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Marketing provides more than just commercial activities; it is a cultural process whereby businesses create meaning, build consumer perceptions, and establish identities that are recognised and valued by individuals (Sheth, Parvatiyar & Uslay, 2024). In the competitive marketplace, products cannot do this alone; therefore, it is the strength of an organisation's brand that often distinguishes one organisation from another, as well as the emotional connections between brands and their incorporated communication and the extent to which they can stay relevant in this rapidly evolving digital world (Aaker & Moorman, 2023). Marketing is not only about creating awareness and sales but is also utilised to build symbolic value, develop brand loyalty, and connect an organisation with its audiences through shared values and lifestyles (Chernev, 2025). This essay will discuss how marketing contributes to organisational success through its ability to create brand identity and emotional attachment, how PESTLE factors affect the way a brand is positioned and perceived, and how the digital transformation has impacted the way in which brands are memorable and culturally relevant through the use of social media and creator culture (Kingsnorth, 2025).

Brand building is one of the most significant functions of marketing for an organisation. Brands create value for customers by conveying certainty, quality and familiarity; thus, reducing the risk of purchase (Chernev, 2025). Branding also provides a set of values associated with the product or service, allowing customers to integrate the brand into their lifestyle, aspirations and self-identity (Kotabe & Helsen, 2022). Marketing creates and maintains these values over a period, which can lead to higher levels of customer loyalty, enable the justification of premium pricing, and provide resilience against competition (Aaker & Moorman, 2023). Marketing plays an important role in long-term business value by helping to turn products into long-lasting market assets.
Emotional branding theory explains how some brands can continue to exert a strong influence. Emotional branding builds an emotional connection between the brand and its consumer through personal feelings, memories, aspirations or values that are important to consumers (Wu, 2022). Instead of concentrating only on product characteristics, emotional branding creates deeper level attachments between consumers and brands. Examples of this are Apple and Nike, both of which not only sell products but also promote the ideas of creativity, aspiration, individuality and success through their marketing strategies (Hou, 2023). It is the purpose of marketing to make the brand personally meaningful and not just visible. When marketing creates a deeper connection with a consumer, it can foster a more positive and long-lasting relationship compared to advertising or informational-based marketing.

Storytelling is closely related to emotional branding because it allows an organisation to share its values, history, purpose, and impact on customers in a way that creates meaning and memorability to the consumer (Mandung, 2025). Using a narrative structure allows a consumer to feel a connection with a brand emotionally, thereby enhancing the effectiveness of the marketing and making it easier for the consumer to recall the marketing message(s). This is especially true in highly competitive digital environments, where consumers are exposed to rich volumes of content from many sources and, as such, tend to ignore strictly functional-based messages (Pagani and Wind, 2025). Storytelling helps to differentiate and culturally resonate with a brand, thus supporting organisational objectives (Putri and Setiawan, 2025).

Marketing also creates consistency between the internal culture of the organisation and the customer experience. For a brand to have credibility, there must be consistency between the values the brand communicates externally and how the organisation operates internally (Balakleiets and Kovalevska, 2025). As such, marketing plays an important role in the interplay between operations, digital platforms, HR and service design. Starbucks is a great example of this, as its success is related to how well it communicates but also to how it consistently creates an environment that supports the experience of its customers and uses integrated digital systems to enhance its brand (Haskova, 2015). The way in which marketing has been used to manage customer experience, in addition to customer message, demonstrates that it is an integral contributor to the success of the organisation through symbolism and delivery (Kotler and Keller, 2016).

External factors like political and legal issues influence how brands create meaning for themselves and how they create marketing strategies; for example, they are strictly controlled by government regulations that regulate advertising, protect intellectual property, regulate data usage and establish product regulations (Qadri and Tariq, 2025). Economic factors are also influential factors as they change consumer priorities, and can also cause the premium, value or convenience oriented to have different appeal to consumers (Mammadov, 2024). Social factors have the greatest impact on brand decision-making since branding is culturally influenced and connected to cultural trends, identity and lifestyle. The growing importance of values related to sustainability, inclusiveness and authenticity means that brands must adapt their communication to be credible and relevant (Ray and Nayak, 2023). Environmental pressures are becoming more significant, and in some industries, such as fast fashion and food, consumers are expecting brands to demonstrate more responsibility and transparency (Fatimah et al., 2026).
The continued advancement of technology and understanding of technology will continue to impact these relationships; social media has revolutionised how messages from brands can be communicated, as well as the timeframes and public visibility associated with these messages (Alalwan et al., 2017). The way consumers consume advertisements has changed dramatically. They now participate in brand culture, not just consuming content created by others, but also creating, commenting on, sharing, recommending and critiquing brands, sometimes even while using the product (Soegoto and Utomo, 2019). This change has dramatically changed marketing's role from simply delivering an advertising message to managing relationships with consumers and their communities (Khanom, 2023). As a result, brands will need to pay much more attention to how their communities are responding to them, the types of partnerships they create with content creators, and what formats the content should be created in (Khanom, 2023). In effect, marketing has moved into the realm of digital culture (as opposed to being viewed solely in terms of the effects of advertising).

The growth and popularity of influencer and creator culture have further increased the significance of this change. Many consumers often perceive creators as being more authentic and relatable than traditional advertising. Much of the time, especially in industries that rely heavily on image, lifestyle, and identity, companies will use marketing to partner with trusted digital influencers or celebrities to reach their communities using a more personal style of communication (Trehan, Siddiqui and Dewangan, 2025). At the same time, this creates risk, as the trust that exists between brands and consumers can be damaged quickly by insincere or forced collaborations. Consequently, marketing in this environment will depend on the ability of brands to demonstrate how well they fit with the identity of their content creators and meet the expectations of the consumers in their community (Putri and Setiawan, 2025).
Many global brands provide some illustrative examples of how marketing can work in this environment. For example, Coca-Cola has built a very strong global brand using emotional symbolism, routine familiarity and a positive association with lifestyle (Vrontis and Sharp, 2003). McDonalds has built a strong global brand by successfully combining a strong global identity with local adaptations and a digital strategy based on convenience (Jian et al., 2021). In the case of Zara, the company has successfully maintained cultural relevance by aligning its marketing with fast-moving fashion trends, digital visibility and the expectations of younger generations (Zhou, 2025). These companies demonstrate that successful marketing will rarely consist only of promoting their products. Successful marketing will also build meaning and remain relevant to consumers, while ensuring that the brand is connected to the daily life of the consumer and the culture around which it was created (Ma and Gu, 2024).

To summarise, the marketing function helps to assist organisations in meeting their strategic objectives by creating brands that are visually appealing, meaningfully relevant, emotionally resonating and culturally relevant (Aaker and Moorman, 2023). The concepts of emotional branding and storytelling demonstrate that the strongest performance from marketing will result from connecting to a consumer's identity, memory and sense of value (Wu, 2022; Mandung, 2025). Additionally, PESTLE analysis indicates that branding and marketing communication are also affected by the political, economic, social, technological, legal and environmental factors (Qadri and Tariq, 2025). In addition, social media and influencer/creator culture have fundamentally altered how brands connect with consumers and are culturally visible (Joshi et al., 2025). Overall, marketing continues to be an important function because it links organisational strategy with the emotional and cultural aspects of consumer behaviour (Chernev, 2025).
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