Essay assignment 2 
According to the American Marketing Association (AMA), marketing is defined as “the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large” AMA (2017). This definition suggests that the core concept of marketing is for a business entity to communicate value to its customers, with the ultimate aim of selling its products or services. As a result, marketing plays a very important role in management decision making, as organisational success depends on how effectively a company communicates its product or service to consumers. Through marketing, businesses aim to create awareness and influence consumer demand by shaping perceptions and preferences. This is supported by the Chartered Institute of Marketing (CIM), which defines marketing as “the management process responsible for identifying, anticipating and satisfying customer requirements profitably” CIM (2023). The CIM further explains that marketing is not simply about advertising a single product, such as a new coffee, but about developing a brand that creates a human connection and initiates long term customer relationships. This suggests that marketing is most effective when it focuses on long-term value creation rather than short term sales, as overemphasis on persuasion alone may reduce consumer trust and brand credibility.
The role of marketing within organisations is also described by Two Teachers (2019) as “making customers aware of the products or services a business provides.” This role is illustrated through the example of McDonald’s and its marketing of the Big Mac. McDonald’s introduced variations of the traditional burger for a limited time, offering a smaller version for lighter appetites and a larger version for customers seeking a more indulgent option. This approach was a powerful and cost-effective marketing strategy, as it used simple visual advertising to communicate the message clearly and attract consumer attention. Customers understood exactly what they were purchasing, with the only difference being portion size. As confirmed by F,Arash (2025), the use of limited time offers created urgency and encouraged consumer discussion, while maintaining a consistent product message. D,Peters (2018) also supports this, stating that “there can be little doubt that broadcasting this iconic product on billboards has been key to its high recognition,” highlighting how effective marketing has contributed to McDonald’s long term brand success. This strategy is heavily dependent on McDonald’s strong brand recognition, and similar campaigns may be less effective for smaller or less established brands, demonstrating that marketing success is often context dependent. According to the AMA (2022), the marketing mix consists of the four Ps: product, price, place and promotion. Product decisions are particularly important, as organisations must emphasise what differentiates their product from competitors in order to attract consumers. For example, Dyson is well known for its reputation for innovation and quality engineering. This strong product positioning enabled Dyson to successfully expand from vacuum cleaners into new markets such as pet care and hair styling products Cosmetic Business (2016). According to Twin (2025) price refers to how much a business charges for its product or service and must account for production costs, marketing expenses, distribution and competitor pricing while remaining affordable for consumers. Apple is a strong example of effective pricing strategy, as it maintains premium prices to reinforce its high quality brand image. In addition, Apple uses subscription services such as cloud storage to encourage long term customer retention Applied Marketing Strategies (2023). Although premium pricing strengthens Apple’s brand positioning and profitability, it may exclude price sensitive consumers, highlighting the trade offs a organisations must consider when setting pricing strategies.
External macro environmental factors also significantly influence marketing decisions and can be analysed using the PESTLE framework. According to Indeed (2025), PESTLE refers to Political, Economic, Social, Technological, Legal and Environmental factors that affect organisations operating within a macro environment. Social factors include culture, income levels, career patterns and lifestyles. A PESTLE analysis of luxury brand Christian Dior shows that rising costs and inflation have influenced consumer spending behaviour. Although Dior has continued to raise prices, spending habits have slowed, leading the brand to adopt a more sustainable and slower expansion strategy. Legal factors have also affected Dior, particularly with the introduction of new European Union regulations such as the Corporate Sustainability Due Diligence Regulation (CSDR). According to PESTLE Analyst (2026), Dior adapted by assessing 99% of its suppliers for social and environmental risk, demonstrating a proactive response to evolving standards. This illustrates how external legal and economic pressures can restrict marketing flexibility, even for well-established global brands, while also shaping brand reputation and ethical positioning. In recent years, it has become increasingly important for businesses to adapt to technological change. Two Teachers (2024) emphasise that organisations must examine external technological factors in order to remain competitive and meet customer needs. McDonald’s again provides a strong example through the introduction of self-service kiosks, mobile applications and home delivery services. These technologies have reduced staffing costs, improved service speed and enabled upselling opportunities, while also creating new revenue streams through third-party delivery platforms. According to 3POS (2024), self service tills increase average customer spend by promoting add-on purchases, reduce waiting times and improve customer satisfaction. Additionally, kiosks allow businesses to collect customer data, enabling more personalised advertising and real time price adjustments through data analytics. Increased reliance on technology may reduce human interaction for some customers and raises ethical concerns regarding data privacy, highlighting the need for responsible and balanced technological integration.
Digital marketing has become a vital element of modern marketing strategy.  Reliable Soft Academy (2020) explains that digital marketing involves promoting products or services online through methods such as email marketing, online advertising and influencer marketing. These approaches have increased significantly since the COVID-19 pandemic, as organisations shifted towards online engagement. Strategic Directions (2023) confirms that “firms must rely on innovation to recover and retain consumers,” arguing that combining traditional marketing with digital strategies is an effective way to achieve these aims. Digital marketing also supports customer retention and brand loyalty by allowing organisations to better understand and engage with their target audiences. Through cookies, online surveys and social media polls, firms can quickly gather feedback and tailor consumer experiences. Despite these advantages, digital marketing also presents challenges such as advertising saturation, reduced consumer trust and reliance on social media algorithms, suggesting that digital marketing should complement rather than completely replace traditional methods. Digital marketing also holds alot into accountability and providing customers with a real image of the companies this is used to build long lasting connections between the brand and the customer A,Mohammad(2022).
In conclusion, marketing plays a central strategic role within organisations by enabling businesses to communicate value, build strong brands and achieve long term organisational objectives. Through effective marketing strategies, organisations can influence consumer behaviour, support competitive advantage and drive profitability. However, the effectiveness of marketing is shaped by external macro-environmental factors such as economic conditions, legal regulations and technological developments, as demonstrated through the PESTLE framework. The rapid growth of digital marketing and social media has transformed how organisations engage with consumers, offering opportunities for personalisation and engagement while also presenting challenges related to data privacy and consumer trust. Overall, marketing contributes most successfully to organisational performance when it is strategically integrated, ethically managed and adaptable to external and technological change.
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