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Marketing plays a fundamental role within contemporary organisations by shaping how value is created, communicated and delivered to customers. In increasingly competitive and rapidly changing markets, marketing is no longer limited to promotional activities but functions as a strategic discipline that directly influences organisational performance, growth and long-term sustainability. By focusing on customer needs while responding to environmental change, marketing enables organisations to build competitive advantage and align their activities with broader strategic objectives. This essay critically evaluates the role of marketing within a business context by examining how marketing contributes to organisational success, how marketing decisions are shaped by macro-environmental factors through the PESTLE framework, and how digital transformation, particularly the rise of social media, has reshaped marketing practices. Key marketing theories, including segmentation, targeting and positioning (STP) and the 7Ps of the marketing mix, are integrated throughout and supported by relevant industry examples.
The central role of marketing within organisations lies in its ability to connect the business with its customers and external environment. The Chartered Institute of Marketing defines marketing as the activity of identifying , predicting, and satisfying client needs profitably, highlighting the importance of both customer value and organisational objectives (Cim Team, 2019). This definition positions marketing as a strategic function rather than a purely operational one. One of the most influential frameworks supporting this role is the segmentation, targeting and positioning model. Market segmentation allows organisations to divide heterogeneous markets into smaller, more homogeneous groups based on characteristics such as demographics, psychographics and behaviour (Khandelwal and Jakhar, 2020). Targeting enables firms to select the most attractive segments, while positioning determines how the organisation wishes to be perceived relative to competitors. This process supports effective resource allocation and strategic focus (George, 2025).
The application of STP can be observed in the strategies of many successful organisations. Apple, for example, segments the market according to lifestyle and usage behaviour, targets consumers who value innovation and premium design, and positions itself as a high-quality and aspirational brand (Vliert, 2021). This positioning aligns with Apple’s broader organisational objective of differentiation rather than cost leadership, enabling the company to charge premium prices and maintain strong brand loyalty. In this way, marketing strategy directly supports corporate strategy and long-term profitability (Hanlon, 2024). Furthermore, effective segmentation and targeting reduce risk by ensuring that products and services are developed for clearly defined customer groups rather than undifferentiated mass markets.
Once target markets are identified, marketing contributes to organisational success through the effective management of the marketing mix. The traditional 4Ps framework was extended to the 7Ps to reflect the growing importance of services, incorporating people, process and physical evidence (Febriansyah, 2019). The 7Ps framework illustrates how marketing decisions extend across the organisation and require coordination with other business functions. Product development depends on operational capabilities, pricing decisions must align with financial objectives, and distribution strategies rely on logistics and supply chain management (Rachmand, 2024). In service-based industries, employees and service delivery processes are particularly important, as they directly influence customer satisfaction and perceptions of quality (George, 2025). 
Starbucks provides a clear example of how the 7Ps can be used to support organisational objectives. Its product strategy focuses on consistent quality and personalisation, pricing reflects a premium positioning, and place decisions prioritise convenient and high-footfall locations. Promotional activities are supported by digital loyalty schemes and mobile applications, while people and process ensure a consistent customer experience across stores. Physical evidence, such as store layout and ambience, reinforces the brand’s positioning as a comfortable and aspirational “third place” (Sheridan, 2025). Through this integrated marketing mix, Starbucks supports its strategic objective of differentiation through customer experience rather than price competition (Dudovskiy, 2017).
Despite its strategic importance, marketing does not operate in isolation and is heavily influenced by the external macro-environment (Kampanje, 2022). The PESTLE framework provides a structured approach to analysing the political, economic, social, technological, legal and environmental factors that shape marketing decisions (Crimmins, 2025). Political factors such as government stability, taxation policies and trade regulations can affect market entry strategies, pricing and promotional activities (Issa, Chang and Issa, 2010). For instance, changes in trade agreements and import regulations following Brexit have increased costs for many UK-based retailers, requiring marketers to adjust pricing strategies and review supply chains in order to remain competitive (Kampanje, 2022).
Economic factors also play a significant role in shaping marketing strategy by influencing consumer purchasing power and behaviour. Inflation, interest rates and levels of disposable income affect price sensitivity and demand (Pan, Chen and Zhan, 2019). During periods of economic uncertainty, consumers tend to prioritise value, prompting organisations to adapt their marketing mix accordingly. Supermarkets such as Tesco have responded to economic pressures by expanding own-brand ranges and emphasising value-based positioning, allowing them to retain price-conscious consumers while protecting market share (Makos, 2024).
Social factors have become increasingly influential as demographic change, cultural values and lifestyle trends reshape consumer expectations. Growing awareness of issues such as diversity, health and ethical consumption has encouraged organisations to adapt brand messaging and positioning (Kampanje, 2022). These trends also influence segmentation strategies, as marketers increasingly target specific lifestyle or values-based segments. Nike’s use of socially conscious advertising demonstrates how brands can align marketing communications with the values of younger consumers, strengthening emotional connections and brand loyalty. However, such approaches also involve risk, as misjudging public opinion can damage brand reputation (James, 2025).
Technological factors represent one of the most transformative influences on modern marketing. Advances in digital technology, data analytics and artificial intelligence have revolutionised how organisations conduct market research, segment audiences and evaluate campaign effectiveness (Kumanje, 2025). Technology has enabled highly personalised marketing communications and more precise targeting. However, rapid technological change requires constant adaptation, as platforms, algorithms and consumer behaviours evolve quickly (Karadzhov and Patarchanova, 2025). Organisations that fail to keep pace with technological developments risk losing relevance and competitive advantage.
Legal factors impose important constraints on marketing activities and require organisations to operate responsibly. Consumer protection legislation, advertising standards and data privacy regulations shape how organisations collect data and communicate with customers. The introduction of the General Data Protection Regulation has significantly affected digital marketing practices by restricting the use of personal data and requiring explicit consent. Although such regulations may limit certain marketing activities, they also promote transparency and trust, which can strengthen long-term customer relationships (Kolios and Read, 2013). Environmental factors have gained increasing importance as sustainability concerns influence consumer behaviour and corporate reputation. Climate change, environmental regulation and resource scarcity have encouraged organisations to adopt greener marketing strategies and incorporate sustainability into brand positioning (Ahmad, 2025). Companies such as Unilever have embedded environmental responsibility into marketing communications, appealing to environmentally conscious consumers while supporting broader corporate social responsibility objectives (Smithson, 2023).
The digital age has fundamentally reshaped marketing practice, requiring organisations to adapt to changing technologies and consumer expectations. Digital transformation has shifted power towards consumers, who now have greater access to information and influence over brand reputations (Kung, 2023). Social media platforms have become central to modern marketing strategies, enabling interactive and real-time communication between brands and consumers. Unlike traditional one-way promotion, social media facilitates engagement, dialogue and relationship building (LIM, 2020).
The rise of social media has significantly altered consumer behaviour, increasing expectations of authenticity, transparency and responsiveness. Consumers actively participate in brand conversations, share experiences and influence others through reviews and user-generated content (LIM, 2020). As a result, the promotional element of the marketing mix has evolved, with greater emphasis on content marketing, influencer partnerships and engagement metrics. Brands such as ASOS use social media influencers to reinforce brand positioning and target younger segments, leveraging peer influence to enhance credibility (Attari, 2020).
Social media has also enhanced segmentation and targeting capabilities. Digital platforms allow marketers to target highly specific audiences based on behavioural and demographic data, improving campaign efficiency (Rajora, 2026). However, these capabilities raise ethical concerns regarding privacy and data use, and the speed of social media increases reputational risk. Consequently, marketing must be closely integrated with customer service and reputation management (Amable, 2014).
In conclusion, marketing plays a critical strategic role within organisations by aligning customer needs with organisational objectives and enabling sustainable competitive advantage. Through frameworks such as segmentation, targeting and positioning and the 7Ps of the marketing mix, marketing supports effective resource allocation, value creation and cross-functional integration. Marketing decisions are strongly influenced by macro-environmental forces, as demonstrated by the PESTLE framework, requiring organisations to remain adaptable to political, economic, social, technological, legal and environmental change. Furthermore, digital transformation and the rise of social media have reshaped marketing by altering consumer behaviour, communication patterns and engagement strategies. Organisations that treat marketing as a dynamic, strategic function and adapt proactively to external and technological change are more likely to achieve long-term success.
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