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The world of marketing plays a huge role in modern organizations by identifying customers needs and supporting long-term business success in increasingly competitive markets. Marketing represents strategy within business that influences product developments, communication strategies and pricing decisions, also customer relationship management which is huge for keeping organisations sustainable. According to Kotler and Keller (2016) the form of marketing is the process in which organisations create value for customers and to build strong relationships in order for their company to succeed and to profit. This highlights how important marketing is for organizational performance and sustainable competitive advantage.
Marketing also works with other business functions to support performance and growth. An example of this is that marketing must align with the companies operations to ensure that their products are available anytime the customers expect them to be, and also for finance to set intelligent pricing strategies that are both highly competitive and profitable. Furthermore, internal branding can be supported by collaborations between marketing and human resources, and that will ensure employees understand and deliver the promises in which the brand offers. Armstrong et al. (2020) suggests that different organisations that combine marketing with many other forms of functional areas are far more likely to achieve consistent performance and long-term success. This clearly shows the significance and the importance of marketing as a central function within organisations rather than separated activity.
In addition to internal factors, external factors matter just as much and marketing decisions are strongly influenced by the external environment in which organisations operate. Changes in political, economic, social, technological, legal, and environmental conditions can have a significant affect on how businesses plan their strategic marketing strategies. PESTLE is used to analyse macro-enviromental factors and plays a huge part in identifying threats that may impact marketing activities, (Johnson et al., 2020) shows us that by understanding the sifferent influences, organisations can adapt their marketing strategies to remain competitive and be able to handle the complications of the changes in market.
Political factors have significant influence within business marketing decisions through different government policies and regulations, all of which can affect how companies promote and price their products. An example of this in real time is when President Trump got elected into office he announced tariffs which deeply affected the marketing and advertisement and pricing policies of numerous organisations. Changes in advertising regulations, trade policies or taxation can create challenges and would require several businesses to adapt their marketing strategies. Another object from the PESTLE framework that factors a key role is the economic factor. Interest rates and inflation can influence consumer spending behaviour because if inflation begins to worsen or the cost of living crisis begins to dramatically escalate, then the average consumer is going to feel reluctant on spending money which is a want and not a need. Periods of economic pressure shows that organisations may need to adjust their pricing strategies depending on the economic state of the world in that period of time and focus more on value-based marketing in order to maintain the demand of the consumers. Jobber and Ellis-Chadwick (2020) shows us that understanding and having a grasp on political and economic conditions is absolutely essential for successful marketing planning, as these factors heavily shape market opportunities.
Social factors are another that have a significant impact on the difficult marketing decisions of the day, as changes in consumer lifestyles and attitudes influence how products and services are perceived. In the modern day consumers are highly concerned about ethical issues within organisations, the brand values and sustainability, this shows that companies must adapt their marketing strategies to reflect modern consumer trends and social trends and to meet customers expectations. Also, technological factors have changed the way organisations market their products with consumers, advances in digital technology have given businesses the opportunity to use online platforms and digital communication channels to reach wider audiences for example, promoting your brand globally and not being restricted to only a certain amount of people within a certain area. Chaffey and Ellis-Chadwick (2019) explains to us that technology has changed and transformed the whole aspect of marketing because it has allowed different organisations to interact with their consumers in a more direct and personal way, this shows that making technological awareness critical and absolutely essential for the orgaizations marketing strategies to be as effective as possible and to be as successful as can be.
It is crucial that all organisations must comply with laws and regulations that govern advertising, consumer protection and data usage. Legal factors play a significant role in shaping marketing decisions and strategies. An example of this is that regulations such as the data protection laws can restrict how an organization can collect personal customer information such as their bank details and address, and to also promote their products. This tells us that marketers have to be very careful and must ensure all campaigns are legally compliant. The reason that the legal factor within marketing is so important is because failure to comply with rules and regulations may result in reputational damage which can destroy brand awareness and could lose the confidence of investors and shareholders, or it could result in financial penalties, either way it would have significant damage to the organization. Enviromental factors are increasingly influencing marketing strategies, because consumers and government give off great pressure on organizations to operate sustainably and operate a healthy environment. The Chartered Institute of Marketing (2023) highlights that organizations are much more likely to build trust with their customers when they respond effectively to legal and envirmonemtal pressures and are more likely to build trust with consumers and maintain long-term success.
Many businesses and organizations now heavily rely on digital marketing along with traditional methods in order for the consumers to reach complete satisfaction and in order to reach consumers more efficiently and on a larger scale, this could be globally because of the technological modern advances within the digital era. Digital marketing allows organizations to promote their products through online channels, there are several routes but one for example is search engines, which can be measured far more easily than the traditional forms of marketing. Ryan, D. (2016) explains to us that the form of digital marketing provides greater flexibility and control and to respond quicker to the consumers needs. This highlights why digital marketing has become an essential part of modern marketing strategies in the modern world of today. Another part of business marketing that has significant influence is that of Social Media. It has become one of the most influential, if not, the most influential marketing tool of the modern digital age. It allows organisations to interact with consumers daily and to relate more with the consumers and more importantly to build stronger brand relationships. Huge well known social media platforms such as Instagram, TikTok and X enable businesses to communicate brand messages and to receive immediate feedback from their own consumers through the power of social media. Tuten and Solomon (2021) explains to us that social media marketing encourages us as customers/consumers higher levels of customer engagement and builds brand loyalty, but requires organizations to manage their online reputation very carefully and not to damage their reputation by doing something negative online due to the risk of negative feedback spreading rapidly through social media platforms and channels.
In conclusion, plays one of the biggest roles in making sure businesses and organizations succeed and profit, and it plays a vital role within organizations by supporting the achievement of business objectives such as growth, profitability, and long term success. Different forms of marketing strategies are crucial because there are so many ways on how to reach/interact with consumers e.g social media, advertising and celebrity brand deals on the television. This essay has shown that marketing decisions are strongly influenced by external macro-environmental factors, which can be analyzed by using the PESTLE framework, political, economic, social, technological, legal, and environmental factors all shape how organizations adapt their marketing strategies. The digital age has quite obviously transformed marketing practices, particularly through social media which heavily changes brand communication for the better.
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