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Marketing is an essential business operation that aims at discovering the customer needs, creating value and establishing long-term associations among the organisations and stakeholders. In modern studies, marketing is considered to be a strategic process that optimises organisational performance through making offerings aligned to market demand and environmental conditions (Zahran, 2025). The contemporary marketing process is not confined to promotion and sales and has a major impact on business strategy, competitive edge, and brand image (Eriksson, Robertson and Näppa, 2025). The marketing decisions affect innovation, price, communication and customer experience via various channels. This essay is a critical assessment of the role of marketing in a business environment and how it is relevant to the success of an organisation. It also examines that the marketing strategies are influenced by the macro-environmental factors and need to keep up with the change of technology. The discussion will be organised into three paragraphs i.e., the strategic importance of marketing in organisational goal attainment, macro-environmental forces through PESTLE framework and the role of digital transformation, especially the social media and artificial intelligence.

[bookmark: _Toc218772892]Main Body
Marketing is a strategic process that assists organisations in attaining long term goals like expansion, profitability, and continuity. Marketing is mainly aimed at knowing more about customers than competitors and providing them with better values that will satisfy both the functional and emotional needs. The marketing as the interface between the organisation and the marketplace ensures that the business decisions are influenced by the customer knowledge and not by internal assumptions. With a successful marketing, the market coverage becomes wider, customer base is enlarged, and financial performance is enhanced as the demand remains stable and generates more revenue (Zahran, 2025). Strategic planning is also aided by marketing which will help identify innovation and differentiation opportunities in the competitive markets. Marketing research is one of the most significant tools to aid this position. Marketing research offers organised information about the customer needs, competitor behaviour, and market trends which assists in evidence-based decision-making. This lowers the uncertainty level and enables the managers to estimate risk more vividly when introducing products or launching in new markets (Athaide et al., 2025). Research however does not guarantee success by its own. The value of it hinges on the success of insights interpretation and implementation in organisational functions. Segmentation, targeting and positioning (STP) offer this connection by converting research results to strategic focus. Organisations are able to focus their resources on the most lucrative customer segments to increase efficiency and eliminate unproductive marketing. STP helps to make value propositions more clear and relevant communications, which are not always applicable in the context of very dynamic markets where the preferences of customers are changing very quickly (Kanojia and Rathore, 2025). The buyer behaviour theory also enhances marketing performance because it describes how psychological, cultural and social factors influence the decision-making processes. Knowing these factors will enable companies to create products and communications that will appeal to clients at various points of the purchasing process. This aids in relationship building, customer satisfaction and repeat purchase behaviour in the long run (Andriani et al., 2025). Branding is also important in the success of an organisation as it builds the recognition, trust and emotional attachment. Good brands minimise perceived risk and enable firms to compete on other grounds other than price, which makes them more robust to competition. This will lead to customer loyalty and increased predictability in revenue streams (Odoom et al., 2025). The 7ps also referred to as the extended marketing mix guarantees the match between customer expectations and organisational capabilities, through the integration of the product, price, place, promotion, people, process, and physical evidence. Organisations that align marketing with their operations, finance, and leadership perform better, have greater strategic stability, and sustainable competitive advantage (Eriksson, Robertson and Näppa, 2025). Although these theories offer good underpinnings, they can only be effective when they are adapted to change of the environment.
Macro-environmental factors are very strong and affect the marketing strategies in such a way that organisations cannot control but need to react to them in a strategic manner. The PESTLE model offers an analytical system of examining political, economic, social, technological, legal, and environmental forces that influence marketing decisions. Political aspects determine regulation, trade agreements and market stability that impact on pricing structures, supply chains and international expansion strategies. Markets may be derailed by sudden shifts in politics and need a swift strategic response. Economic aspects are now one of the most influential ones because of the inflation and the crisis of cost of living. The declining disposable income and the rise in prices have made consumer prices more sensitive and altered spending priorities. Consequently, marketers will have to focus on low pricing, promotion and a strong explanation of price in order to sustain demand and relevance of the brand (Mondal, Singh and Gupta, 2025). Social influences involve the transition in lifestyles, heightened health awareness and heightened expectation of ethical behaviour among organisations. Consumers are now also considering the values and social responsibility as well as the product quality of the products. This has put a strain on the marketer to communicate clearly and match brand messages to those of the society. One of the factors that may be the strongest in the present environment is technological factors. The fast-evolving developments in artificial intelligence have revolutionised the process of data gathering, consumer behaviour forecasting, and automated marketing processes by firms. With the help of AI, it is possible to personalise in real-time, target customers better and manage campaigns more efficiently (Chan and Choi, 2025). Predictive analytics can enhance the precision of targeting and the rate of conversion because it predicts customer needs, whereas it also poses ethical challenges associated with the privacy of customer data, consent, and bias in algorithms (Vij et al., 2025). Marketing practise is also influenced by legal factors. Sugar taxes, bans on unhealthy foods advertising and similar policies have altered how food and beverage brands interact with consumers, especially children. These are the rules which promote more responsible marketing and healthier positioning (Jenifer et al., 2025). Climate change awareness and sustainability issues have rendered environmental factors significant. Both customers are more inclined towards brands that are environmentally responsible. Green marketing reports sustainability promises and might improve brand reputation and financial results in the event of organisational culture and genuine practises (Akuma et al., 2025; Vehbi, Farmanesh and Solati Dehkordi, 2025). According to bibliometric research, it is proven that green marketing is a current strategic trend associated with the long-term business resilience and competitive advantage (Sumarsono et al., 2025). All these macro-environmental forces put the emphasis on the necessity of flexible and adaptive marketing strategies responsive to the ongoing change.
The digital era has changed the way organisations design and execute marketing practises. Digital marketing implies utilising Internet resources and technologies to convey value and interact with customers at various touchpoints. Search engine optimisation, content marketing, pay-per-click advertising, and sponsored content are some of the tools that can help organisations to reach audiences worldwide at reduced costs and with a high level of target accuracy compared to the traditional media (Kadam, 2025). The tools also produce data that can be measured in terms of performance, and thus it is possible to carry out continuous evaluation and optimisation of the marketing strategies. One of the most powerful digital marketing platforms is social media. It has expanded due to the ubiquity of the internet and the growing use of smartphones and the desire of the consumer to have interactive and personalised content (Hossain, Sheikh and Islam, 2025). Through social media, two-way communication is made possible, where the consumers can directly communicate with the brands, provide their opinions, and influence brand meaning in an online community. It has been demonstrated that social media marketing enhances brand interactions, revisit attitude and business performance, especially in fields like tourism and small companies (Wilopo and Nuralam, 2025; Tatik and Setiawan, 2025). Nevertheless, social media has its challenges as well. It demands continuous generation of content, speed of response and reputation control. Brands are becoming more vulnerable to media exposure, misinformation, and word-of-mouth, which may go viral and ruin trust (Gupta et al., 2025). Moreover, there is an increased prevalence of marketing activism whereby the brands have adopted a stand on a social or political matter. Although it may enable them to build stronger emotional bond, it may also contribute to the reputational risk in case messages are viewed as dishonest or incongruent (Kipnis et al., 2025). The digital transformation has also led to the increased investment in mobile applications, convenient websites and more sophisticated analytics to improve personalisation and customer experience. Chatbots and automation tools assist in enhancing efficiency through instant and personalised responses to customer requests using artificial intelligence (Elhajjar, 2025; Chan and Choi, 2025). Research proves that digital marketing coupled with organisational strategy and the market environment is a strong tool to enhance marketing performance and competitiveness (AlSokkar et al., 2025; Sidorenko-Bautista et al., 2025).

[bookmark: _Toc218772893]Conclusion
This essay has critically assessed the importance of marketing in a business set up as well as showing the significance of marketing in ensuring the success of an organisation. As revealed in the discussion, marketing helps in supporting broader organisational objectives by knowing customers, creating value and developing strong brands using research, segmentation, buyer behaviour analysis, and marketing mix. The macro environment analysis has revealed the influence of political, economic, technological, legal and environmental factors on marketing decisions, though technology and sustainability are the most influential ones at the moment. The final para described how the digital transformation and especially social media and artificial intelligence have transformed the marketing practise and customer interaction. Marketing is strategic in matching organisational ability to the evolving market environment so that it can evolve, stay in the market, and attain sustainable long-term growth.
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