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In today's competitive and consumer-driven business environment, marketing is a powerful force shaping every interaction between organisations and consumers. According to the Chartered Institute of Management (A Brief Summary of Marketing and How it works, n.d.), the marketing process can be defined as “identifying, anticipating and satisfying customer requirements profitably”. Marketing activity goes beyond promotion and advertising. It plays a strategic role in shaping product development and pricing strategies, as well as influencing distribution channels and long-term stakeholder relationships. Marketing is a complex process of applying different strategies that focus on the identification and fulfilment of customer needs, through the establishment and maintenance of brand values, at a profit for the organisation (Kotler et al., 2019). By analysing consumer behaviour and market trends, marketing enables companies to position themselves strategically, differentiate offerings, and respond effectively to external changes. This essay critically examines the role of marketing within organisations, the external factors that affect marketing decisions, and how marketing adapts in the digital era.
Marketing is a vital part of the organisational function. It helps businesses understand customer needs and create value. Furthermore, marketing supports building brand recognition and drives sales, thereby contributing directly to organisational success (Indeed Editorial Team, 2025). In addition, it supports long-term strategic objectives, including growth, competitiveness, and profitability. Marketing is not a single task but an ongoing process that requires efforts across the entire organisation. To achieve their objectives, organisations must apply strategic marketing that aligns with the organisation’s business goals. It provides the foundation for sustainable growth, long-term success, and organisational resilience (American Marketing Association, 2024). A key part of strategic marketing is the marketing mix, also known as the 7Ps: product, price, place, promotion, people, process, and physical evidence. Each element is connected and influences the others and should therefore be considered as part of an integrated whole (Jain and Jain, 2022). Depending on an organisation’s strategy and operations, some elements may be more important than others. However, the 7P framework is most effective when all components work together. This marketing mix model helps organisations achieve their goals by understanding how customers respond to marketing activities and how competitors react. Thus, using the right marketing mix is essential to support better marketing decisions (Isoraite, 2021). Segmentation, targeting, and positioning (STP) marketing is another strategic approach that can significantly enhance organisational success. The model enables marketers to identify their target audience and determine the most effective methods to reach and engage them (Ezimogho-Moran, 2023). Segmentation divides markets into groups based on needs, preferences, behaviours, or demographics that may require separate products and marketing mixes (Kotler and Keller,2024). Dividing customers into groups allows businesses to tailor strategies, allocate resources efficiently, increase customer loyalty, and gain a competitive advantage. Coca-Cola, a global beverage company, is a strong example of successful market segmentation. Its diverse product range allows the company to identify specific consumer segments based on individual tastes and preferences (Smartling, 2025). This targeted approach has strengthened Coca-Cola’s competitive advantage, maintained a strong market position and contributed to its 40% share of the global non-alcoholic beverage market (Slack, 2024). Moving to the next stage, targeting is the process of evaluating the attractiveness of consumer segments and deciding how to reach them (Talerico, 2025). Businesses must identify the most profitable segments and choose which ones to serve. There are three targeting strategies: undifferentiated, differentiated, and concentrated (Camilleri, 2017). To illustrate, in the car industry, Dacia positions itself as a brand offering reliable cars at accessible prices, appealing to a broad customer base (The Marketing Explainer, 2024). The company applies an undifferentiated approach rather than segmenting the market. Other companies, such as Toyota, use differentiated marketing with a broad range of economy, family, performance, and eco-conscious models tailored to different customer needs (Pereira, 2024). Concentrated marketing is used by luxury brands like Ferrari, Lamborghini, and Rolls-Royce, targeting small, high-income customers seeking premium vehicles. All these companies in the luxury automotive industry have their own "niche within the niche". Due to a limited, highly demanding customer base, each brand must stand out by offering distinctive, exceptional products (Bello, 2021). Targeting should be carefully considered by companies because it helps direct marketing efforts efficiently and prevents investment in low-potential segments (Dataventure, 2024). The final stage of STP marketing is positioning. It determines how potential consumers perceive a brand compared to other brands targeting the same segment (Blythe and Martin, 2019).
Marketing strategies can help businesses achieve their objectives; however, organisations must also consider external factors, as they strongly influence decision-making. A PESTLE analysis provides an overview of these external macro-environmental factors that might affect the business. Based on this analysis, actions can be developed to address challenges and take advantage of opportunities (Cooper, 2023). Conducting a PESTLE analysis helps marketers make informed decisions, adapt campaigns, target audiences, and position themselves effectively. It also ensures relevance, legal compliance, and responsiveness to trends. PESTLE stands for Political, Economic, Sociological, Technological, Legal, and Environmental. All these factors are important and can influence each other. However, this essay will explore how legal factors in a PESTLE framework shape marketing strategy. Legal requirements, such as advertising restrictions, product safety standards, and consumer protection laws, establish compliance obligations for businesses and influence their marketing strategies, product development, pricing, and distribution. A key example of how macro-environmental factors influence marketing strategy is the legal requirement that plastic bottle caps remain attached to the bottle during use, introduced under the European Union’s Single-Use Plastics Directive (EU Directive 2019/904), which came into force in July 2024(European Union, 2019). This measure is part of the broader Single-Use Plastics Directive, which aims to reduce plastic pollution. For companies in the beverage sector, such as Coca‑Cola, PepsiCo, Nestlé, and local producers, this regulation requires changes in product design, packaging, and marketing communications. Businesses must redesign bottle closures, adapt production lines, and revise packaging materials, incurring higher costs and increased investment. Failure to adapt will not only result in non‑compliance but also damage brand reputation, as environmental concerns have become increasingly important in consumer decision‑making. This regulatory requirement can therefore be considered a threat to organisations within the beverage industry. On the contrary, Extended Producer Responsibility (EPR) scheme, part of this EU legislation, that place responsibility for a product’s entire lifecycle on the producer (Copello et al., 2022), can be viewed as an opportunity. As a result of this legal requirement, marketing strategies must adapt to communicate these sustainable practices to consumers. It is an opportunity for companies to focus their marketing campaigns on eco-friendly packaging, recyclable materials, and responsible production, positioning their brands as environmentally conscious. By aligning marketing activities with sustainability obligations, organisations can enhance brand reputation, meet growing consumer expectations for green products, and differentiate themselves in a competitive market.
Another important consideration in developing a successful marketing strategy for organisations is the revolution of the internet and the expansion of technology. Digital marketing has become a central component of modern marketing strategies. It refers to the plans and approaches organisations use to leverage digital media and internet technologies to promote their products, services, or brands, as well as to interact with consumers online (Purnomo, 2023). The key elements of a digital marketing strategy include Search Engine Optimisation (SEO), content marketing, social media, email marketing, influencer marketing, paid advertising, and data analysis. Marketing across different social media and online platforms helps businesses reach a wider audience and engage consumers more effectively. Furthermore, digital marketing enables more accurate measurement and analysis of marketing campaign effectiveness. Compared to traditional marketing, it has better flexibility and personalisation to consumer preferences. A great example that truly deserves mention for its unique digital marketing approach is Tesla. The leading electric vehicle company has revolutionised not only the automotive industry but also digital marketing. Unlike traditional car manufacturers, which rely on extensive television advertising, Tesla takes a unique, data-driven approach to marketing, using social media platforms to reach its customers (Patel, 2025). Tesla utilises a comprehensive digital marketing strategy to maintain a strong presence on platforms like YouTube, where it has 2.29 million subscribers and has shared 275 videos showcasing the exceptional features of its cars (Chaurasia, 2022). Furthermore, user-generated content is the power company use to build its brand, and content marketing focuses on storytelling over sales pitches (Writer, 2025). The benefits of digital marketing are undeniable, and its role has become increasingly important; however, some drawbacks should not be underestimated. Among the main challenges of digital marketing are technical issues and data privacy concerns. Technical issues, such as website downtime or system glitches, can negatively affect digital marketing campaigns (Thakur, 2024). The General Data Protection Regulation (GDPR), which came into effect in May 2018, has had a significant impact on digital marketing, particularly regarding data collection and the use of personal data (Arora, 2023). This has posed challenges for digital marketers, and businesses must comply with data protection laws to build and maintain consumer trust.  
In conclusion, marketing plays a crucial role in helping organisations understand customer needs, create value, and achieve strategic objectives by applying various strategies. Tools such as the marketing mix and STP enable businesses to tailor their products, pricing, and positioning to effectively engage target audiences. Considering external factors through frameworks like PESTLE ensures that marketing strategies remain relevant, compliant, and responsive to environmental changes. The emergence of digital marketing has transformed traditional practices, allowing organisations to reach wider audiences, engage customers online, and measure performance more accurately, ultimately strengthening brand reputation and fostering long-term competitive advantage.
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