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Marketing plays a key role in organisations competing effectively and achieving long-term success within the business environment (Hunt and Arnett, 2006). Marketing has evolved beyond functioning as a promotional tool into a strategy that focuses on creating customer value, building relationships and aligning with organisational objectives to maintain profitability and success (Ahmed, 2025). However, marketing is also highly influenced by macro-environmental factors, such as changes in technology. In the modern era, technological advancements have transformed how organisations communicate and engage with consumers. 	
This essay will critically evaluate the role of marketing within business. Focusing its contribution to organisational success on supporting growth, profitability and retaining customer value. Alongside, the impact of macro-environmental factors, with research on the PESTLE analysis and its influence of digital transformation, particularly on AI advancements and use of digital marketing through social media, which largely impacts businesses marketing strategies.
The marketing process is to identify, anticipate and satisfy customer needs profitably (CIM, 2023). Alongside a set of strategies and managed activities that organisations utilise to engage customers and build consumer relationships (Kotler, Armstrong and Balasubramanian, 2024).
Marketing plays a crucial role in enabling businesses to achieve objectives such as revenue growth, increased market share and customer retention, by identifying customer needs and delivering value (Kotler et al., 2024). Effective marketing strategies such as market segmentation, targeting and positioning, helps businesses allocate resources to profitable segments, improving its competitiveness within the market (Kotler et al., 2016).  Through branding and promotional efforts, businesses differentiate their products or services, enhancing visibility in a competitive market (Jobber and Ellis-Chadwick, 2023). Additionally understanding buyer behaviour, enables businesses to identify factors that influence how the consumer makes purchasing decisions on products or services (Priyabrata and Datta, 2025).
Furthermore, the effectiveness of marketing within businesses to achieve organisation objectives and maintain competitive advantage is further supported through application of the marketing mix and market research (Bednall and Valos, 2005; Singh, 2012). Market research allows businesses to gather and analyse data on consumer preferences, needs and behaviours. Insights gained from market research directly enables data driven decision making that reduces risks and improves profitability (Houn, 2024). Therefore, improves development of the marketing mix, ensuring that the products or services are aligned with customer expectations and market trends (Houn, 2024). As a result, the use of such strategies consists of achieving organisational objectives and goals such as growth, profitability and maintaining competitive advantage.
Marketing must be effectively integrated with other business functions to support organisational performance (Rajaguru and Matanda, 2009). Furthermore, successful collaboration between departments such as finance, research and development, and human resources allow marketing strategies to be delivered effectively and align with customer satisfaction. Close collaboration with finance is essential to maintain pricing strategies and promotional budgets, as product availability and quality influence customer satisfaction (Bhambani, 2023). Alongside research and development which directly translates any data into product or service innovation to reflect on consumer preferences (Leenders and Wierenga, 2002). In addition, alignment with human resources support internal branding, supporting employees on the understanding of brand value to communicate externally.
In addition to market strategies within an organisation, marketing decisions are significantly influenced by the macro-environment in which a business operates (Gini and Agala, 2023). The macro-environment consists of external factors that organisations cannot control but monitor and respond to in order to remain competitive within the market (CIPD, 2025). A framework for analysing the external factors is widely known as PESTLE, which examines the political, economic, social, technological, legal and environmental factors that influence market strategies and consumer behaviours (CIPD, 2025), and understanding these macro-environmental factors is essential for effective marketing planning, as changes within the external environment can affect customer demands, opportunities within the market and regulatory requirements. By applying the PESTLE framework, businesses are better equipped to anticipate external changes, reduce risks and identify any opportunities (Wood, 2017), reinforcing the importance of marketing strategies within businesses.
Among the macro-environmental factors identified in the PESTLE framework, technological influences have become significant in shaping marketing strategies. Technology is consistently evolving, specifically in artificial intelligence (AI) and digital platforms (Yablonsky, 2020) and due to consistent technological advancements, this has transformed how businesses reach, understand and engage with their consumers.  Adaptation to technology has enable organisations to collect and analyse volumes of data, allowing businesses to achiever deeper insights into consumer behaviours and purchasing decisions (Zhou and Hou, 2024). Furthermore, technological developments have allowed businesses to automate many marketing processes, such as customer support systems (Kislov, 2025). 
For example, technological factors within the PESTLE framework can be illustrated through Apple’s use of artificial intelligence (AI) within its marketing strategy. Apple integrated AI particularly with Siri to adapt their marketing strategy to embrace a user-friendly virtual assistant. Siri assists users with daily tasks and personalises responses, which enhances the customer experience, satisfaction, engagement and brand loyalty (Bhuiyan, 2024). By positioning Siri as a secure and helpful AI assistant, Apple was able to gather valuable insights into user behaviour while aligning with the company’s policies on data privacy to sustain competitive advantage by differentiating their brand. 
Unlike Apple, Kodak did not reposition its brand to reflect the shift towards digital photography, ultimately contributing to its decline in the market and contributing to bankruptcy in 2012 (Karlsson, 2025). Kodak failed to adapt its marketing strategy and consideration to rapid growth in digital photography and underestimated the impact of macro-environmental change on consumer behaviours and market demand.
Ongoing technological developments have contributed to digital marketing being increasingly popular within the marketing sector, enabling organisations to engage with a wider demographic through various digital platforms (Chaffey and Ellis-Chadwick, 2022; Largo, 2024; Kingsnorth, 2025). Individuals actively engage with influencer content on digital platforms such as Instagram, Youtube, TikTok and Facebook (Hassan and Ahmed, 2022), highlighting that individuals voluntary use of social media platforms, has increased engagement and growth opportunities for brands to create value and relationships with consumers (Gomes, Moreira and Ometto, 2022). Social media platforms have transformed modern marketing from one-way communication to an interactive and consumer driven approach (Gambetti and Schultz, 2014). Thus, enabling businesses to engage directly with consumers, encourage feedback and build relationships rather than solely delivering messages. As a result, social media platforms have allowed communication on a personal level, where brands adapt their response to consumer interactions and trends, effectively adapting their marketing strategies to rapidly respond to the macro-environment and continued growth in technology.
Influencer marketing has also been introduced as a marketing strategy, allowing brands to collaborate with individuals that have a following on social media to promote their products or services authentically (Joshi et al., 2023). Strategies such as influencer marketing reflects changes in consumer buying behaviour to prefer transparency and authenticity in brand communication (Rachmad, 2024). 
For example, AU Vodka, a Swansea based business, adopted influencer marketing as a strategy to promote upcoming products and brand image. They leveraged collaborations with influencers to reach a wider audience and connect with their targeted audience (Fabric, 2026).
Despite research displaying effective use of social media platforms as a marketing tool, significant risks and limitations are present in relation to brand reputation. Unlike traditional marketing campaigns, organisations have limited control on user generated content, which can shape brand reputation negatively, making it difficult to manage and influencers prioritising financial gain (Cheah, Koay and Lim, 2024). In addition, poorly managed content or inappropriate influencer deals may result in public relation issues, undermining the brand image and tarnishing business to consumer (B2C) relationships. Due to the rapid speed information circulates on social media, this increases crisis’ relating to brand reputation, requiring businesses to continuously monitor social media platforms and quickly respond to negative feedback (Zulham, 2024). While social media offers opportunities for further visibility and engagement, it also poses significant risks relating to brand reputation, highlighting the need for businesses to implement careful planning. 
While researching real world examples, Chase bank posted on social media platform ‘X’ in 2019 unintentionally relating to economic factors during a cost-of-living crisis. By simply posting a “Monday Motivation” tweet caused intense backlash by the public and Senator Elizabeth Warren that they sarcastically blamed the public for financial struggles (Thompson, 2026). This example clearly outlines risks to brand reputation and needs for the organisation to vigorously monitor social media platforms.
In conclusion, marketing plays a central role within businesses to achieve long-term success, by creating value, building relationships and supporting organisational objectives such as growth, profitability and competitive advantage. This essay has displayed the effectiveness of marketing beyond a promotional tool and demonstrates collaboration within departments to achieve organisational growth and success. Alongside, consideration of macro-environmental factors such as increased technological advancements and how frameworks such as PESTLE analysis can help anticipate and respond to external pressures. Contrasting examples such as Apple and Kodak show clear importance in the need to adapt marketing strategies to respond to changes within the market to contribute to consumer satisfaction. Overall, research confirms that marketing is a strategic business function that supports organisational success in competitive business environments, alongside the effective use of social media platforms within marketing strategies.




Reference List
Ahmed, U. (2025) Strategic Marketing Tactic: Developing Your Competitive Edge in Today’s Market. 1st edn. GBP Publications
Bednall, D. H. B. and Valos, M. J. (2005) 'Marketing research performance and strategy', International Journal of Productivity and Performance Management, 54(5/6), pp. 438–450. Available at: https://www.proquest.com/docview/218430748?accountid=130472&sourcetype=Scholarly%20Journals (Accessed: 9 January 2026).
Bhambani, M. (2023) 'How do marketing and financial metrics interrelate and influence each other within a firm's decision-making process?', International Journal of Social Science and Economic Research, 8(9), pp. 2973–2977. Available at: https://doi.org/10.46609/IJSSER.2023.v08i09.036
Bhuiyan, M.S. (2024) The role of AI-Enhanced personalization in customer experiences', Journal of Computer Science and Technology Studies, 6(1), pp. 162–169. Available at: https://doi.org/10.32996/jcsts.2024.6.1.17
Chaffey, D. and Ellis-Chadwick, F. (2022) Digital Marketing: Strategy, Implementation and Practice. 8th edn. Pearson
Cheah, C. W., Koay, K. Y. and Lim, W. M. (2024) 'Social media influencer over-endorsement: Implications from a moderated-mediation analysis', Journal of Retailing and Consumer Services, 79. Available at: https://doi.org/10.1016/j.jretconser.2024.103831
CIM (2023) What is Marketing? Available at: https://www.cim.co.uk/content-insights/articles/what-is-marketing/ (Accessed: 6 January 2026).
CIPD (2025) PESTLE Analysis. Available at: https://www.cipd.org/uk/knowledge/factsheets/pestle-analysis-factsheet/ (Accessed: 15 November 15 2025).
Fabric (2026) Au Vodka’s Marketing Strategy. Available at: https://fabric-academy.com/insights-tools/au-vodka-marketing-strategy (Accessed: 9 January 2026).
Gambetti, R. C. and Schultz, D. E. (2014) 'Reshaping the boundaries of marketing communication to bond with consumers', Journal of Marketing Communications, 21(1), pp. 1–4. Available at: https://doi.org/10.1080/13527266.2014.970821
Gini, K. B. and Agala, H. O. (2023) 'The impact of macro-environmental factors on business performance', International Journal of Research and Innovation in Social Science, 7(11), pp. 1837–1843. Available at: https://dx.doi.org/10.47772/IJRISS.2023.7011144
Gomes, G. M., Moreira, N. and Ometto, A. R. (2022) 'Role of consumer mindsets, behaviour, and influencing factors in circular consumption systems: A systematic review', Sustainable Production and Consumption, 32, pp. 1–14. Available at: https://doi.org/10.1016/j.spc.2022.04.005
Hassan, S. and Ahmed, A. (2022) 'Watching social media influencers and behavioural intentions of followers', Journal of ISOSS, 8(3), pp. 139–152. Available at: https://www.researchgate.net/publication/375027061_WATCHING_SOCIAL_MEDIA_INFLUENCERS_AND_BEHAVIOURAL_INTENTIONS_OF_FOLLOWERS  (Accessed: 21 November 2025).
Houn, R. (2024) 'The role of data-driven insights in shaping economic decisions in marketing', Journal of Management Information and Decision Sciences, 27(5), pp. 1–4. Available at: https://www.abacademies.org/abstract/the-role-of-datadriven-insights-in-shaping-economic-decisions-in-marketing-17304.html (Accessed: 9 January 2026).
Hunt, S.D. and Arnett, D.B. (2006) 'Does marketing success lead to market success?', Journal of Business Research, 59, pp. 820–828. Available at: https://doi.org/10.1016/j.jbusres.2006.01.019
Jobber, D. and Ellis-Chadwick, F. (2023) Principles and practice of marketing. Hill
Joshi, Y., Lim, W. M., Jagani, K. and Kumar, S. (2023) 'Social media influencer marketing: foundations, trends, and ways forward', Electronic Commerce Research, 25(2), pp. 1199–1253. Available at: https://doi.org/10.1007/s10660-023-09719-z
Karlsson, K. (2025) The Dilemma That Brought Down Kodak. Available at: https://quartr.com/insights/edge/the-dilemma-that-brought-down-kodak (Accessed 4 January 2026).
Kingsnorth, S. (2025) Digital Marketing Strategy: An Integrated Approach to Online Marketing. 4th edn. Kogan Page Publishers
Kislov, V. (2025) 'View of automated customer support systems in service companies: Analysis of AI implementation', American Academic Scientific Research Journal for Engineering, Technology, and Sciences, 101(1), pp. 316–324. Available at: https://asrjetsjournal.org/index.php/American_Scientific_Journal/index (Accessed: 9 January 2026).
Kotler, P., Armstrong, G., and Balasubramanian. S. (2024) Principles of Marketing. 19th edn. Pearson
Kotler, P., Keller K. L., Brady, M., Goodman, M., Hansen, T. (2016) Marketing Management. 3rd edn. Pearson
Kotler, P., Keller, K.L., Brady, M., Goodman, M. and Hansen, T. (2024) Marketing management. 5th edn. Pearson
Largo, G. R. (2024) 'The impact of technological advances on the development of digital marketing on tiktok', International Journal of Social Sciences, 10(3), pp. 1–11. Available at: https://doi.org/https://doi.org/10.20319/pijss.2024.103.0111
Leenders, M. A. A. M. and Wierenga, B. (2002) 'The effectiveness of different mechanisms for integrating marketing and R&D', Journal of Product Innovation Management, 19(4), pp. 305–317. Available at: https://doi.org/10.1111/1540-5885.1940305
Priyabrata, R. and Datta, D. (2025) 'Theory and models of consumer buying behaviour: A descriptive study', Parishodh Journal, 11(8), pp. 206–217. Available at: https://ssrn.com/abstract=4205489 (Accessed: 9 January 2026).
Rachmad, Y. (2024) The Role of Influencers in Modern Marketing Campaigns. 
Rajaguru, R. and Matanda, M. J. (2009) 'Influence of inter-organisational integration on business performance: The mediating role of organisational-level supply chain functions', Journal of Enterprise Information Management, 22(4), pp. 456–467. Available at: https://doi.org/10.1108/17410390910975059
Singh, M. (2012) 'Marketing mix of 4p's for competitive advantage', Journal of Business and Management, 3(6), pp. 40–45. Available at: https://www.iosrjournals.org (Accessed: 9 January 2026).
Thompson, J. (2026) Top Social Media Fails & What Brands Can Learn. Available at: https://www.business.com/articles/social-media-brand-fails/ (Accessed: 9 January 2026).
Wood, M. B. (2017) Essential Guide to Marketing Planning. 4th edn. Pearson
Yablonsky, S. A. (2020) 'AI-Driven Digital Platform Innovation', Technology Innovation Management Review. Available at: https://timreview.ca/article/1392 (Accessed: 9 January 2026).
Zhou, R. and Hou, Y. (2024) 'Research on Consumer Behaviour Analysis and Marketing Strategy’.
Zulham, Z. L. (2024) 'Crisis communication on social media: Managing reputation and maintaining public trust', Journal of Dialogos, 1(4), pp. 19–29. Available at: https://doi.org/10.62872/dp3kv868


Page 2 of 2

image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




