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[bookmark: _Hlk186881380]Marketing is important for organisational success since it is the primary means by which businesses communicate with their customers. The Chartered Institute of Marketing (CIM) defines marketing as "the management process responsible for identifying, anticipating and satisfying customer requirements profitably" (CIM, 2023). According to this definition, marketing is a strategic approach that develops a balance between the goals of the business and the needs of its customers. With a focus on the rise of social media as a marketing platform, this essay examines how marketing impacts the success of a business, the importance of macro-environmental factors and the need for marketing strategies to adapt to a more digital world. Marketing has a key role in organisations contributing directly to growth, profitability and sustainability. Fundamentally, it connects an organisation's services with the requirements and preferences of its target market. For example, Apple's global success can be explained by both technological advances and its ability to connect emotionally with customers. Its marketing approach focuses on its brand identification as an expression of creative thinking and uniqueness, resulting in a loyal consumer base (Podolny and Hansen, 2020). Such initiatives are aimed at creating long-term value for both the brand and its customers, rather than just earning profits. As shown by Coca-Cola customers' lifetime commitment (The Coca-Cola Company, 2023), marketing done correctly leads to repeat business, customer support and the growth of brand equity. 
[bookmark: _Hlk185672473]Marketing does more than satisfy customer needs, it plays a crucial role in helping organisations achieve wider goals. A well-designed campaign can increase market visibility, customer retention and can drive organisational growth. Tesco’s Clubcard loyalty programme is an excellent example of how businesses can connect customer insights to deliver personalised marketing. Tesco successfully tailors and improves the shopping experience by analysing customers’ buying habits. At the same time, it successfully pursues broader goals, such as increasing market share and profitability (Davey, 2024). It is clear a thorough and planned approach is needed when marketing efforts are carefully aligned with the organisation's missions. Marketing is also important for getting ahead of the competition and giving people value. Porter's framework for general strategies shows how businesses can stand out by offering unique marketing solutions (Islami, Mustafa, and Latkovikj, 2020). For instance, L’Oréal has used its ads to celebrate diversity and inclusivity, which resonates strongly with global audiences (L'Oreal, 2023). These steps not only make the brand stand out, but they also show how values are changing in society, which helps the brand stay current. Customers will remain loyal to a business if it gives them genuine value. In areas with a lot of competition, this is still one of the most important things for businesses to do well.
The outside world in which businesses operate also has a significant impact on their marketing strategies. The PESTLE framework is a way to examine the political, economic, social, technological, legal and environmental factors that affect marketing decisions (Hollensen, 2020). Adaptability is needed because each of these aspects brings both challenges and solutions. In current years, technological advancements have been a major factor. The way businesses interact with their customers has changed since artificial intelligence (AI) was introduced to marketing operations. For instance, Amazon's recommendations algorithms show how AI can modify user experiences to make them more satisfying and increase sales (Mohammadi, Maghsoudi and Soghi, 2024). Additionally, AI-powered chatbots have improved customer service by providing quick assistance and enhancing operations more smoothly. Companies can learn more about how customers behave with the help of data analytics, which helps them improve their marketing strategies. Although technology is helpful, it also comes with problems, like worries about data protection, that businesses need to solve to keep customers trusting them (Quach et al., 2022).
Environmental issues have also become more important, especially as consumers put more value on sustainability. To keep up with this change, businesses are using green marketing tactics. One well-known company that cares about the environment is Patagonia, which builds sustainability into its brand philosophy and marketing campaigns (Guerreiro et al., 2023). This strategy not only makes the brand stand out, but it also appeals to people who care about the environment, showing the strategic benefit of incorporating social ideals into marketing. Also, Unilever's "Sustainable Living" brands, like Dove and Ben & Jerry's, have grown faster than other product lines. This shows that green marketing really does work (Swallow, 2022 and Unilever, 2024). 
Economic situations have a significant impact on marketing strategy. During periods of economic instability, such as the COVID-19 outbreak, many firms shifted their marketing strategies to emphasise value for money. Aldi was able to acquire market share and attract price-conscious customers by emphasising budget while maintaining quality. This example shows how businesses need to keep up with changes in the economy to stay relevant and competitive. Marketing is also affected by things like changing demographics and cultural changes. The rise of Generation Z and millennials, who value events over things, has caused businesses to shift their focus to experiential marketing (Fish, 2025). This change can be seen in how well Airbnb has positioned itself as a place for unique vacation experiences. By following social trends, businesses can make sure that their marketing plans adapt to how customers' tastes change. This way, customers will continue to be interested. Organisations must modify their marketing strategies to properly utilise new platforms and technology as the world grows more digital. In today's business practices, digital marketing which includes tactics like content marketing, social media marketing and search engine optimisation (SEO) has become essential (Chaffey and Smith, 2022). In ways that traditional marketing techniques cannot, these tools enable organisations to engage with audiences around the world. Social media has emerged as one of the most transformative platforms for marketing. Platforms like Instagram, TikTok and LinkedIn enable brands to engage directly with consumers, fostering relationships and building community (Hood, 2023). Nike, for instance, utilises Instagram to show user-generated content with real customers using its products (Myers, 2023). This approach makes the brand appear more like a real person, which makes customers trust and adhere to the brand more. In the same way, the #GucciChallenge on TikTok demonstrated how popular content can help brands gain more attention, particularly from younger viewers (Social Studies, 2022). 

However, social media continues to generate difficulties for organisations since they advance at a remarkable rate. The changes that occur in algorithms would result in the visibility of the content, and hence the strategies of the organisations need to be adjusted continuously. However, the advantages of social media platforms as a marketing tool far outweigh the disadvantages. Social media is an important part of modern marketing strategies because it allows businesses to target specific demographics, track engagement using analytics and create interactive experiences (Metzler and Garcia, 2024). In addition to social media, other digital marketing tools such as SEO and content marketing are crucial in promoting brand visibility and customer satisfaction. HubSpot, for example, has positioned itself as an inbound marketing leader by producing useful content that educates and informs its audience (Bell, 2024). This strategy enhances brand authority and draws potential customers, demonstrating the effectiveness of content-driven techniques. Email marketing, a digital tool, consistently generates significant returns on investment, particularly when combined with automation technologies that facilitate personalised communications (Colombi, 2023). Emerging technologies like Augmented Reality (AR) and Virtual Reality (VR) underscore the transformative potential of digital marketing. Moreover, enterprises must participate in ongoing learning and development to remain ahead of the latest trends due to the rapid pace of technological advancement (Balch, 2024).

In conclusion, marketing remains a key component of organisational success, providing a dynamic and complex function that drives growth, builds customer relationships and achieves business objectives. Businesses can build enduring value and cultivate loyalty by coordinating marketing strategies with consumer demands and cultural values. The impact of external factors, particularly developments in technology and concerns about the environment, brings to light the importance of marketing strategies that are both adaptable and forward-thinking. Since digital marketing is constantly evolving, businesses need to make use of various tools, such as social media, content marketing and developing technology, to maintain a competitive advantage over their competitors. When it comes to ensuring long-term success in a world that is always evolving, the responsibility of marketing goes beyond simply increasing revenue which also includes cultivating deep relationships between businesses and the customers they serve.
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