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[bookmark: _Int_TDj3X7C8][bookmark: _Int_giUGA2Hq]Marketing plays a crucial role in organisations by enabling them to identify customer needs and create value. In the modern UK business environment organisations face competition, continuous technological changes and increasing external pressures. As a result, marketing has evolved throughout the years. Businesses must not only implement effective marketing strategies but also adapt the strategies in response to macro environmental influences and digital changes. This essay will critically evaluate what the roles of marketing is within a business context, explaining its contribution to organisational success, the impact of macro environmental factors using the PESTLE framework and the transformation of marketing practice in the digital age, with emphasis on social media. Marketing fosters long term value creation through relationship building. 
[bookmark: _Int_5DI3pUIG][bookmark: _Int_vC2IUkXj][bookmark: _Int_yn3BpLOA][bookmark: _Int_n2DNDDpD][bookmark: _Int_CvtEjNv2][bookmark: _Int_uoDDSXfs][bookmark: _Int_bTeuANuc][bookmark: _Int_TtybI2Qz][bookmark: _Int_lgnJ5OWP][bookmark: _Int_SIzooneT][bookmark: _Int_CLGBKniX][bookmark: _Int_z4zGtyno][bookmark: _Int_ClkyuRU0][bookmark: _Int_CXkkTJb3][bookmark: _Int_5o13kezN][bookmark: _Int_82uu3Cpb][bookmark: _Int_ZcqjiGnI][bookmark: _Int_q3xLywvG][bookmark: _Int_ucE25Jkj][bookmark: _Int_vtuH7CDH][bookmark: _Int_wg8GGL3u][bookmark: _Int_aoVmlMBY]Digital platforms now encourage relationship marketing by enabling communication. Marketing contributes to organisational success by producing products and services that customers need all while supporting broader organisational goals such as growth, market shares and profitability. Through market research, marketing enables companies to understand consumer behaviour, to find opportunities and reduce mistakes when making strategic decisions. When the customer focused approach works and supports long term success it improves satisfaction and loyalty with the customers. One of the key points is that marketing supports organisational change is through effective research and targeting audiences. By dividing the market into distinct segments and selecting target audiences, organisations can tailor their marketing mix to meet customer needs (Jobber and Ellis, 2020). The marketing mix, forming products, the price, place and promotion provides a framework for coordinating marketing activities in a way that supports organisational goals (Blythe, 2019). For example, Tesco uses customer data from its Clubcard loyalty scheme to tailor promotions and product ranges to different consumer segments, showing how marketing insights support both customer value and organisational efficiency (Mintel, 2024). Marketing also aligns closely with other business functions, such as operations, human resources and finance. A market run organisation often requires collaboration across the different departments to deliver consistent value to customers. Kotler et al (2021) argues that marketing should act as a coordinating function, ensuring that organisational activities are in line with customer expectations. This allows organisations to respond with more effective ways to changes in demand and competitive companies. Marketing plays a key role in brand management, which often contributes to competitive advantage. Strong brands enhance customer trust and reduce price sensitivity, often supporting long term profitability (Keller, 2013). In the UK, Marks & Spencer have used marketing to reposition its brand around quality, sustainability and British value. By doing this they were able to adapt to changing consumer preferences and strengthening brand loyalty. Despite its importance, marketing decisions do not happen in isolation and are significantly influenced by macro environmental factors. The PESTLE framework provides a structured approach to analysing these influences. Political factors such as trade regulations, government policies and advertising standards will shape the marketing practice in the UK. An example of this is the Competition and Markets Authority regulates pricing and promotional claims to protects consumers, requiring marketers to ensure transparency and fairness in communication (CMA, 2023). Changes to trade regulations following Brexit have affected supply chains and pricing strategies, requiring marketing communications to help reassure consumers. Economic factors also play a crucial role in the shaping of marketing strategies. During periods of economic difficulty, UK consumers tend to become more price conscious which in turn encourages organisations to adapt to the changes. Discount retailers such as Aldi and Lidl have successfully grown their market share by emphasising affordability and quality in their marketing communications, reflecting a strategic response to economic conditions (Statista, 2025). This shows how marketing strategies must adapt to economic pressures to remain effective. Social factors which often include cultural values, lifestyle change will influence marketing decisions, UK consumers are concerned with health, diversity and ethical consumption. As a result, organisations are including social responsibility and inclusivity into their marketing strategies. Unilever UK has embedded sustainability and ethical sourcing into its brand messaging to reflect changing consumer values (Unilever UK, 2023). Understanding the social trends allows companies to remain relevant while building stronger relationships with consumers. Technological factors represent one of the significant influences on modern marketing, improvements in digital technology, phone devices and data analytics have transformed how organisations communicate with customers. Digital platforms allow marketers to collect data, personalise messages and measure campaign effectiveness more accurately (Chaffey and Ellis, 2022). Technological change also requires organisations to invest in the latest technologies and to continuously update their marketing strategies. Legal factors such as data protection, has affected marketing practises by restricting how customer date can be collected and used (Gov.uk, 2024). Environmental factors are important as climate change and sustainability concerns influence consumer worries. Research shows that UK consumers are more likely to support brands that demonstrate environmental responsibility, making sustainability a consideration in marketing strategy (ONS, 2024). According to Brassington and Pettitt (2018), a market orientated organisation ensures that customer needs are central to every decision, aligning strategy across all departments. Similarly, Hooley, Piercy and Nicoulaud (2017) argue that integrating marketing strategy with operational and financial decisions enhances organisational responsiveness and competitive advantage in dynamic markets. Lancaster and Reynolds (2020) highlight that the strategic marketing is not just about promotion, it can involve analysing market trends, competitor behaviour and consumer insights to guide organisational planning. Palmer (2012) emphasises that successful marketing strategies require continuous evaluation and adaptation to meet both business objectives and changing customer expectations. In recent years, the digital age has reshaped marketing practices, requiring organisations to adapt their ways of communication and engagement with customers. Digital marketing channels such as search engines, websites, email and social media platforms enable organisations to reach audiences more efficiently using analytics. According to Chaffey and Ellis (2022), data driven marketing has become central to strategic decision making and allowing organisations to optimise campaigns and improve return on investment. Social media has become one of the most influential marketing platforms, helping to see consumer behaviour and brand communication. Platforms such as TikTok, Instagram and Facebook allow a two way interaction method that allows consumers to engage directly with brands and share content with other users. Ofcom (2024) reports that social media usage in the UK continues to rise, particularly with younger consumers, making it an essential channel for organisations. Social media marketing encourages engagement, using generated content and relationship building to enhance brand credibility and trust with consumers. Although social media can be used in a positive way to help marketing, it can also present challenges for organisations, such as negative feedback which can be spread rapidly across social media resulting in damaging a brands reputation. This requires marketers to adapt to using responsive, transparent and ethical communication strategies. Influencer marketing has also become more popular and important to organisations because it allows brands to reach audiences through trusted influencers. While effective, influencer marketing must comply with advertising registrations and disclosure requirements to maintain consumer trust (CMA, 2023). These developments highlight the need for organisations to balance responsibility in digital marketing. Deloitte UK (2024) reports that UK consumers increasingly value ethical practices and corporate responsibility, meaning organisations must integrate social and environmental concerns into marketing strategies to remain competitive. Which is why PwC UK (2023) also highlights that ethical and sustainable business practices directly influence brand perception and customer loyalty in the UK market. However, UK organisations are recognising that marketing is not just way of driving sales but a strategic tool for a long term strategy. By integrating ethical, environmental and socially responsible practices into marketing, companies can respond to evolving consumer expectations while differentiating themselves from competitors. This approach helps to reinforce the importance of a data driven decision making process, as organisations analyse customer insights to follow trends and adapt to them frequently. 
[bookmark: _Int_X1fkZPEl][bookmark: _Int_Nj9PZhml][bookmark: _Int_TSh1SxcS]To conclude my evaluation, I have recognised that marketing plays a vital role in organisational success which includes aligning customer needs with strategic growth and supporting it long term. Within UK organisations, marketing works as a strategic form that integrates with other businesses functions. The PESTLE framework demonstrates how political, social, economic, technological, legal and environmental factors shape the marketing decisions organisations make to remain adaptable within the changing environment. Digital transformation and the rise of social media has changed how marketing practices, influencing and engagement work, however it also presents challenges relating to ethical practice, data protection and reputational risk. Organisations that use marketing as a strategic tool and adapt to technological change are more than likely to achieve success in the business environment.
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