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Essay: An Evaluation of Marketing within Business




The purpose of marketing is to identify the needs and wants of customers so that marketing managers can determine what products to create that will provide real value to consumers and promote those products in a manner that helps their customers achieve both satisfaction and their company's goals (Chernev, 2025). It is a key tool used to help develop a brand, position the product in the consumer's mind, encourage customer loyalty, expand into new markets and grow revenue (Kotler et al., 2022). Marketing has changed over time, and today it serves as a strategic function that connects companies with their customers, competitors and the total market (Brennan, McGrath and Canning, 2024). Marketing is also critical to competing in rapidly evolving markets where companies must compete primarily through quality of service, convenience, and relationship with brands, as opposed to competing solely based on the product (Nuseir et al., 2023). This essay will examine what marketing is and its purposes, the nature of relationship marketing, customer experience and adaptive marketing theories, case studies from Starbucks, McDonalds and Zara, and conclude that marketing is the driving force behind sustainable success in business (Hokmabadi, Rezvani and De Matos, 2024).
Marketing is primarily meant to link a company's offerings with the needs and desires of the consumer. It informs businesses about what consumers are looking for in a product or service, how to identify and target specific groups of consumers, and how to convince consumers that one company has a more desirable product/service to offer than another company does (Kotler et al., 2022). Marketing includes the entire process of finding out what consumers want or need, determining how to identify, segment, target, position, and promote the product or service to them, and ultimately, developing a long-lasting relationship with them through marketing (Sheridan, 2019). Thus, marketing focuses on establishing and maintaining relationships with consumers rather than simply conducting transactional exchanges. In this way, marketers can enhance their ability to create long-term profitability through building relationships and trust among customers (Zimmerman and Blythe, 2017).
According to researchers, relationship marketing is one of the most significant theories in contemporary marketing because it supports the importance of building long-term, recurring relationships versus merely conducting one-time transactions or sales (Guerola-Navarro et al., 2024). Relationship marketing theory is important because acquiring new customers requires more resources than retaining existing customers; by creating trust and satisfaction between the consumer and business and by providing a high level of engagement with the consumer, there is a greater probability of repeat purchases and positive word-of-mouth referrals (Sheridan, 2019). In digital environments, relationship marketing is becoming increasingly important because brands can maintain an active dialogue with consumers through mobile applications, e-mail, social media, and loyalty programs (Khanom, 2023). Ultimately, this ongoing dialogue between the brand and the consumer allows businesses to strengthen customer lifetime value by continuing to communicate with consumers (Guerola-Navarro et al., 2024).
Another major theory is customer experience. Customer experience theory states that consumers establish their evaluations of brands through multiple touch points throughout their entire journey with the brand; brand touch points include all points of contact, such as awareness, purchase, use, and after-sales communication (Nuseir et al., 2023). As a result, marketing is being extended from predominantly being limited to advertising and promotion to include aspects such as service design, mobile technology, online interaction, and customer service/support (Pascalau et al., 2024). Starbucks is an excellent illustration of a brand that is successfully putting the principles of customer experience to work; Starbucks has established its brand and marketing success not only based upon coffee sales, but also from the store atmosphere, degree of customisation within the customer's experience, level of convenience provided to customers, and emotional connection developed between customer and brand (Haskova, 2015). Furthermore, the Starbucks mobile app and loyalty program both promote and reinforce the ability for customers to keep returning to Starbucks and create convenient experiences (Xu, 2023). This illustrates the purpose of marketing being to provide a complete, memorable experience instead of just an advertisement for products.
Adaptive Marketing Capabilities is another important theory concerning this subject. Rapidly changing markets require organisations to have the ability to identify new opportunities, recognise threats and change their strategies rapidly (Reimann, Carvalho and Duarte, 2022). The term “Adaptive Marketing Capabilities” refers to an organisation's ability to adapt to competition, customer changes and the technological disruption that accompanies them (Hokmabadi, Rezvani and De Matos, 2024). This theory is particularly relevant in today's digital age, where marketplaces, customer preferences and communication methods are all changing rapidly (Calderon-Monge and Ribeiro-Soriano, 2024). Thus, marketing is used not only for purposes of ensuring stability but also for purposes of flexibility and learning within the organisation (Wahdiniwaty et al., 2022).
Market Orientation Theory provides additional support for this theory through the premise that organisations will perform better when they gather and utilise market intelligence in a systematic manner (Cheng, Wu and Xiao, 2025). Additionally, a market-oriented organisation will study its customers’ needs, its competitors' actions and its position within the market, as well as develop decisions based on that knowledge (Alqahtani, Uslay and Yeniyurt, 2024). Marketing is especially relevant to organisations as it shows how closely marketing and strategy are connected and consequently how marketing relates to business performance (Yaqub et al., 2025). Marketing is more than just a communication vehicle for organisations; it enables their direction towards relevance, innovation and responsiveness.
The value of marketing can be an example of McDonald’s, which is one model of how organisations can have global consistency (McDonald’s) and be versatile locally (Deliceırmak, 2022). The way McDonald’s develops their marketing strategy helps it create a consistent brand across the world, while developing menus, campaigns and promotions that meet customer needs and preferences at the local level (Tian, 2022). It demonstrates how marketing efforts can achieve a balance between standardisation and adaptation in international business. Zara is another example of marketing success where they have built a dominant position in the marketplace not only by continuing to invest heavily in traditional advertising but also by being able to quickly respond to fashion modifications, frequently changing their stock, and aligning their warehouse capabilities to the demand of their customers (Li, 2021). Zara's marketing of themselves is based on responsiveness, shopping experience, and meeting trend relevance (Zhou, 2025).
Digital transformation has continued transforming the use of marketing, with social media, analytics and interactive platforms allowing organisations to communicate directly with their customers and get immediate feedback (Cartwright, Liu & Raddats, 2021). Marketing is now used to establish conversations, create community, and have personalised interactions with customers rather than just broadcasting promotional messages (Soegoto & Utomo, 2019). An example of this is seen in influencer marketing, which shows the shift towards a more relational and trust-based communication approach, even in a Business-to-Business context (Cartwright, Liu & Davies, 2022). This shows that marketing today requires a strategic integration of content, experience, and customer insights to be successful (Pascalau et al., 2024).
Marketing provides ways for organisations to monitor and respond to changes in the outside world. The analysis of PESTLE is one of the tools that can be used to help assess how marketing decisions are affected by Political, Economic, Social, Technological, Legal and Environmental (Qadri & Tariq, 2025). The characteristics of laws and regulations may affect privacy and marketing practices; the economy may influence the buying power of consumers; social trends may influence value priorities and preferences; and technology may impact the way people are purchasing goods and services and communicating with others. For this reason, marketing plays a dual role in that it is used to influence consumers' demand for goods and services and at the same time to help organisations adapt to changing conditions (Zaurez Afshar & Hussain Shah, 2025).
In conclusion, marketing is a strategic business activity used to create value, build relationships, influence brand experiences, and improve organisational effectiveness (Chernev, 2025). Theoretical frameworks relating to relationship marketing, customer experience, adaptive capacity, and market orientation demonstrate that marketing is much more than just a promotional activity (Guerola-Navarro et al., 2024; Reimann et al., 2022). Furthermore, the successful businesses of McDonald's, Starbucks and Zara are a result of a combination of understanding customer needs, providing convenience, creating emotional attachments, and being responsive (Haskova, 2015; Deliceırmak, 2022; Zhou, 2025). Therefore, marketing is essential to the success of organisations and their ability to continue to be competitive, relevant and customer-focused in a dynamic market (Calderon-Monge & Ribeiro-Soriano, 2024).
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