
ESSAY: AN EVALUATION OF MARKETING WITHIN BUSINESS



Marketing is generally seen as the way that businesses find out about and meet the needs of their customers by providing them with goods and services that have a profit margin (Kotler &amp; Keller, 2016). Marketing can also help in creating products, developing pricing strategies, creating and building brands, choosing distribution channels, communicating value to customers and maintaining relationships with customers (Mowar, 2022). Therefore, because of its impact on the design, growth, and competitiveness of businesses within a given environment, marketing is more than just advertising and selling (Chernev, 2025). An organisation that employs strong marketing activities will support its overall strategy, better understand its customers, and connect its business with the needs of the market more effectively (Kotler &amp; Armstrong, 2016). 
This essay presents a critical assessment of the role of marketing in the context of the organisation, examines macro-environmental conditions that impact the organisation using PESTLE analysis, and discusses how digital transformation, particularly social media have changed how consumers behave and how brands communicate (Pascalau et al., 2024). 






The marketing mix is one specific methodology to illustrate the role of marketing. The original marketing mix focused on the "4Ps" (product, price, place, and promotion); these were the key variables any business had to manage to offer products and services to customers in an attractive manner (Kotler &amp; Armstrong, 2016). Since its creation, the marketing mix has evolved, particularly in terms of services, to contain the "7Ps" (i.e., people, process, and physical evidence), but it is still relevant because it continues to demonstrate that marketing is part of several business decisions made by organisations (e.g., product decisions can shape innovation and quality; pricing can impact customers' perceived value and competitiveness; distribution can impact accessibility; promotional methods can communication the awareness and meaning behind the brand; and so forth) (Chartered Institute of Marketing, 2025; Kartika &amp; Aprianingsih, 2026). Marketing contributes to broader business success through its ability to connect to the delivery of value in many dimensions (Pitri et al., 2026).
Another theory that is particularly valuable to marketing is customer relationship management. CRM seeks to create a strong relational understanding of customers over time and, as such, collects and stores useful customer information and helps to develop long-lasting customer loyalty as opposed to the development of merely short-lasting transactions (Guerola-Navarro et al., 2024). Because of this, retention and repeat purchases are necessary for sustainable profitability, and therefore marketing contributes to overall business objectives through increasing customer lifetime value, improving customer service and establishing a meaningful bond between brand and consumer (Lemon & Verhoef, 2016). Marketing also creates a bridge between digital capability and marketing because customer data processing systems are the backbone of how businesses create a personalised written form of communication and track customer behaviours (Basu et al., 2023).
The link between marketing and other business functions is also significant for organisational success. Effective marketing is achieved when there is alignment between operations, new product and service innovation, supply chain management and finance (Aslam et al., 2025). Marketing's ability to gain customer insights significantly enhances its contribution to an organisation's growth potential by assisting the organisation in creating demand and providing valuable information for organisation-wide decision-making. In SMEs, this is a particularly critical function of marketing due to its role in providing stability and adaptation during uncertainty (Hokmabadi, Rezvani, & De Matos, 2024). Wahdiniwaty et al. (2022) have also highlighted how successful marketing strategies enable SMEs to survive, adapt, and prosper in times of major disruption. Marketing decisions are heavily impacted by macro-environmental factors, and PESTLE analysis allows marketers a way to examine and assess these factors systematically (Qadri & Tariq, 2025). Political factors, such as trade policy, government regulation and public intervention, will have an impact on market access, rules to communicate with customers and corporate strategy (Zaurez Afshar & Hussain Shah, 2025). 
Economic factors, such as inflation, disposable income and recession, will determine how consumers spend money and how businesses position their products and services in the market. Marketers may shift emphasis from aspiration to affordability, durability and practicability during times of economic strain (Sudirjo, 2023). Social factors are demographic, cultural and lifestyle-related and will affect demand for a product/service and the tone of brand communication (Toha & Supriyanto, 2023). The trend towards ethical and sustainable consumption continues to drive social values that shape consumer expectations regarding corporate behaviour (Ray & Nayak, 2023).
Technological developments have had an especially large impact on marketers because digital tools can be used to collect data, segment audiences and communicate with consumers (Chintalapati & Pandey, 2022). The advancement of artificial intelligence and analytics has created more efficient and effective methods to develop and utilise targeting, automation and customer insight, which makes marketing more responsive to changes in demand and easier to measure (Basha, 2023). However, the rapid pace of technological change has created legal and ethical questions related to privacy, transparency and the use of automated systems (Hermann & Puntoni, 2025). Therefore, legal factors, such as consumer protection legislation and a company's data governance policies/procedures, are central to contemporary marketing practice. Environmental factors such as how customers are responding to sustainability claims, green products and responsible brand practices are becoming increasingly important for organisations (Ray & Nayak, 2023). PESTLE analysis indicates that marketing strategy is not only influenced by internal business planning but also by broader trends in society, technology and regulation.
The digital transformation of business continues to transform the overall role of marketing for organisations today. Digitalisation impacts not only the channels used by marketers; it also changes the structure of the interactions between brands and their customers (Caputo et al. 2021). Companies now increasingly leverage integrated digital systems, data platforms and customer-interfacing technology that facilitate faster, more interactive and measurable forms of marketing (Calderon-Monge and Ribeiro-Soriano, 2024). Social media is now a major part of marketing because it gives brands a platform to communicate with their audience constantly, receive instant feedback, and participate in cultural conversations (Khanom, 2023). Customers not only receive brand messages; they evaluate various options, comment publicly, follow opinion leaders (influencers), and create co-created meaning around brands (Rehman, Gulzar & Aslam, 2022).
This change can clearly be seen through global brands that have effectively built new forms of marketing around the digital transformation of business. For example, Starbucks has effectively created an authentic lifestyle identity through its emphasis on building brand experiences, providing consistent quality and fostering emotional connections with its customers (Haskova, 2015). The digital strategy Starbucks has developed, including loyalty programs and ongoing relationships with its customers via social media, demonstrates how marketing can be viewed as an everyday aspect of customer interaction with brands (Taecharungroj, 2017). Similarly, McDonalds' ability to be successful on a global scale largely depends upon the company's brand familiarity, ability to localise its practices and continuous innovation in its digital ordering process and communication with its customers (Tian, 2022). Likewise, Zara's marketing and product development practices are highly flexible and responsive to trends, thereby creating very high value among younger generations of consumers (Li, 2021). Overall, the results of these companies illustrate that to be successful with marketing, brands must focus on facilitating consistency while also being responsive, data-driven and engaging with consumers digitally.


In conclusion, marketing provides critical value to organisations through its role in value creation, providing customer insight, aligning strategic objective and driving growth (Chernev, 2025). Theories related to the marketing mix and CRM concepts illustrate that marketing provides value across several business decisions and is critical to an organisation's overall objective (Kotler, Armstrong, Guerola-Navarro et al., 2024). Finally, the PESTLE analysis illustrates that external political, economic, social, technological, legal and environmental factors play significantly into marketing decisions made by organisations that must compete internationally (Qadri & Tariq, 2025). Furthermore, the rise of social media and the digital transformation of business have fundamentally impacted how consumers behave and how marketers communicate and create value through interactive data-driven marketing practices (Pascalau et al., 2024). Ultimately, the firms that strategically integrate marketing and adapt their practices in response to external changes and technological transformations are most likely to achieve consistent, long-term success (Hokmabadi, Rezvani & De Matos, 2024).
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