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Marketing is the process by which companies evaluate their target markets, understand customer behaviour, create attractive offers, and communicate them to customers to provide value and achieve their organisational objectives (Palmatier and Sridhar, 2020). Marketing is also used to create awareness, increase engagement with customers, create loyalty, assist in increasing market share, and establish a competitive advantage in the marketplace (Sudirjo, 2023). With the rise of digital marketing, companies can now use marketing to collect data, tailor their messaging to customers, and manage their customers' experiences through both online and offline channels (Ma and Gu, 2024). As Marketing has become increasingly reliant on data and technology, it has also become more analytical, procedural, and interactive (Caputo et al., 2021). In this paragraph, I will first define what marketing is and how it is used; second, I will discuss several key theories of modern marketing, including Personalisation, Technology Acceptance Model, Digital Strategy, and AI Ethics; third, I will provide case studies on Influencer Marketing, E-Commerce, and Starbucks; and finally, conclude that successful marketing requires an appropriate integration of theory, current trends, and responsible use of technology (Kingsnorth, 2025).
Marketing connects customers' needs with business solutions through research and analysis to develop appropriate offerings to appeal to targeted segments (Palmatier and Sridhar 2020). Marketing facilitates the reduction of uncertainty in business planning by establishing the likelihood that the offerings will fulfil actual customer demand (Sudirjo 2023). In addition, marketing contributes to the retention of existing customers by ensuring that brands continue to provide value to customers over time (Wilson and Liguori 2023). Thus, Marketing is more than just an activity intended to persuade potential customers to purchase; it is a process through which companies can shape their own organisational decision-making, develop relationships with their customers, and generate brand loyalty over the long term.

One of the major theories in modern-day marketing is Personalisation Theory, wherein customers are increasingly expecting their interactions with companies to be customised for them based on their individual preferences and behaviours. Personalised marketing means modifying messages, content, offers, and experiences based on the attributes or behaviours of specific customers (Chandra et al., 2022). The growth of this type of marketing has accelerated because digital platforms allow organisations to gather vast quantities of data about how people browse, purchase, and prefer to receive information (Theodorakopoulos and Theodoropoulou, 2024). Thus, marketing can create outreach to both broad segments of the population and quite small groups of people (Owusu-Berko, 2025) and even to one individual at a time. The increase in personalisation can enhance customer satisfaction because it creates an experience that feels more applicable and useful to that customer. However, concerns have been raised regarding privacy and fairness issues, and as such, personalisation must be developed in conjunction with ethical considerations (Hermann and Puntoni, 2025).
The technology acceptance model (TAM) provides another useful theoretical perspective. The TAM explains why a person chooses to accept or reject a particular technology based on how useful they feel that technology will be (perceived usefulness) and how easy they think it will be to use that technology (perceived ease of use) (Musa et al., 2024). This aspect of marketing is important because many customer interactions today occur through websites, apps, self-serve kiosks, and/or other digital platforms (Hussain et al., 2023). If customers disagree with the perceived ease of using those technologies, or if they feel that those technologies do not provide value, customers may stop engaging with the brand (Khanom, 2023). Thus, marketing can be used for developing compelling content and for taking part in the design of customer-friendly digital experiences (Schwertner, 2017). This illustrates that, as marketers, we must look for ways to integrate marketing into other areas of the organisation, especially those related to the customer experience.
Another important theory to consider in digital marketing strategy is that of strategic digital marketing. A digital marketing strategy requires aligning websites and other online channels (search, email, social media, mobile) so that all channels work together in achieving the overall goal of the business (Kingsnorth, 2025). Because a customer will likely use multiple online channels before they make purchasing decisions, all marketing efforts should guide the customer through the entire journey, rather than only creating awareness (Markovitch and Willmott, 2014). The use of data (analytics) helps marketers understand how many times a customer clicked on a particular item, how engaged the customer was with the website, the path of the customer to make a purchase, and where the customer dropped off from that path (DataReportal, 2025). Compared to traditional forms of communications, the use of data and technology to gather data has allowed for businesses to measure their marketing efforts more than ever (Caputo et al., 2021).
While many marketing opportunities have been created through advancements in technology, including the use of generative artificial intelligence (AI), AI presents challenges to ethical marketing as well. AI can create marketing content, support marketers in their analysis of the market, create personalised recommendations, and improve efficiency for businesses, and hence, businesses will have the ability to achieve their marketing objectives quicker and more at scale. However, AI creates issues regarding manipulation, authenticity, bias, and/or transparency (Kumar et al., 2025). Therefore, marketers need to apply ethical marketing techniques when using technology to ensure that customers are treated with respect and trust (Hermann and Puntoni, 2025). In this respect, marketing can positively affect behavioural change while at the same time be used to manage the ethical implications of communication technology (Balakleiets and Kovalevska, 2025).
Modern successful marketing can be shown very clearly using social media and influencer marketing campaigns. Because many consumers of brands feel they can easily relate to native creators, they will frequently view them as more trustworthy than traditional advertising (Joshi et al., 2025). Instead of using traditional marketing methods, influencers can create an experience that allows their audiences to mix entertainment, identity, and recommendation together (Trehan, Siddiqui, and Dewangan, 2025). In turn, this shows that marketing is often used today for social proof or community building rather than just relying on official corporate communications (Kamyabi, Ozgit, and Ahmed, 2025). One example would be Starbucks. Starbucks has been able to combine high-quality products with a lifestyle approach, an emotional appeal, and digital convenience (Haskova, 2015).
Another example of successful marketing would be e-commerce. Online businesses leverage a variety of approaches, like using recommendation systems to provide insight based on the purchasing behaviour of other customers, using customer data to drive targeted advertising, and developing seamless digital interfaces to increase operational performance (Ma and Gu, 2024). With e-commerce businesses, marketing acts to reduce friction and improve the relevance and overall experience when navigating and completing a purchase on the site (Palmatier and Sridhar, 2020). Successful online firms generally utilise attractive offers, strong navigation, concise communication, and responsive customer support (Kamyabi, Özgit, and Ahmed, 2025). Ultimately, successful marketing in the digital realm can be achieved when there is integration between strategy, data, and customer experience.
Marketing is influenced by external factors as well. Economic conditions, legal frameworks, culture of social media, and technology innovations all dictate how businesses use marketing (Qadri and Tariq, 2025). In an uncertain environment, businesses must remain nimble and utilise customer feedback to gain insight (Wilson and Liguori, 2023). There is support for market-oriented behaviour because it allows businesses to continually understand current trends and changes in consumer expectations (Karami, Crick, and Crick, 2023). Therefore, marketing becomes not only a strategic planning tool but also a means of communicating with customers.
In conclusion, marketing serves as a resource to identify customers, develop a competitive advantage, drive digital engagement, and support the long-term success of the company (Palmatier and Sridhar, 2020). Personalisation theory, technology acceptance theory, digital strategy theory, and AI ethical theory all point to the fact that marketing today is much more than just advertising (Chandra et al., 2022; Musa et al., 2024; Hermann and Puntoni, 2025). Successful marketing examples like influencer marketing, e-commerce businesses, and Starbucks all highlight that the three main drivers of successful modern marketing are relevance, convenience, and trust (Joshi et al., 2025; Haskova, 2015). Marketing will remain vital to help organisations adapt marketing theories and technologies in a manner that meets changing customer expectations in a responsible manner (Kingsnorth, 2025).
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