauskiene & Sestokiene, 2011; Judijanto, Putra & Muhtadi, 2024). Technological pressure is a major driver of change; however, as the world moves towards greater sustainability, environmental pressure is becoming equally important. There is also increasing expectation for marketing to promote climate awareness, sustainable value, and responsible digital practices (Shankar & Gupta, 2024; Aagaard & Vanhaverbeke, 2024).

The combination of these macro pressures is changing how businesses are designing their digital strategies. To facilitate sustainable cross-border e-commerce, companies need to not only have efficient digital platforms but also adapt culturally, have a green strategy and create inclusive business models (Ebabu et al., 2026). The findings of Industry 4.0 indicate that when business models, technology and sustainability are aligned, digital marketplaces will be successful (Anshari, Bansal and Goyette, 2026). For marketers, this alignment requires them to create a competitive advantage based on multiple factors. In particular, the combination of data, service, ethics and local relevance into a coherent whole will determine whether the marketing function will be able to retain customer loyalty or not. The emerging trend of digital entrepreneurship supports this conclusion as it has made accessing the marketplace easier than in the past, and at the same time, it has made establishing trust much more difficult (Ptashchenko, Lim and Bansal, 2025). Thus, marketing will play an important strategic role in reducing uncertainty for both customers and businesses.

The digital revolution has also opened an entirely new range of tools available to marketers, as technologies such as artificial intelligence, immersive environments and predictive systems are generating new methods of gathering customer insights and designing customer experiences. The evolution of the metaverse will lead to an increase in experiential interactions with brands and create a merging of digital and physical experiences, i.e., creating a brand experience in person versus a virtual brand experience (Wasiq, Lim, Bansal and Goyette, 2023). In addition, metaverse marketing research has identified both the opportunities and challenges of this platform, particularly with respect to consumers' understanding, engagement and value creation. Like metaverse marketing, other technology-based interactions are impacting the way industrial/B2B companies interact with customers and deliver new value propositions (Bamberger, Reinartz and Ulaga, 2025). Nevertheless, technology should not be viewed as a solution in isolation. The Managers continue to require providing explanation, assistance with managing risk, and responsible implementation of digital systems to develop beneficial and long-lasting relationships with their stakeholders (Shankar and Gupta, 2024).

Social media is an extremely important part of this overall transformation in the digital world, and as such continues to fundamentally change how companies build brand visibility and how stakeholders evaluate the credibility of brands. Stakeholders view communication on digital platforms to be quicker, more visible, and more collaborative than on traditional media platforms. As a result, weak promises to stakeholders can be challenged immediately, while meaningful stories can spread quickly and achieve very broad levels of visibility. Therefore, because of the development of the platform economy, ethical marketing has become even more critical, and not less so. Current literature demonstrates that ethical marketing includes privacy, fairness, transparency, inclusion, and sustainability, and that all these attributes influence public trust (Dastane et al., 2026). When marketing is perceived to be manipulative, trust is diminished. When marketing is viewed as being transparent and relevant, engagement continues to be greater. In other words, the digital transformation of marketing is as much about governance and value as it is about the selection of media for communication.

An illustrative example of where all the elements described above are exhibited is McDonald's Corporation. Research on McDonald's indicates that customers today derive value from their experience with the company based not only on the quality of the product and the level of pricing, but by additional sources, including spatial experience, emotional connection, and the cultural meaning of the brand relative to the market (Liu, 2026). Additionally, research completed in relation to McDonald's in Indonesia supports the hypothesis that green branding can create a competitive advantage if the environmental messaging is aligned with the overall market strategy of the company (Fatimah et al., 2026). From these two case studies, it follows that effective marketing now requires multiple layers of work to be successful in the digital economy. The multiple layers of work to realise effective marketing include localised adaptation of products and services, emotional connection with customers, visible service quality, and credible claims of sustainability. This type of layered work is also supported by research on cultural adaptation in relation to digital marketing, whereby the ability of an organisation to enhance its competitiveness is maximised when the company's marketing strategy is aligned with the local norms and expectations of the marketplace (Rizkita et al., 2025).

In summary, there is no question that marketing is central to the success of the organisation, as it is the vehicle through which the organisation understands the marketplace, develops service quality, manages communication with customers, and implements long-term strategies. The PESTLE analysis framework provides a comprehensive overview and analysis of the external factors, political, economic, social, technological, legal, and environmental, that contribute to how organisations make marketing decisions, especially as those decisions relate to global and digital markets. The digital transformation has expanded the opportunities for organisations to leverage the power of social media, artificial intelligence, and immersive technology to achieve their marketing goals; however, the transformation has also increased the need for organisations to conduct their business in accordance with ethical principles, to develop strategies which utilise culturally appropriate adaptations, and to implement sustainable solutions. Consequently, organisations that adopt a perspective of marketing as a responsible strategic capability, versus treating marketing as a short-term promotional tool, are more likely to build trust with their stakeholders and achieve long-term success.
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