 Assignment 2 
An evaluation of marketing within business 

[bookmark: _Int_hYjA5cRc] In order to objectively assess marketing’s function in a corporate setting, this essay first defines marketing and looks at how it helps organisations succeed. Then the PESTLE framework is used to examine how the macro environment affects marketing decisions, with an emphasis on technology and legal aspects that are supported by real-life examples. Lastly, the essay explores marketing in the digital era, focusing on the rise of social media as a dominant marketing platform and its impact on consumer behaviour, communication tactics, and brand engagement. The argument demonstrates how marketing must constantly adjust to outside influences and technological advancements to stay effective by incorporating marketing theory and industry examples. Marketing is crucial to modern organisations as the link between companies and their clients in a setting that is becoming more competitive and dynamic. Organisations rely on marketing to accomplish broader strategic objectives, including growths, profitability, brand loyalty, and long-term sustainability, in addition to promoting products and services as marketplaces become more complicated and consumer expectations continue to change. 
Marketing can be defined as ‘‘the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.’’ (American Marketing Association, 2026). this definition indicates that marketing is a more comprehensive strategic job centred on addressing clients’ demands and providing value, rather than just advertising or selling. Further emphasising that marketing is ‘‘the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit’’, marketing plays a crucial role within organisations by offering market knowledge, identifying possibilities, and directing decisions about the development of products, price, distribution, and promotion (Philip K, no date).  
The accomplishment of overall organisational goals is directly impacted by effective marketing. For instance, marketing helps companies to identify target markets and customise offers in accordance with those markets, which raises the possibility of customer satisfaction and loyalty (BSBI, 2025), This promotes profitability and revenue growth, which are essential objectives for many businesses. Strong branding tactics created through marketing also help businesses stand out in crowded markets, establish credibility, and create emotional bonds with customers. By coordinating product innovation with a consistent brand message that prioritises quality, design, and user experience, companies like Apple show how marketing excellence leads to organisational success. Consequently, Apples long-term financial performance has been supported by strong brand loyalty and a continuous competitive advantage (Coursera, 2025).
 To promote overall performance and growth, marketing also closely collaborates with other company departments. For example, coordination with finance helps ensure that marketing budgets generate an appropriate return on investment, while marketing and operations work together to ensure that customer demand produced through promotional activities can be effectively met. By expressing organisational principles and brand identity within, internal marketing strategies in human resources management support employee engagement. This integrated strategy emphasises marketing’s function as a cross-functional activity rather than a stand-alone department which helps in the accomplishment of strategic goals (Kim L, 2023). However, external forces in the macro environment have a big impact on marketing decisions, which do not occur in an isolated environment. The term ‘‘macro environment’’ refers to the large external factors, frequently beyond the organisation’s direct control, that have an impact on an organisation’s capacity to function efficiently and shape its marketing strategy (Investopedia, 2025). these elements can often be analysed using the PESTLE framework, which divides them into influences that are political, economic, technological, legal, and environmental. Organisations can predict changes, manage risks, and spot opportunities in the external environment by having a thorough understanding of these elements (Marketing91, 2025). 
 Since businesses are bound by law and rules regarding advertising, consumer protection, data privacy and competition, legal consideration is especially crucial when making marketing decisions. Financial penalties, damage to an individual's reputation, and a loss in customer trust can arise from breaking regulatory requirements. The implementation of the General Data Protection Regulation (GDPR) in the European Union is a significant example of the impact of legislation on marketing. By requiring specific authorisation and increased transparency, GDPR has completely changed how businesses gather, retain, and use customer data for marketing. To maintain compliance, many businesses were forced to reconsider their digital marketing tactics, especially email marketing and tailored advertising (Business Jargons, no date); claims and advertising content are also impacted by regulations. For instance, misleading or exaggerated statements are governed by advertising standards authorities in many nations, especially in sectors like food, health, and financial services. To avoid legal issues, businesses like Unilever must make sure that any sustainability or health-related claims made in advertisements are backed up data. This illustrates how legal considerations not only limit marketing initiatives but also promote more precision and responsibility in brand messages (GOV.UK, no date).
Technology is another important macro-environmental influence on marketing choices, especially in the context of the rapid pace of the digital revolution. Technological developments have significantly changed how businesses engage with clients, gather information, and provide value (Fiveable, 2025), The development of digital technologies, including mobile platforms, massive data analytics, and artificial intelligence, has made it possible for marketers to tailor marketing communications at scale and obtain deeper insights into customer behaviour. For instance, Amazon uses advanced data analytics and recommendation algorithms to provide customised product suggestions, enhancing customer satisfaction and boosting sales.  This demonstrates how technological innovation can provide organisations with a competitive advantage when effectively incorporated into marketing strategies (Corporate Finance Institute, 2026). However, companies must constantly invest in new systems and skills to be relevant; therefore, technological development often creates obstacles. Current marketing methods may become outdated due to the rapid pace of technology advancement, demanding ongoing modification. Increased reliance on technology also brings up ethical issues like algorithmic bias and data privacy, which need to be handled carefully to maintain customer trust. As a result, technical aspects both assist and complicate marketing decision-making, highlighting the necessity of strategic adaptability (McKinsey and Company, 2025).
In the digital age, where marketing platforms have grown beyond traditional media to include a variety of social media platforms, the influence of technology is more noticeable. The channels and venues through which businesses interact with their target audiences, such as television, print media, websites, search engines, and social media, are referred to as marketing platforms. Social media platforms have become one of the most important marketing tools in recent years, changing the way companies interact with their customers. Social media sites like Facebook, LinkedIn, Instagram, and TikTok enable businesses to interact with people directly, create communities, and promote two-way communication instead of one-way communication (United Nations, 2020). Social media has greatly altered consumer behaviour by enabling people to share their thoughts, feedback, and experiences with an international audience. As a result, organisational control over brands has decreased and transparency has increased. Therefore, to establish credibility and trust, companies need to use more genuine and engaging marketing strategies. Nike, for instance, aligns corporate identity with consumer views by using social media to promote social norms like diversity and inclusion in addition to its products. This tactic increases brand loyalty and emotional connection, showing how social media marketing can help organisations achieve goals that go beyond short-term sales (Rakshit Garg, 2024).  
[bookmark: _Int_CQFZqanu]Additionally, social media makes it possible for marketers to reach particular demographic groups and assess campaign results in real time at a minimal cost. This data driven approach facilitates ongoing strategy improvement and more effective marketing resource allocation. Influencer marketing has also grown in popularity on social media platforms, as companies work with people who have substantial followings and established trust. Businesses like Gymshark have effectively used influencer relationships to increase brand recognition and drive growth. Demonstrating the crucial role of social media in contemporary marketing techniques (Faster Capital, 2025).  
 In conclusion, marketing contributes to the accomplishments of strategic goals, supports competitive advantage, and cultivates solid customer relationships, all of which are important and varied roles that marketing performs inside companies. This essay has shown how successful marketing strategies enhance overall performance and growth by integrating with other company functions and aligning with broader organisational goals by framing marketing as a value-creation activity. The relevance of external knowledge in influencing marketing decisions and guaranteeing organisational resilience is highlighted by an analysis of macro-environmental elements, especially legal and technological effects. Lastly, the examination of marketing in the digital era demonstrates how social media has changed consumer behaviour and brand communication, requiring the adoption of more data-driven approach, ethical, and interactive strategies by businesses. Overall, the essay emphasises how flexibility, strategic alignment, and thorough comprehension of both external influences and technology development are essential for successful marketing in today’s business environment. 
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