


Marketing is considered the most important part of a modern-day company's strategic function because of its role in connecting a company with its customers, creating value propositions, and assisting businesses in remaining competitive within changing market environments (Palmatier and Sridhar 2020). Marketing is not only about being able to advertise to or sell products to a customer; it also serves to understand a consumer's needs, identify opportunities in the marketplace, support innovation, and create a long-term relationship to help the business survive and grow (Sudirjo 2023). A more extensive understanding of marketing will become more critical in times of uncertainty when companies must quickly adapt to changes in behaviour, new technologies and economic pressures (Wahdiniwaty et al. 2022). Marketing, in addition to contributing to revenue generation, also supports organisations by strengthening their resilience, increasing their capacity for strategic learning, and enhancing customer retention (Hokmabadi, Rezvani, and De Matos 2024). This essay will argue that marketing serves a central role in helping organisations to become successful by providing organisations with customer insight and adaptability, that macro-environmental conditions identified through PESTLE have a substantial effect on marketing decisions made by an organisation, and that digital transformation (particularly with the growth of social media/fame) has changed how organisations communicate, compete, and engage with customers (Saura, Palacios-Marqués and Ribeiro-Soriano 2023). 



The function of marketing within organisations can be understood through the connection between marketing and organisational adaptability. Companies are operating in changing environments where customer expectations, competitive strategies and market conditions are continually evolving. Marketing serves to provide an organisation with a method of monitoring these changes and making strategic responses (Wilson and Liguori 2023) and allows organisations to collect customer feedback, identify unmet market opportunities and alter their goods and services as well as messaging as appropriate. (Aslam et al. 2025). The importance of marketing has increased significantly for SMEs. SMEs cannot always compete solely on a scale basis and need to rely on being agile and relevant in their market and having a close connection to their customers (Mathafena and Msimango-Galawe, 2023). Therefore, marketing is not only a support function but also provides the organisation with learning and the ability to survive.

This theory is closely linked to entrepreneurial marketing; this type of marketing is characterised by opportunities, innovation, proactiveness and responsiveness to customers in unstable and/or resource-limited circumstances (Alqahtani et al., 2024). Traditional models assume businesses will have stable structures and therefore will have predictable demand; however, firms have to be able to quickly trial and modify their offerings (Karami et al., 2023). Consequently, entrepreneurial marketing theory outlines how marketing adds value to a firm by assisting it in identifying and acting on new opportunities ahead of its competitors and therefore makes marketing an essential element of a business strategy, not peripheral. Another theory that supports SMEs is market orientation, which is defined as a business's ability to obtain relevant information about customers and/or competitors, which is distributed to personnel within the organisation, and used to assist the company in making better decisions and/or improving its performance (Wilson and Liguori, 2023). Therefore, market orientation contributes to the overall success of an organisation by helping the organisation avoid becoming disconnected from the needs of its customers (Tirtayasa and Rahmadana, 2023). In addition, the use of market orientation leads to product modifications and improvements in service delivery, which enables an organisation to take advantage of better competitive positions. Finally, organisations that build strong connections with customers and respond to them in an intelligent manner will have a greater chance of staying current through periods of disruption (Hokmabadi et al., 2024). Marketing plays a dual role: it not only leads consumers to purchase products, but it also keeps the organisation aligned strategically with market demand.

External factors affecting marketing strategy can be identified and assessed through a PESTLE analysis. Political and legal factors, for example, are very important in how organisations market their products; and in the way that the organisation uses data, complies with consumer laws, and markets across different geographical locations (Qadri and Tariq, 2025). These factors are even more critical in the digital arena, where organisations have increased access to customer information and have employed more targeted advertising strategies. Economic conditions can also influence marketing strategies, e.g., factors such as inflation, reduced disposable income, and uncertainty within an economy can result in organisations needing to reposition their brand positioning around the concepts of affordability, convenience or reliability (Zaurez Afshar & Hussain Shah, 2025). As a result, smaller organisations may need to modify their products and/or promotional messages if they are to attract consumers who have limited disposable income (Kanojia & Rathore, 2025).
Social factors can also significantly influence marketing strategy, as consumers' behaviours and attitudes are shaped by their values and lifestyles, identity and culture (Toha & Supriyanto, 2023). In addition, many consumers expect organisations to be authentic, responsive and deliver convenience; and since many younger consumers prize visual impact, peer validation and relevance on social media, organisations will need to increase the amount of visual content that they produce (Kabir et al., 2025).

Environments also affect marketing strategies, e.g., with an increase in expectations around sustainability, and where many companies have failed to take into consideration sustainability in their marketing efforts, these organisations can appear out-of-date and/or irresponsible. Conversely, if an organisation communicates authenticity in its sustainability initiatives, it may therefore enhance trust and differentiation (Ray & Nayak, 2023). According to Amiri et al. (2023), technological change is the PESTLE factor with the greatest impact on organisations, as they radically alter the way organisations gather data, present their value proposition and interact with their customers.
The logic of marketing has changed dramatically in the digital age for a variety of reasons. One of which is that communication has become more immediate and participatory. Through social media platforms, consumers can now respond to brands in real time, publicly share their experiences, and influence the way a business is perceived through the use of reviews, comments and recommendations (Ryan, 2020). This means that the communication of brands is no longer entirely in the hands of the organisation; rather, it is part of a larger conversation that occurs publicly between all parties involved and happens simultaneously (Evans et al., 2021). As a result, marketing must adjust to be more responsive, authentic and participatory than the traditional one-way process of promoting a product.

The use of influencers for marketing provides an excellent illustration of this transition in marketing, as influencers tend to influence the purchase decision process due to their relatability, familiarity, and integration into online communities (Rathod, 2022). Influencers typically create content that is a combination of entertainment, lifestyle and product endorsements, and is often produced in a more natural way than traditional advertising (Tanwar et al., 2021), highlighting that consumer trust in making purchasing decisions in the digital world is frequently mediated by peers and content creators, not solely by corporate brand messaging. Vangelov (2019) argues that influencer marketing can be very successful when the partnership is perceived to be credible and consistent with the audience's expectations. Poorly aligned influencer partnerships can erode consumer trust, confirming that the fundamental components of effective digital marketing continue to be both strategic fit and authenticity (Kanaveedu & Kalapurackal, 2022).

Also, the application of customer experience theory furthers the understanding of digital marketing. The customer's journey now occurs across a multitude of different touchpoints, including social media platforms, web pages, reviews, text messages, and interactions that occur after the sale (Lemon & Verhoef, 2016). Therefore, it is important that marketing supports the entire customer experience rather than just generating brand awareness. Examples of this can be seen with Nike and Zara. Nike employs storytelling, branding based on identity, and digital engagement to form a strong emotional connection with their customers (Wu, 2022). Conversely, Zara utilises speed, sensitivity to trends, visibility online (digital), and continuous renewal of products to demonstrate a more fashion-responsive marketing model (Purawat, 2024). The contrasts between these two companies illustrate that there is no single formula for successful marketing; rather, successful marketing is driven by the effective alignment of brand messaging, value provided to the consumer, and consumer expectations. Additionally, utilising data to inform marketing strategies has grown in importance. Analytics provide organisations with a means to track marketing's engagement, discover trends, optimise targeting, and measure results more accurately than previously possible (Saura, Palacios-Marqués & Ribeiro-Soriano, 2023). This is especially valuable to small and medium-sized enterprises (SMEs) because they often must maximise returns on limited resources (Isibor et al., 2025). In this context, marketing contributes to organisational success not only by generating exposure but also through facilitating the evidence-based learning and ongoing improvements necessary for the organisation's future success.







In summary, marketing is critical to organisational success because it enables organisations to understand their customers, to adapt in times of uncertainty, and to achieve strategic relevance (Palmatier & Sridhar, 2020). Both entrepreneurial marketing and marketing orientation demonstrate that marketing is about learning, innovating, and being resilient rather than just promoting (Alqahtani, Uslay & Yeniyurt, 2024). A PESTLE analysis illustrates that the political, economic, social, technological, legal, and environmental factors impacting marketing will differ across various industries and affect how marketing strategy is developed (Qadri & Tariq, 2025). The way brands communicate with consumers through social media and relationships with influencers has fundamentally changed how consumers and brands interact, and therefore, how consumers and brands make purchasing decisions in the digital age (Ryan, 2020). Overall, marketing continues to be an essential function of organisations in that it provides organisations with an intelligent means of responding to change and building relationships with consumers in fast and unpredictable markets (Hokmabadi, Rezvani & De Matos, 2024).
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