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The Role of Marketing in Organisations
Marketing is the system, process and business activity that creates, communicates, and delivers value through products and services that benefit customers, organisations, and society as a whole (Jobber and Ellis-Chadwick, 2019). Marketing’s primary objective is to enable organisations to reach their goals by understanding, identifying and fulfilling customer needs better than competitors. Marketing was traditionally viewed as being mainly concerned with advertising and selling products. However, its importance has increased significantly in the modern business environment, its role has expanded considerably. Marketing now plays a strategic role within organisations by helping to guide decisions, support long-term growth and build competitive advantage (Kotler et al., 2021). In addition, organisations operate within an external environment influenced by political, economic, social, technological, legal and environmental factors, all of which shape marketing strategies and decisions (Johnson, Scholes and Whittington, 2020).
In addition, rapid advances in digital technology have transformed how organisations communicate with customers, particularly through the use of digital platforms and social media (Chaffey, 2022). This essay critically evaluates the role of marketing within organisations by examining how effective marketing supports organisational goals, how macro-environmental factors influence marketing decisions using the PESTLE framework, and how organisations have adapted their marketing strategies in an increasingly digital world. Examples from Apple, Tesco and Tesla are used to demonstrate the practical application of marketing theory.
Marketing is important because it helps organisations identify and satisfy customer needs more effectively than competitors. The primary purpose of marketing is to create value for customers while supporting the organisation in achieving its strategic objectives, such as growth, profitability and competitive advantage (Kotler and Keller, 2016). By conducting market research and analysing consumer behaviour, organisations can design products and services that better meet customer expectations (Solomon et al., 2021). Effective marketing also increases brand awareness and helps attract new customers, which can lead to increased market share and organisational growth (Blythe and Martin, 2019). As a result, marketing objectives are closely linked to wider organisational goals, as they focus on long-term value creation rather than short-term sales.
Effective marketing also contributes to profitability by encouraging repeat purchases and building strong customer relationships. Relationship marketing focuses on retaining customers by delivering consistent value and satisfaction, which reduces the costs associated with attracting new customers (Hollensen, 2022). Strong branding allows organisations to differentiate themselves from competitors and charge premium prices based on perceived value (Kotler et al., 2021). For example, Apple uses marketing to position its products as innovative, high quality and user-friendly. This strong brand image creates customer loyalty and enables Apple to maintain premium pricing, contributing to long-term profitability and competitive advantage (Apple Inc., 2023). Therefore, marketing supports organisational success by aligning customer needs with business objectives.
Marketing decisions are also influenced by the macro-environment, which consists of external factors that organisations cannot control but must respond to. The PESTLE framework is commonly used to analyse political, economic, social, technological, legal and environmental factors that affect marketing strategies (Johnson, Scholes and Whittington, 2020). These factors shape consumer behaviour and influence how organisations design, price and promote their products. Understanding the macro-environment allows organisations to adapt marketing strategies and reduce risk in a changing business environment (Lancaster and Massingham, 2017).
Economic factors play a significant role in shaping marketing decisions, as they affect consumer spending power and purchasing behaviour. Rising inflation and increased living costs can reduce disposable income, making consumers more price sensitive (Ferrell and Hartline, 2014). In response, organisations may focus on value-based marketing and promotional pricing strategies. Tesco has responded to economic pressures by promoting affordable own-brand products and loyalty schemes, which help attract and retain cost-conscious customers (Tesco plc, 2023). This demonstrates how economic conditions directly influence marketing decisions and strategies.
Social and environmental factors have become increasingly important as consumers are more aware of ethical issues, sustainability and corporate social responsibility. Changes in social attitudes have led to increased demand for environmentally friendly and ethically produced products (Kotler et al., 2021). Organisations now use green marketing strategies to communicate their commitment to sustainability and social responsibility. Tesla benefits from this trend by promoting electric vehicles as environmentally friendly alternatives to traditional petrol cars, aligning its marketing messages with consumer concerns about climate change (Tesla Inc., 2023). Environmental factors therefore influence how organisations position their brands and communicate value to customers.
Technological factors have significantly transformed marketing activities, particularly through the growth of digital platforms and data-driven marketing. Advances in technology allow organisations to collect customer data, personalise marketing messages and communicate more efficiently (Chaffey and Ellis-Chadwick, 2019). However, legal factors such as data protection laws place restrictions on how organisations use customer information. Regulations require organisations to ensure transparency and ethical marketing practices (Statista, 2023). As a result, organisations must balance technological opportunities with legal responsibilities when making marketing decisions.
Political and Legal factors strongly influence marketing decisions, particularly in regulated sectors such as the food and beverage industry. The UK introduced new advertising regulations in January 2026 by limiting the promotion of food high in fat, salt and sugar, including a ban on paid online advertising and restricting television advertising before 9 pm. The regulation aims to limit the impact of unhealthy food marketing on children while addressing wider public health issues such as obesity. In response, organisations are expected to adapt their marketing strategies by reformulating products and shifting their focus towards healthier offerings or moving towards brand-led advertising rather than concentrating on specific product promotion. This highlights how political and legal changes can directly impact marketing decisions and emphasises the importance of closely monitoring the external environment when planning marketing activities (UK Government, 2026).
The increasing use of digital technology has also changed how organisations market their products and interact with customers. Digital marketing refers to the use of online platforms, such as websites, search engines and social media, to promote products and services (Chaffey, 2022). Organisations must adapt their marketing strategies to remain competitive in a digital world, as many consumers now engage with brands online rather than through traditional media. Digital marketing allows organisations to reach wider audiences at a lower cost and measure the effectiveness of marketing campaigns more accurately (Fill and Turnbull, 2019).
Social media has developed into a particularly important marketing platform because it enables two-way communication between organisations and customers. Unlike traditional marketing, social media allows customers to interact with brands by sharing content, leaving reviews and providing feedback (Tuten and Solomon, 2018). This has changed the role of marketing from one-way promotion to relationship building and engagement. Organisations now use social media to promote products, respond to customer concerns and strengthen brand loyalty. For example, Tesco uses social media platforms to share promotions, engage with customers and address complaints, which helps build trust and encourage repeat business (Tesco plc, 2023).
Digital marketing tools such as search engine optimisation, content marketing and pay-per-click advertising also enhance marketing effectiveness by increasing online visibility and targeting specific audiences (Chaffey, 2022). Online platforms and digital services rely heavily on digital marketing to attract users by promoting convenience and accessibility. However, organisations must also manage challenges associated with digital marketing, including negative online reviews, rapid changes in technology and data privacy concerns (Wymbs, 2011). Despite these challenges, adapting marketing strategies to digital platforms is essential for organisations seeking long-term growth and relevance.
In conclusion, this essay has demonstrated that marketing plays a crucial role in supporting organisational success by aligning customer needs with business objectives. Effective marketing contributes to growth, profitability and competitive advantage by creating value for customers and building strong, long-term relationships. The analysis of macro-environmental factors using the PESTLE framework highlights how external influences, such as economic pressures, technological developments and government regulations, shape marketing decisions and require organisations to adapt their strategies accordingly. Furthermore, the growth of digital marketing and social media has transformed how organisations communicate with customers, allowing for greater interaction, engagement and data-driven decision-making. Overall, organisations that understand their external environment and continuously adapt their marketing strategies to changing market conditions and digital developments are more likely to achieve sustainable long-term success in an increasingly competitive business environment.
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