Student name: Vanessa Eftimie	     
Programme: BA Business Management
Module: Marketing Fundamentals
Module code: BMBM4005











Essay: An Evaluation of Marketing within Business


Marketing is an ever-changing process of discovering what customers want and desire; by creating or modifying products or services to meet those needs and delivering those products and services to customers in a way that will benefit both the organisation and the customer (Sheth et al., 2024). As businesses use marketing to identify opportunities for products in markets, position product or service brands, launch new products or services, build loyalty among existing customers to a brand, and adapt to social and technological advances (Kotler, 2025); it is clear that marketing's use of digital tools, data analytics, artificial intelligence and interactive customer experiences is rapidly becoming more important within the contemporary business environment due to its increased usage beyond traditional mass media (Roy, 2025). While marketing's core objectives continue to focus on connecting an organisation with customers to create shared value (Azhari, 2025), this essay will review what marketing is, what methods companies use to accomplish their objectives, what theories exist related to marketing (including marketing evolution or innovation, AI-enabled marketing, and immersive digital engagement), and how Zara and Nike exemplify successful marketing. Ultimately, the research indicates that the success of marketing in the future will be determined by how well companies use advanced technology and provide consumers with human-centred value (Rauschnabel et al., 2022). 




Marketing influences many aspects of business operations by providing direction for important decisions, such as customer segmentation (Sheth et al., 2024), product development, distribution, communication and evaluation of customer behavioural responses (Sheth et al., 2024). Marketing also helps businesses maintain their competitiveness by allowing them to adapt rapidly to emerging trends and to establish strong brands that consumers can remember and trust (Azhari, 2025). As a result, marketing not only assists in the functioning of business operations but also significantly contributes to the processes of innovation, differentiation and strategic planning (Aslam et al., 2025). The rapid pace at which digital economies are transforming has resulted in growing functions of marketers to analyse large volumes of customer data and identify what types of products or services would meet those needs (Ha, Lo and Mohamad, 2025). Therefore, marketing serves as both a customer-facing capability and a tool for making informed decisions about how to market products.

A helpful theory for understanding the evolution of marketing is marketing’s evolution. Historically, marketing has shifted from focusing on products and sales as its core foundation to becoming centred on customers, building relationships with customers and using technology to communicate with customers (Sheth, Parvatiyar and Uslay, 2024). Marketing 5.0 is a prime example of this transformation and enables firms to use technological devices and both a human-centric approach and problem-solving ability to assist customers in finding solutions (Roy, 2025). The evolution of marketing is important because it demonstrates that marketing has moved from being a tool to support transactions to being a tool to create enhanced experiences, increase public relevance, strengthen value systems and build long-term relationships between companies and their customers (Kotler, 2025). Companies can now use marketing to develop personalised service solutions that meet the needs of customers promptly, are responsive to the needs of the marketplace and promote socially responsible behaviours. Marketing has thus become much more integrated with matters of ethics, information and customer welfare than at any time in history.

Innovation theory also plays an important role in these changes. Innovation in marketing is not limited to new products; it can also include new forms of service delivery, new ways to communicate with customers and new ways of providing the customer experience and developing business models (Irfandi, Halim and Wijayanto, 2025). Marketers use marketing to identify new market opportunities by identifying customer needs and market trends (Tirtayasa and Rahmadana, 2023). After marketing develops new products and services to meet the needs of customers, marketers position their products or services by communicating the value of the product or service and inspiring customers to adopt the new product or service (Juárez-Varón and Monreal, 2025). The SMEs and entrepreneurial businesses are using the theory of marketing. Larger companies tend to be more rigid, but smaller businesses continue to compete based on their ability to be flexible and respond to market conditions (Yaqub et al. 2025). Thus, marketing and innovation create synergy with one another in that the former provides information about how much the consumer values certain things, while the latter enables the business to create new ways of providing that value to the consumer.

One of the biggest advances in marketing theory and practice has been the introduction of Artificial Intelligence (AI). Marketing can use AI to assist in price analysis, content development, (chat-based) service, recommendation engine, and campaign optimisation (Al-Zagheer et al. 2026). The ability to process large amounts of data quickly using AI allows businesses to improve their engagement with customers through more relevant and timely interactions (Ha, Lo, and Mohamad 2025). Therefore, marketing is transitioning from being primarily a physical (or human) enterprise to being primarily an intellectual (or machine) enterprise through the implementation of intelligent systems rather than traditional methods of marketing based exclusively on human judgment. However, the introduction of AI into marketing creates new ethical concerns, including those related to privacy, manipulation, bias, and authenticity (Kumar et al. 2025). Marketing theory is going to include ethical questions related to the responsible use of technology (Chan & Choi, 2025; Hermann & Puntoni, 2025). Balancing efficiency versus ethics will likely be a major characteristic of marketing practice in the future.

The theoretical implications for immersive/interactive digital engagement are also substantial. One of the primary uses of Augmented Reality (AR) is to facilitate a consumer's ability to visualise a product through digital means (Rauschnabel et al. 2022). Digital influencers are a new type of marketing tool that combines digital entertainment, technology and persuasion. This is an indicator of the move towards creating hybrid experiences through marketing, making it possible for companies to create experiences using participatory design rather than relying solely on traditional advertising. New marketing strategies will lead to greater levels of novelty, remembrance and in some cases, increased engagement with audiences who use technology on a regular basis. As with any new development, these new forms of marketing must also be managed carefully to avoid losing customer trust due to an excessive amount of automation or artificiality.

Polaris was one of the first companies to use this innovative marketing technique. It has become one of the most successful brands in marketing because it creates high levels of customer demand by producing products that are closely matched to what customers want and need (Gao et al., 2023). Polaris is succeeding at this form of marketing because it focuses on how quickly it can respond to market changes instead of relying on large amounts of traditional advertising (Prakash et al., 2022). In addition to producing products at a high rate of production, Polaris is also refreshing its sales floor at a rapid rate with new products to provide more options for each customer, thus creating the impression that its products are more relevant and consumers are more satisfied.

Apple's branding and business success have come through combining product development, product innovation, emotional branding and digital marketing (Liu & Smith 2023). Thus, it can be argued that Apple and other like-minded companies have used marketing as part of their brand identity and created emotionally charged brands that resonate with consumers on a personal level. Apple's model can also be used to illustrate the similarities in branding methods for other companies and Apple, and the connection between creating brand loyalty through establishing consumer-brand relationships. Additionally, the marketing, culture and emotional branding aspects of their business models have all been integrated to create memorable and relevant brands for consumers. Other businesses have also successfully implemented marketing initiatives like Apple's initiatives.

During periods of uncertainty, there are many marketing strategies that help small and medium enterprises (SMEs) meet challenges, including effective marketing systems that allow small and medium-sized enterprises to expand, adapt and survive (Wahdiniwaty et al., 2022). A company's ability to gather customer feedback, adapt its products, and enhance communication will place these companies in a better competitive position than others (Hokmabadi, Rezvani & De Matos, 2024). Therefore, marketing is not just an ancillary function of a business; it has become an essential tool to manage risk during uncertain times (Aslam et al., 2025). When market dynamics continue to be increasingly unpredictable, marketing keeps businesses connected to demand whilst mitigating risks of strategic insulation and competing at a greater level against other companies.

Marketing is influenced by external factors, such as technological disruptions, macroeconomic shifts, social trends, and legal expectations. External factors are impacting how organisations communicate and compete in today’s environment (Kotler, 2025). As such, marketing must remain agile and continue adapting to the evolution of both market conditions and societal conditions (Roy, 2025). Balancing technology-driven efficiencies with a strong sense of authenticity, ethics, and human values will be critical to future marketing strategies (Hermann & Puntoni, 2025). Businesses that rely solely on automation without understanding what motivates their customers are unlikely to succeed in creating long-term loyalty.
In conclusion, the purpose of marketing is to understand customers, support product development, create brands, promote resilience, and create competitive advantages (Sheth, Parvatiyar & Uslay, 2024). The current theories of marketing evolution, innovation, artificial intelligence (AI) marketing, and immersive digital engagement indicate that marketing has significantly changed since the days of merely selling or advertising products (Roy, 2025; Rauschnabel et al., 2022). Examples such as Zara and Nike illustrate that the most competitive brands possess strong customer understanding, agility to changing circumstances, strong brand relevance and technology (Zhou, 2025; Hou, 2023). Overall, marketing continues to play an integral role in how organisations leverage evolving tools and theories to deliver customer-centric value in an increasingly competitive marketplace (Kumar et al., 2025; Hermann & Puntoni, 2025).
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