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Marketing is sometimes misunderstood as the totality of consumer advertising efforts, especially when only considering the nature of the marketplace in which the organisation is operating, such as business-to-business (B2B) marketplaces. For many organisations in the B2B sector, marketing is not focused on mass marketing campaigns, but is focused on building trust, creating clarity around the value of the product or service, building the reputation of the organisation and creating long-term exchange relationships (Brennan, McGrath and Canning, 2024). In this way, marketing can be used to explain complex offerings, reduce perceived buyer risk and connect a firm’s internal expertise with the external needs of the market (Hall, 2022). As a result, marketing has a significant impact on organisational performance; it not only creates awareness but also trust, service expectations and the formation of long-term commercial relationships (Wirtz and Kowalkowski, 2023). This essay will discuss how marketing contributes to organisational success through its role as a relationship-oriented strategic function; how the PESTLE forces have influenced the choice of B2B marketing strategies, and how digital transformation has changed the way organisations convey value, manage stakeholders, and utilise technology in marketplace relationships (Lim, 2023).






Understanding B2B marketing theories will provide a solid foundation for the reasons for marketing within an organisational context, as organisations typically do not purchase products and services in the same manner as individual consumers. Since the organisational buyer's decision to purchase a product or service usually involves a greater degree of financial, operational, and reputational risk, they require greater amounts of information, more reassurance, and greater evidence of the product or service's value before they make a purchase decision (Cortez and Johnston, 2017). Therefore, marketing is used for more than just attracting potential customers; it is also used to provide assurance and reassurance while reducing the uncertainty associated with the purchase of a product or service. Marketing is also used to provide prospective customers with an understanding of the value of the organisation's offer, allowing them to compare the organisational offering with competitive offerings, and to build trust in the organisation that will ultimately supply the product or service (Hadjikhani and LaPlaca, 2013). When it comes to supporting larger organisational goals through marketing, many of the same principles apply as with creating better leads. Therefore, through marketing, organisations can generate higher-quality leads, create stronger ties to current customers, and help sales teams perform at a higher level over the long term (Bamberger, Reinartz and Ulaga, 2025).
Both the relationship-driven nature of marketing ties it to both services and the way value is created with the customer. In many B2B environments, what is being sold is no longer simply a product, but a service relationship that will be ongoing, an exchange of knowledge, or a solution to a business problem (Wirtz and Kowalkowski, 2023). Marketing defines the value proposition for the customer, supports the organisation's credibility and capability, and creates expectations regarding service quality, responsiveness, and ongoing support (Jagodic and Milfelner, 2022). Consequently, marketing is critical to both obtaining new customers (customer acquisition) and retaining existing customers (customer retention), helping to develop accounts that are critical to the stability and continued growth of any organisation.
While branding is especially important in this scenario, branding in B2B businesses is typically more closely aligned with consumer products. A strong B2B brand demonstrates to potential purchasers that the organisation possesses business expertise, reliability, and a strategic fit to the buyer’s requirements; it reduces the uncertainty that buyers experience when performing a purchase in a highly competitive or highly technical environment (Kotler and Pfoertsch, 2025a). Transformational branding within B2B businesses goes beyond that by linking marketing to organisational purpose and performance through branding, combined with the successful use of technology (Kotler and Pfoertsch, 2025b). In this respect, marketing is not a stand-alone communication tactic but rather part of the way that an organisation presents itself to the market, describes its strengths, and provides justification for its place within the marketplace (Hall, 2022).
Marketing, like any other form of communication, is also heavily impacted by the macro-environment. In B2B markets, regulatory, procurement, international trade conditions and compliance can impact how companies purchase and sell (Qadri and Tariq 2025). Therefore, political & legal factors are important considerations; economic conditions will influence confidence regarding investment, availability of budgets for purchasing and priorities for purchasing. In uncertain economies, purchasing agents will often adopt a risk-averse approach when looking for products or services they tend to want to see evidence of a high level of efficiency and/or justification of longer-term value before agreeing to purchase; social factors impact communication style, the development of trust and the norms of relationships in these areas (Judijanto, Putra and Muhtadi 2024). There are also technological forces at work since the use of digital platforms, AI and the availability of industrial data systems have changed how we manage business relationships (Keegan, Dennehy and Naude 2024); lastly, environmental pressures increasingly dictate supplier selection as sustainability concerns become more important and as a result affect the legitimacy of corporations (Chong and Patwa 2023). As a result, PESTLE analysis shows B2B marketing decisions are heavily influenced (not only by) external factors versus being determined simply by individual preferences.
Major shifts in B2B marketing structures have occurred because of digital transformation; use of AI/automation/customer data systems enables businesses to effectively manage relationships with their customers and enables more precise customisation of communications (Moradi and Dass 2022); use of CRM systems enables businesses to record/transact on past purchases, receive/understand customers’ needs and provide consistent communication among different departments (Gaczek, Leszczyński and Mouakher 2023); this means that marketing and sales, customer service and operational support have become increasingly integrated all three functions work together rather than being independently managed (Jagodic and Milfelner 2022). As a result of digital transformation, marketing's strategic role within organisations will be deepened with respect to the relationship infrastructure of those organisations.
The use of AI technology in B2B marketing is highlighted as both an opportunity and a challenge. Intelligent systems can leverage customer data to analyse patterns and conduct account-based targeting more efficiently compared to average manual approaches (Keegan et al., 2024). However, the introduction of these systems could create distrust or resistance from employees or customers if they feel that the automation reduces the need for human judgment and quality of the relationship (Lin et al., 2022). Hence, marketing in this context must provide both efficiency and credibility, using technology to enhance rather than replace the human aspect of business relationships (Moradi and Dass, 2022).
Additionally, social media has become increasingly important for B2B marketers than was previously thought. Though initially used only for marketing purposes, social media is now commonly used by B2B marketers to develop thought leadership, gain professional visibility, network, and build trust (Cartwright et al., 2021). Business buyers typically use social media to research a company's products or services before they contact them to purchase those products or services, so having an effective digital presence and content strategy can directly impact their purchasing decisions (Cartwright et al., 2022). Therefore, marketing shapes how a firm is perceived before formal sales discussions take place, increasing its importance within the firm.
Looking ahead, future marketing in B2B markets will further contribute to this trend by utilising immersive and new technologies. Current studies suggest that future B2B marketing will have a more interactive, demonstrative nature than what is used today, while leveraging virtual realities and new means of communicating experiential value (Bamberger et al., 2025). Furthermore, with the advent of these new technologies, there are now ethical and strategic concerns related to the over-commercialisation, control, and trust of stakeholders (Lim et al., 2025). As a result, marketing will continue to evolve as technology advances, but marketers must maintain credibility, trust, and strategic consistency throughout these changes.





In summary, the significance of B2B marketing is found both in its role as an enabler of organisational success by creating credibility, clarifying value, enabling service relationships, and building long-lasting relationships with stakeholders (Brennan et al., 2024), and in its strategic nature as an enabler of connecting internal capabilities to external expectations (Kotler and Pfoertsch, 2025). The B2B marketing environment will be influenced by multiple factors, including regulation, economics, culture, technology, and sustainability (Qadri and Tariq, 2025). AI, CRM, social media, and pervasive new technologies are significantly changing the way value is communicated and how relationships will be managed in the digital environment (Keegan et al., 2024). Therefore, any successful B2B marketer will need to use technology smartly to create a combination of technical sophistication, relational intelligence, and ethical responsibility (Uslay, 2025).
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