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Essay: An evaluation of Marketing within Business. 
Marketing is a business function that focuses on understanding and responding to customer needs through the creation and delivery of value, with the aim of building stronger customer relationship, brand loyalty and supporting long-term business growth (Malhotra & Agarwal, 2020). Marketing is key for organisations because it builds awareness, attracts customers and builds brand reputation. This shows that marketing is not limited to advertising, but rather the strategic process that helps tie a business to its target market and supports organisational objectives (Chadwick, 2024). The purpose of this essay is to critically evaluate marketing within a business context by examining the role of marketing for an organisation, the impact of macro-environmental factors, and marketing within the digital age, specifically social media.  
Marketing is a tool used within organisations to identify customers' needs and bridging a gap between market needs and customer demand, while also aligning with organisational objectives such as profitability and competitive advantage (DMI, 2024, Chadwick, 2024.) Businesses that understand what their customers need builds trust faster and gains a long-term competitive advantage (McKinsey & Company, 2021.) Tesco is an example of this. Tesco uses their Clubcard scheme to gain insight into customers purchasing habits (AtliQ, 2024). This allows Tesco to tailor their promotions and vouchers to support organisational objectives, such as revenue growth. Marketing creates competitive advantage by differentiating a brand through unique value (BBC Bitesize, n.d.). Despite common perceptions, marketing is more than promotion. Marketing is a process of research, value creation, communication and exchange (Mariadoss, n.d.). Value creation can increase profitability since having better customer value will boost the amount customers will pay for a product or service (Obafemi, Obiekwe & Omoyebage, 2023). When used together boosts revenue and competitive advantage in the long-term (Sahi et al., 2022). However, marketing does not automatically lead to competitive advantage, it depends on how effectively they use tools such as market research and strategic alignment (Schaal, 2023).  
Marketing orientation can be defined as a business strategy that places customers at the heart of every decision they make, from product placement to build loyalty and success (CFI Team, 2022). Market orientation links towards organisational success as it fosters customer value which can lead to increased innovation, competitive advantage and improve financial performance (Han, Kim and Srivastava, 1998). Market orientation typically involves a company-wide focus on understanding and developing customers' needs and wants through market research, customer focus and competitor awareness (Kopp, 2021). Using a marketing-oriented approach businesses are able to support their goal of boosting customer satisfaction, market share and long-term profitability (nyclarkinc, 2025). Marketing orientation is directly linked to customer satisfaction, as organisations focuses on delivering benefits that customers perceive as worthwhile in comparison to the costs involved (Tournois, 2013). An example of this would be Nike who use market orientation to place customer needs and brand value at the centre of its strategy (Hou, 2023). Nike creates customer value through innovative product design, brand identity and emotional value (Nike, 2025). Nike makes customers feel connected to the brand, as they motivate, empower and support athletic achievement, Nike also offers products that justify their premium prices, such as performance enhancing materials and technology (Nike, 2025). This links directly to customers willingness to pay more, as Nike delivers benefits that out way the costs (Willigan, 1992). Organisations that rely on production or sales orientation risk losing relevance if they fail to respond to the change in consumers' needs (tutor2u, 2020).
Macro factors are large external forces that impact a business. Organisations cannot control these factors, but it is important that they adapt to them (Bloomenthal, 2023). This section of the essay will focus primarily on Social and Technological factors, as these are the most relevant sections to current marketing (Nanda, 2025). Technology has played a significant role in the way organisations make decisions about marketing (Shah, 2025). Technology has allowed businesses to obtain data driven insights, which has allowed them to predict trends and understand customer behaviour (Williams, 2024). Additionally, technology enables businesses to reach their target audience with advertisements and go beyond broad demographics (Parsons, 2025). 
Technology has changed pricing strategies, as organisations are now able to use data rather than cost-based models (Panzner, 2025). Organisations can now change prices in real time depending on market demand, which is common in the e-commerce industry, such as Uber’s surge pricing (Wigmore, 2021). Consumers also have the ability to compare prices across multiple retailers, which forces companies to offer more competitive pricing (Pascucci, Savelli and Gistri, 2023). 
Promotional strategies have changed significantly due to technology. Organisations now use digital channels such as social media, email marketing and search engine optimisation, which allow them to communicate quickly and effectively with their target audience (Kirk, 2019). The places in which organisations trade have expanded beyond physical stores due to technological developments. Online stores and mobile applications allow businesses to reach wider markets and offer 24/7 accessibility (Bilardi, 2024). 
Technology has also influenced product design and how brands position themselves within the market (Wigmore, 2021). Businesses are now able to collect real-time feedback through online reviews and data analytics (Wigmore, 2021). Technology allows organisations to make more informed marketing decisions that increase productivity, customer retention, and revenue growth, technology helps organizations accomplish their goals (Kimes, 2008). Tesco gathers real-time customer data through technology like self-service checkout kiosks, Scan as You Shop systems, and online ordering platforms. This enables more tailored promotions and supports organizational goals like revenue growth and customer convenience (AtliQ, 2024; Teachers, n.d.). In order to stay competitive and relevant in a constantly evolving business environment, organizations must keep up with the rapid advancements in technology. developments. Online stores and mobile applications allow businesses to reach wider markets and offer 24/7 accessibility (Bilardi, 2024). 
As well as the technological change, social factors play a huge role in shaping marketing decisions by influencing customers’ behaviour, expectations, values and lifestyles (Raczkowski, 2021). In addition, modern consumers care more about ethical sourcing and social responsibility, which has influenced how they view a brand (Duan, 2021). Many consumers are willing to pay extra for more sustainable or fair-trade products (Forbes, 2024).  
Ethical consumer values align directly with organisational objectives. Ethical brands build a stronger and more positive connection, which leads to better brand loyalty (Iglesias and Sierra, 2019). Ethical brands also come across as more reliable as they signal integrity (Celestin, Sujatha and Kumar, 2024). Brands can also boost their reputation and image by having ethical sourcing. Having successful ethical conduct can create a positive brand image, which can help an organisation stand out amongst its competitors (Joseph, 2025). Having ethical practices also boosts long term profitability, as consumers are willing to pay extra if the product sourcing aligns with their values (Acumen Academy, 2024). 
These social factors have changed marketing by shifting the focus from a one-way monologue to a two-way consumer-centric dialogue (Comerford, 2020). Modern consumers, specifically younger generation are more socially conscious and informed (Campbell, 2022). They typically shop only sustainable brands and are willing to completely stop shopping with a brand if it doesn't align with their personal values (Campbell, 2022). This has led to the rise of purpose driven consumer, who prioritise their values rather than costs and convenience (Urbalejo, 2024). This has forced marketers to change their brand messaging and communication strategies to show ethical and social values (Kawarsky, 2024).  An example of this would be Nike, who reflects ethical and social values in its marketing by promoting sustainability, inclusivity and responsible sourcing to build brand loyalty (Elsaleiby, 2023). However, organisations risk reputation damage if ethical claims seemed as inauthentic or misleading (Troy, Eng and Overton, 2025).  
Digital marketing has influenced consumer behaviour, since consumers are now informed and rely on online reviews, influencers and peer referred content when making a purchase (Haigen, 2025; Kowalewicz, 2022). Digital marketing has influenced consumers as they are now more informed and rely on online reviews and influencers before making a purchase. Customers now expect an immediate response and personalised content from a brand (Meier, 2024). These changes support organisational objectives by increasing brand awareness and loyalty (People, 2025).However, organisations still run into issues in the e, as bad feedback can spread rapidly online, which can reduce a brands control over their image and potentially damage their reputation if it's not delt with effectively (Shah and Borkakoty, 2024) 
To conclude, this essay has critically evaluated the role of marketing within a business by looking at its strategic significance, the influence of macro-environmental factors, and the impact the digital age has had on marketing. Marketing has been shown to play a key role in identifying customer's needs, wants, creating value and supporting organisational objectives. This analysis has shown how technology and social factors have changed marketing decisions, which has required organisations to adapt to the change in consumers behaviours and expectations. Finally, the rise of digital marketing and social media has transformed the way brands communicate with customers, which has created threats and opportunities for organisations in a competitive environment.  
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