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Marketing has a much larger scope than simply being a means of promoting one's products. Marketing is a strategic component of business and is necessary for any organisation to know about demand, create value, communicate that value, and have a profitable long-term relationship with its customers. In essence, marketing serves to connect an organisation to the marketplace. According to classical marketing theory, marketing is viewed as part of an integrated marketing process rather than being an independent functional area of a business. This is because customers derive value from their interactions with businesses through decisions made in relation to product design, pricing, service delivery, communication, etc. (Kotler & Keller, 2016; Keller & Kotler, 2015). As a result, the role of marketing is becoming increasingly critical in today's challenging business environment, where businesses compete in business-to-business (B2B) and business-to-consumer (B2C) environments that are characterised by rapid technological change, new customer expectations and intense competition with new entrants into existing market segments.
This essay will discuss how marketing is a critical contributor to a business's success when it aligns with other business strategies; when managers plan for and respond accurately and quickly to external macro-environmental factors; and when firms use digital technologies, including social media, ethically and strategically.





By helping businesses understand customer needs and develop meaningful value propositions from those needs, marketing is one of the main ways that organisations grow. Enhanced segmentation, targeting and positioning assured using marketing helps organisations reach their ideal customers with the right product, at the right time and with the appropriate amount of marketing investment. Therefore, the contribution of effective marketing practices to company performance is validated. Specifically, current research on entrepreneurial marketing and firm performance supports the conclusion that developing and carrying out market-oriented actions allows firms to better respond to changing and turbulent conditions and remain competitive (Sulaiman et al., 2024). Additionally, firms that develop a marketing strategy will be able to develop a competitive advantage for their product in both their home country and in global markets because they have a clear understanding of how their products should be differentiated from their competitors' offerings as well as how to communicate the benefits of their products effectively (Sudirjo, 2023). Marketing not only generates awareness but also helps to establish a company's strategic direction. When business leaders know what their clientele appreciates, they can create more strategic decisions about innovation, brand recognition, distribution, and service.

Marketing also plays a role in enabling a company's success, as it must work together with the other functions of the business. Companies cannot promise an exceptional customer experience if their operational processes are unable to meet expectations, if financing isn't available to support improvement efforts, or if employees do not fully comprehend the meaning of the brand promise. Marketing is a "holistic" approach that increases an organisation's overall effectiveness by connecting the processes of providing services, actions taken by employees that interact with customers and the way outward communications present themselves (Keller and Kotler, 2015). Further studies support this concept by demonstrating the relationship between strategic marketing, human resource management, financial results and employee behaviours aligned with business objectives; therefore, marketing will achieve better results when employees' behaviours correspond with the company's business objectives (Rajindra, 2024). This general theme is also supported by studies of business strategy, operational efficiency and innovation under conditions of uncertainty; coordination across divisions and departments supports improved results (Handoyo et al., 2023). Organisational change is also integrated into this process; traditional companies utilising digital infrastructures must also change their routines, develop the requisite skill sets and implement new structures (Ackerman, 2023). Therefore, marketing should be regarded as an ongoing coordination activity that keeps the entire organisation focused on delivering great service to its customers.

The impact of the external environment on marketing activities can also be evaluated by applying a PESTLE analysis. PESTLE evaluates the political and legal environments and their impact on communications, data management, and competitive activity. According to Kumar and Suthar (2024), as companies adopt more marketing strategies with AI, there will always be debate about how transparent these marketing practices are and the implications on privacy, bias, and accountability, all of which can impact a company’s reputation and compliance with regulations or guidelines. Economic issues are critical as inflation increases, as does uncertainty in the market, along with changes in consumer purchasing power, consumers’ ability to afford items and how they perceive the value of an item will continue to change. Research conducted to examine market turbulence has indicated that a company’s performance is dependent on its ability to adjust its marketing strategies to the uncertain economic environment (Sulaiman et al., 2024; Li, 2022). The social aspect is just as important; today’s consumers expect to receive products/services quickly, relevantly and authentically, and to also have the ability to participate in their purchase. Research into influencer marketing shows that consumers’ responses to an influencer are dependent not only on how visible the influencer is, but also on their suitability in relation to the target audience and hence how they link to broader social norms of identity and trust (Venciute et al., 2023; Rathod, Meghrajani & Vidani, 2022). Technological forces continue to be a major driver of marketplace dynamics; the digital tools being used to gather information about consumers, to personalise marketing offers, and to manage customer journey are creating a new environment for business (Pascucci, Savelli & Gistri, 2023). Another area of increasing importance is environmental; organisations are now being held accountable for balancing their growth with their ability to show resilience and produce sustainable results (Li, 2022; Hokmabadi, Rezvani & De Matos, 2024).
As a result of living in a digital world, the way companies conduct marketing has expanded dramatically and sped up the decision-making process significantly. Companies no longer rely solely on marketing campaigns developed several months in advance; they continually adapt their promotional campaigns. Businesses can gain a competitive edge by developing a structured digital marketing skill set rather than just using digital channels on an as-needed basis (Masrianto et al. 2022). Research shows that by using aligned content, targeting, and experience from digital channels, businesses can improve their ability to convert prospective customers from these digital channels (Purnomo 2023).

Additionally, marketing capabilities are shown to be one way that businesses can adapt to changes and disruption more quickly through digital transformation (Hokmabadi, Rezvani, and De Matos 2024). Marketing departments can work with advertising along with other areas such as analytics, technology and operations to accomplish this. Social media channels have forever changed consumer behaviour, and brands’ communication with consumers has become more interactive as a result of social media. Consumers now can compare brands in real time, publicly share their experiences about brands, and expect brands to respond to them in a timely fashion. Brands are also defined in part through the actions of their consumers due to the interactivity of how consumers create communication between themselves and brands. Artificial intelligence is helping businesses to analyse more data and to tailor content to individual consumers, which helps businesses to better predict customers’ behaviour, while introducing ethical and managerial issues (Holmström and Carroll 2024; Bankins et al. 2024; Kshetri et al. 2024; Basha 2023). The emergence of the metaverse demonstrates that marketing is likely going to be more immersive and experiential when organisations have a clear strategic purpose and not just because it is new (Hollensen, Kotler, and Opresnik 2023).

There have been many examples in various industries illustrating what this change looks like in practice. Starbucks has used social media as a means of providing a better connection between the brand and its customers and encourages customer engagement with the brand every day, demonstrating that digital social platforms can contribute to a brand’s personality and loyalty, rather than just being a vehicle for brand promotion (Taecharungroj 2017). Nike is arguably one of the best examples of how most of its marketing success can be attributed to its branding through emotional cues, community and identity, rather than just the attributes of its products (Wu 2022). The examples of both Starbucks and Nike demonstrate that successful digital marketing consists of providing value, creating meaning for consumers about the brand, developing consumer insights, and having the ability to adapt quickly in response to marketplace changes, and not simply posting content for consumption on digital media.


In conclusion, marketing is the hub of a company’s ability to create value as it creates the link between a customer’s wants and the actions an organisation takes in pursuing the company’s strategic objectives. Therefore, marketing contributes to an organisation’s growth, competitiveness, innovation and inter-departmental synergies. Marketing decisions are impacted by political, social, economic, technological, legal, and environmental changes, so it’s important to maintain flexibility when creating a successful marketing strategy. With the introduction of social media, more data and artificial intelligence, the marketing function has become more dynamic, measurable, and publicly scrutinised than ever before. Businesses that see marketing as a strategic competency, versus merely a communications function, will be at a major competitive advantage as they will be able to create value and sustain success in an ever-changing marketplace.
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