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An Evaluation of Marketing within Business
Marketing plays a critical and multifaceted role in any modern organisation, acting as the vital bridge between a company and the broader marketplace. According to the American Marketing Association (2017), marketing encompass the activities, institutions, and processes that organisations use to create, communicate, deliver, and exchange offerings that provide genuine value to customers, business partners, and society as a whole. This broad definition make it clear that marketing is far more than simply promoting products or closing sales; it involves cultivating meaningful relationships, fostering trust, and delivering sustainable value over time. Particularly in today’s fast-changing business environment, where competition is fierce, consumer preferences evolves rapidly, and technological innovation is constant, the role of marketing has become increasingly strategic. Successful marketing enables organisations to anticipate and respond to customer needs, seize emerging opportunities, and allocate resources where they will have the greatest impact (Kotler et al., 2019). As a result, marketing is not just a support function—it is central to driving organisational performance, long-term growth, profitability, and competitive advantage (Porter, 2008). This essay explore the evolving and essential role of marketing in contemporary organisations, examining how effective marketing strategies contribute to achieving business objectives. The discussion begin by investigating the ways in which marketing supports organisational goals through competitive advantage, strategic decision-making, and value creation. It then apply the PESTLE framework to analyse the key external factors that shape marketing choices, such as political, economic, social, technological, legal, and environmental influences. Finally, the essay delves into the impact of digital transformation on marketing, with particular emphasis on the rise of social media as an indispensable marketing tool and the challenges and opportunities it presents for organisations today.
Marketing is closely linked to organisational success because it enable companies to understand, anticipate, and meet customer needs more effectively than their competitors. Kotler and Armstrong (2020) note that marketing’s ultimate aim is to create meaningful value for customers, which in turn help organisations foster strong relationships, encourage loyalty, and achieve steady growth over time. When marketing objectives are closely aligned with the overall mission and vision of a company, marketing becomes an engine for long-term success rather than just a supporting department (West et al., 2015). For example, when Apple launch a new iPhone, the company’s marketing efforts are fully integrated with its product development, brand positioning, and customer service strategies, ensuring a seamless experience that reinforce Apple’s reputation for innovation and quality. A fundamental role of marketing is conducting thorough market research, which provide companies with reliable, up-to-date information about their customers, competitors, and the broader marketplace (McDonald and Wilson, 2016). This research-driven approach lead to better strategic decisions, more effective risk management, and a greater likelihood of success (Malhotra, 2019). By analysing market trends, monitoring shifts in consumer behaviour, and identifying unmet needs, organisations can develop products and services that are finely tuned to what their target audience value most. This not only increase customer satisfaction but also reduce the risk of costly product failures.
One of the most strategic aspects of marketing is the process of segmentation, targeting, and positioning (STP). By dividing the market into different customer segments based on variables such as demographics, psychographics, or buying behaviour, companies can design tailored marketing strategies for each group. Targeting enable organisations to focus their resources on the most attractive and profitable segments, while positioning help them create a distinct image and value proposition in the minds of consumers (Dibb et al., 2016). For instance, car manufacturers like Toyota use STP to offer a range of vehicles—from budget-friendly models to luxury cars—each positioned to appeal a specific audience. Effective STP strategies allow organisations to grow their market share, lead their industries, and secure a competitive edge by delivering superior value to distinct customer groups (Wedel and Kamakura, 2012).
Marketing also involve a deep understanding of customer motivations, which inform adjustments to the product mix, pricing strategies, distribution channels, and promotional tactics. Understanding buyer behaviour is also essential to achieving organisational goals. Consumer behaviour theories explain how cultural, social, personal and psychological factors influence purchasing decisions (Solomon et al., 2017). By carefully managing these elements, companies can shape a customer experience that meet or exceeds expectations, ultimately driving repeat purchases and long-term loyalty. Strong brands, in particular, help organisations build trust, recognition, and emotional connections with customers, which can reduce price sensitivity and foster lasting loyalty (Keller, 2013). Consider the enduring popularity of brands like Nike or Coca-Cola—these companies relies on powerful brand stories and consistent messaging to maintain their market positions and appeal to generations of consumers. Finally, managing the marketing mix—including the 7Ps (product, price, place, promotion, people, process, and physical evidence)—ensure that a company’s offerings are aligned with both customer expectations and organisational objectives (Blythe and Martin, 2021). When executed effectively, the marketing mix help attract new customers, retain existing ones, and sustain profitability over time. By continuously refining their approach and adapting to changes in the business environment, successful organisations use marketing as a driving force for sustained growth and competitive success.
Organisations operate in a changing environment that affect their marketing decisions in many ways. The PESTLE framework is a common way to look at the main external factors: political, economic, social, technological, legal, and environmental (Johnson et al., 2020). Even though companies cannot control these factors, they must pay attention to them to handle challenges and take advantage of opportunities. Technology has a big effect on marketing today. Digital tools, data analysis, and artificial intelligence (AI) have changed how organisations collect customer information and connect with people (Chaffey and Ellis-Chadwick, 2022). For example, digital platforms help companies send personalised messages and automate customer service, making marketing more efficient and improving the customer experience. Because of this, many organisations is focusing more on digital marketing. Economic factors also have a strong impact on marketing decisions. Economic uncertainty and higher living costs have made consumers more careful with their spending, especially about prices (Kotler et al., 2019). In response, companies may adjust prices, offer discounts, or change how they present products to show better value. These pressures affect both what companies sell and how they explain value to customers. Legal and environmental factors are important too. Advertising rules and consumer protection laws limit what companies can say in ads and how they use customer data, so marketing must be ethical and follow the law (UK Government, n.d.). At the same time, more people care about environmental issues, so companies are using more sustainable marketing. Green marketing focus on being responsible for the environment, which can improve brand image and attract customers who care about ethics (Peattie and Belz, 2010). In short, the PESTLE framework help organisations understand the outside world. By knowing about these factors, companies can adjust their marketing and prepare for future changes.
Digital transformation has changed the way organisations do marketing. Digital marketing use online tools and platforms to promote products, connect with customers, and build lasting relationships (Chaffey and Ellis-Chadwick, 2022). It allow organisations to reach more people, track results more closely, and respond quickly to changes in consumer behaviour. One big shift is the rise of social media as a marketing tool. Social media let organisations and customers talk directly, instead of relying on one-way advertising (Kaplan and Haenlein, 2010). This two-way communication help build relationships and encourages more customer involvement. Because social media is popular and supports sharing and user-created content, it has become a key marketing channel. Social networks help organisations share content, increase brand visibility, and get instant feedback from customers (Tuten and Solomon, 2018). Social media also help with content marketing by letting organisations share videos, images, and stories that raise brand awareness and engagement. The growing number of social media users worldwide show how important it is for marketing (Statista, 2024). However, social media marketing also have drawbacks. Organisations face more competition for attention, have less control over brand messages, and may face reputational risks (Fill and Turnbull, 2019). It can also be difficult to measure how effective social media is, especially when the goal is engagement rather than direct sales. Despite these challenges, social media is still a valuable part of digital marketing when used well. More organisations now use analytics, automation, and AI tools like chatbots and personalised recommendations to improve customer experiences and make marketing more efficient (Chaffey and Ellis-Chadwick, 2022). By updating their marketing strategies for digital technologies, organisations can stay competitive and support long-term growth in a connected world.
This essay looked at how marketing help modern organisations achieve their goals. It showed that marketing creates value for customers, supports better decisions, and builds a competitive advantage through branding, segmentation, targeting, positioning, and the marketing mix. The essay also covered how outside factors like technology, the economy, and the environment affect marketing choices and push organisations to adapt. It explained that digital marketing, especially social media, has changed how organisations connect with customers by making engagement and personalisation easier, but it also brings new challenges. In short, marketing is essential for connecting organisations to their markets. As business become more digital and fast-paced, strong marketing is important for staying competitive and growing over time.
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