




Organisations use marketing to help them identify their target customers, communicate the value of their products or services to potential customers, and establish long-term relationships that contribute to their performance (Brennan, McGrath and Canning, 2024). For example, marketing can influence the way consumers assess alternative brands, determine prices or set distribution channels (Zimmerman and Blythe, 2017). Marketing also has a critical role in B2B relationships as the evaluation process is often based on a rational analysis of price and features, trust in the supplier's ability to deliver a quality product or service, the involvement of multiple stakeholders in the evaluation process and, in many cases, a long-term commitment to purchasing products or services from the supplier (Johansson, Larsson and Hallin, 2006). Therefore, marketing is not simply a means of promoting a company's products or services, but rather a means of building trust with stakeholders, establishing credibility through providing expert knowledge over time (Kotler and Pfoertsch, 2025a). As a result of the continued reform of contemporary markets by digital communication, changing consumer expectations around corporate responsibility and innovation, marketing will increasingly be required to perform the functions of connecting the value of a company's product or service with its stakeholders or community (Kumar, Kotler and Kumar, 2025). This essay provides an overview of what marketing is, how businesses use it, an outline of key marketing theories, examples in the B2B sector and sustainability, and the conclusion that marketing is a primary driver of connecting value creation and building trust with stakeholders to create a competitive advantage for a firm (Kumar, Kotler and Kumar, 2025). Therefore, marketing serves a variety of functions: to create awareness, convey expertise, assist in selling and develop long-standing relationships with customers (Johansson et al., 2006). Marketing also allows companies to explain technically complex products to potential customers in a more simplified manner, so that they can be perceived as being of greater interest and appeal to the people that marketers want to reach (Kotler & Pfoertsch, 2025a). Thus, in addition to serving the function of enabling communication between companies and their customers, marketing serves as a basis for helping build trust and to help reduce risk in buying decisions.

B2B marketing theory helps to explain this role by emphasising value propositions, relationship management, trust and strategic brands, as opposed to impulse-driven forms of communication (Kotler & Pfoertsch, 2025a). B2B marketing theory provides a clear understanding of how much marketers should emphasise the value of marketing in relation to product/service offerings that require technical, professional or complex decisions. Even when making decisions that require considerable resources, customers will want to know they will be satisfied with their purchase; therefore, marketing is used to provide reassurance and to demonstrate their trust in themselves or others (Brennan et al., 2024). In this way, marketing assists businesses in being more understandable, credible, and appealing to prospective business partners and customers. Also, marketing can help businesses show their products/services to fit within a client's operational or strategic requirements, which is very important in the very competitive B2B marketplace (Zimmerman & Blythe, 2017). Consequently, developing relationships through marketing has a direct impact on the quality of the relationship, the sharing of knowledge with each other, and being able to create long-term value for both businesses involved in these types of transactions.

Another level of importance can be established based on storytelling theories. Storytelling as brand storytelling offers marketers a framework in which to create messages that can have greater impact and provide more lasting impressions by structuring their messages using narrative and emotional meaning (Mandung, 2025). Therefore, even in B2B cases, storytelling can facilitate the simplification of complexity, the humanisation of a business and the relatability of value propositions to prospects (Jayashankar et al, 2025). An effective marketing approach includes many elements other than information. Marketing integrates stories related to the purpose of the brand or product, the impacts experienced by customers through their use, and how the brand/product has changed the customer's life. In addition to presenting information, effective marketing creates opportunities for interpreting meaning and connecting emotionally with prospective customers. Effective marketing through storytelling will allow brands to differentiate from competitors by communicating their identity and values in a way that may be difficult for competitors to replicate. As a result, for products or services that are similar in nature, the story associated with the brand may be seen as the most significant source of distinction.

The application of social media communication theory is also relevant. Social media has changed marketing from a one-way broadcasting function to a continuously interactive and conversational tone. For businesses selling to businesses (B2B), social media platforms are being used for thought leadership, engaging current and potential customers, creating brand awareness, and as a platform for networking/professional contacts. This change in social media has indicated that marketing is being used for more than just formal advertising campaigns; it is used every day for reputation management and the building of long-term business relationships. Additionally, digital visibility and a content strategy are required even by companies that provide goods or services in industrial or professional sectors to remain competitive. Social media provides organisations with the ability to demonstrate expertise to potential customers using articles, case studies, video, and interactive dialogue, creating a stronger level of trust in the organisation and a greater amount of authority over time. This is particularly important to B2B buyers because many will conduct extensive research on suppliers before establishing contact with them.
The effect of sustainability theory is also present in modern-day marketing. Under the principles of green marketing and the circular economy, organisations are judged on their overall performance as they relate to how they are seen to operate responsibly, as well as the products and services they sell (Aboalhool, Alzubi and Iyiola, 2024). Marketing is the primary means through which organisations communicate their environmental value proposition and improve upon their existing reputation; it is also used to meet stakeholder, or societal, expectations for environmentally responsible behaviour (Nguyen et al., 2025). For sustainability marketing to be effective, the internal actions and behaviours of the organisation must support the externally communicated claims of sustainability (Brown et al., 2024). This highlights the significance of internal marketing: the values expressed by all employees, and all internal systems and processes, must align with the values that the brand communicates externally (Brown et al., 2024). If there is a misalignment between internal and external marketing behaviours, the brand's claims to be sustainable will be interpreted as weak or dishonest; thus, trust will be eroded. Therefore, marketing of this type must integrate communication with authenticity and commitment to the organisation.

Success in this area of marketing can be demonstrated in both business-to-business (B2B) and broader brand markets. Research has shown that sustainable virtual marketing can increase brand engagement and brand reputation when customers believe that the organisation represents itself as authentic and socially responsible (Odoom et al., 2025). Firms that use social media to establish and maintain strategic relations with their customers enhance their professional credibility in the business-to-business (B2B) marketplace and build long-term relationships through marketing expertise (Cartwright, Liu and Raddats, 2021). Coca-Cola is an excellent example of a well-known successful brand; its reputation as a socially responsible corporation across all market segments demonstrates that an organisation's ability to establish a strong strategic brand position and deliver a consistent brand identity can create significant brand equity across all segments of the marketplace. The Coca-Cola Company is an example of a successful consumer brand. According to Kotler & Pfoertsch, 2025b, an essential ingredient in effective marketing is clarity, consistency and emotional connection. Similarly, research by Johansson et al. (2006) indicates that B2B companies can build stronger customer loyalty and long-term commitment by maintaining a clear brand message and delivering on these messages.

Another function of marketing is to assist organisations in adapting to change. Through a PESTLE analysis, for instance, political, economic, social, technological, legal and environmental factors all influence the marketing strategy (Qadri & Tariq, 2025). Business and sustainability will often be influenced by legal requirements, environmental expectations or technological disruption (Zaurez Afshar & Hussain Shah, 2025). Marketing will help organisations with this by not only promoting the product but also interpreting stakeholder demands to assist the organisation in adapting (Aboalhool, Alzubi & Iyiola, 2024). This strategic role of marketing will have particular significance in uncertain market conditions, as organisations will need to adjust their messaging and value propositions to continue to be credible and competitive.

The impact of new technologies will continue to introduce complexity into the marketing profession. The use of AI and data can enhance targeting, improve segmentation and develop higher-quality communication (Kumar, Kotler & Kumar, 2025). Careful management will be required to maintain trust, quality and ethical standards (Ha, Lo & Mohamad, 2025). The shift of marketing into the future is to be viewed as a strategic function situated at the cross-section of technology, value and human relationships (Kotler and Pfoertsch, 2025a). The increasing influence of technology places the ability to maintain authenticity and a meaningful connection among marketing professionals as one of their defining challenges.

In conclusion, marketing's role is to create value for organisations by communicating credibility, building relationships and enhancing an organisation's long-term performance (Brennan, McGrath & Canning, 2024). B2B marketing, storytelling, social media engagement and sustainability, among many other strategies, validate that the marketing profession is much broader and much more strategic than simple promotion (Jayashankar et al., 2025; Brown et al., 2024). Numerous examples exist demonstrating that effective marketing strategies respond to the needs of customers in both B2B and consumer markets by aligning clarity of message, relevance, trust and the ability to adapt (Cartwright, Liu & Raddats, 2021; Odoom et al., 2025). Finally, it can be concluded that the marketing function continues to be critical in linking an organisation's capabilities to the stakeholders' expectations, all in a competitive and changing marketplace (Kumar, Kotler & Kumar, 2025).
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