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An in-depth analysis of the role of marketing in organisations
In competitive markets, marketing is very important for helping businesses understand their customers and reach their goals. To understand this role properly, it is important to define what marketing means in an organisational context. Marketing is the planning and implementation of activities aimed at reaching the right customers. It also involves making consistent marketing mix decisions to deliver value to selected customers (Jobber and Ellis-Chadwick, 2024). Given its strategic importance for achieving organisational objectives, it is useful to evaluate how marketing contributes to organisational performance and making decisions. This essay will evaluate the role of marketing in business by looking at marketing’s contribution to organisational objectives, the impact of the macro-environment through PESTLE, and the significance of digital marketing with a focus on social media. Throughout the essay, real life examples will be given to illustrate the practical application of theory. The analysis will present the benefits and limitations of marketing and, finally, provide a reasoned assessment of its role in business.
Marketing is important because when it has a real impact on the organisation, it supports organisational objectives and improves firm performance. Wirtz, Tuzovic and Kuppelwieser (2014) show that firms with a stronger and more influential marketing department tend to achieve higher overall performance. This indicates that marketing contributes to organisational objectives when it has genuine decision influence and is not confined to tactical promotion. Marketing aims to attract and retain customers by delivering value better than competitors. It also helps shape strategic direction by aligning offers with market needs. Moreover, marketing research helps companies reduce risk and make better decisions by understanding customer needs (Malhotra, 2019). Azadi and Rahimzadeh (2012) explain that e-businesses can combine McCarthy’s marketing mix with Porter’s Five Forces to strengthen differentiation and competitive strategy. This method can help businesses better understand customer wants and market competition, and lead to improved business success. Similarly, Kotler and Armstrong (2019) claim that the 7Ps of the marketing mix support companies in coordinating their marketing activities with customer needs. They also note that this supports a strong market position and business success in the long term. Furthermore, K.L. Keller (1993) points out that strong brand awareness and positive associations increase brand credibility, which leads to a better market response. A good example is Wedel, which uses emotional branding based on tradition and quality. Its campaigns create nostalgic feelings and cultural links. Grechi et al. (2024) explains that this approach helps build loyalty and lasting relationships with customers. Alongside loyalty, marketing also helps businesses influence customer choices. According to study, marketing can help businesses reach their goals by influencing consumer behavior. This is further supported by Islami, Rahyuni and Rukayyah (2024), who argue that segmentation, targeting, and positioning have a direct impact on how customers perceive value. They also note that these aspects influence purchasing decisions. These activities are strongly related to understanding how individuals think and react while purchasing items. As noted by Solomon (2020), understanding buyer behaviour allows marketers to meet customer needs more effectively and build lasting loyalty. Furthermore, Baratovich and Kamolov (2024) show that marketing activities influencing consumer decisions lead to measurable increases in demand and profit. Similarly, Babatunde, Okeleke, and Ijomah (2022) find that brand marketing strengthens consumer preference and loyalty, increasing repeat purchase, expanding the customer base and contributing to an extended period of organisational growth. This is supported by Porter (1985), who explains that marketing helps create value and gives companies an advantage in the market. In addition, Morgan, Slotegraaf and Vorhies (2009) show that marketing capabilities such as brand management and market sensing use market research and customer insights to convert behavioural influence into financial outcomes through increased revenue and profit margins. Research shows that marketing helps businesses grow and prosper by influencing consumer choices. It also creates lasting brand connections, which enhance loyalty and lead to repeat purchases.
The macro environment consists of six major external forces that shape how organisations make decisions. These include Political, Economic, Social, Technological, Legal, and Environmental factors, collectively referred to as the PESTLE framework. Monitoring all of them helps identify opportunities and potential threats. The analysis focused on technological and economic elements, as their current influence on marketing decisions is significant.
Technology is becoming a very central feature in nowadays marketing, especially with the greater use of artificial intelligence. Shaik (2023) notes that, AI can help organisations to conduct more accurate and financially efficient marketing campaigns, which will increase the level of customer engagement. A good example is the e-commerce platform Allegro, which uses AI to recommend products based on the preferences of users and manage inventory. The established solutions improved user experience and elevated the chances of purchase by more accurately aligning with customer needs. On the other hand, automation of marketing communications can lead to a loss of authenticity and deterioration in customer relationships. Kirk and Givi (2025) note that numerous communication strategies based on AI often ignore emotional aspects and environmental elements. As an outcome, customers can consider brand interactions as impersonal or insincere. In summary, artificial intelligence may significantly improve promotional efforts, although it also raises limitations. An effective strategy is applying AI for data analysis, while remaining crucial interaction aspects under the control of people. This approach will allow companies to use modern tools without compromising customer relationships.
Economic conditions strongly influence how companies plan their marketing. Customers began paying closer attention to prices due to higher living costs and inflation. The Office for National Statistics (2024) notes that basic goods remain expensive, leading people to cut back on unnecessary purchases. As a result, many businesses promote value and affordability in their current marketing. A good example of this strategy is the Polish retail chain Biedronka. The company added more personal brand products and introduced a smartphone app with special deals for customers trying to reduce their expenses. Jeronimo Martins (2024) notes that these steps helped the company maintain customer loyalty and strong sales in an unpredictable market. This shows that tough economic times make it important for marketers to adjust their strategies to meet customers' changing financial needs.
In summary, both technological advancement and economic pressure play a critical role in shaping marketing decisions. Technology opens new ways of reaching customers, while the economy shapes how people shop and what they expect. Businesses must respond to trends in order to remain relevant and competitive.
The digital environment is rapidly evolving. Consequently, many businesses find it challenging to keep their marketing strategies relevant and effective. Sharma et al. (2025) define digital marketing as a set of promotional actions based on the use of electronic devices and the Internet to find existing and potential customers. It covers wide range of platforms, including websites, email marketing, social media, search engines, and online advertisements. According to Basu et al. (2023), analytic tools enable businesses to monitor the performance of their marketing campaigns. These tools also allow them to respond quickly to changes in consumer behaviour. Based on this knowledge, some of the most common digital marketing strategies include search engine optimisation and content marketing. Search engine optimisation focuses on increasing a page's visibility in search results through on-page and off-page activities. Effective SEO increases organic traffic and builds brand trust. In contrast, Patil and Seetalad (2024) argue that content marketing is about creating valuable and engaging materials to educate audiences. They also emphasise that this approach helps strengthen brand awareness and attract potential customers. One of the most powerful tools today is social media. It has completely changed how companies connect and communicate with their customers. Platforms such as Facebook, Instagram, LinkedIn, and X allow businesses to establish an ongoing conversation with customers. They further help companies to respond to feedback instantly and personalise marketing content. According to Kiran et al. (2024), social media enables companies to build communities around their brands, thereby strengthening customer loyalty and reach. However, Jiang (2023) states that social media requires continuous monitoring of trends, responding to negative comments, and adapting strategies to changing platform algorithms.
To summarise, marketing plays a key role in helping organisations achieve their goals and grow successfully. It does this by clearly communicating values of the businesses and building lasting relationships with customers. The PESTLE analysis shows that changes in the external environment strongly influence marketing decisions and strategies. In today’s digital environment, social media has become an essential tool for promotion, pushing companies to adapt to the rapidly changing digital surroundings. Consequently, it is evident that marketing is a smart and strategic method that helps businesses improve, keep their competitiveness, and succeed in the modern business world.
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