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Marketing is an imperative function of an organisation, linking customer needs to business objectives and providing organisational contexts to help organisations grow and remain sustainable. Marketing should not be restricted to advertisements and sales; it should encompass identifying market opportunities, creating value, effective communication, and building long-lasting relationships with clients and customers. Historically, Marketing was rarely considered strategic; however, modern organisations increasingly regard Marketing as a strategic function that can help them gain or maintain their competitive edge through innovation and profit. This paper will examine the strategic role of Marketing within the organisation, the impact of external factors on Marketing decisions from a PESTLE analysis perspective, and the challenges facing Marketing given the significance of social media in current digital environments.

Marketing plays a role in an organisation by assisting in designing and communicating products/services to meet customer expectations and, at the same time, meet the broader goals of the organisation. It is the effectiveness of Marketing that allows organisations to understand customer needs, appropriately segment their market(s), and position their product/services appropriately, manage the relationship(s) with their customers, and understand how/why these elements are positively or negatively correlated to sales, customer loyalty, and brand equity. Thus, Marketing is inextricably linked to organisational performance or growth and is more than a function of promoting the organisation's product(s)/service(s). Evidence from contemporary marketing literature also supports this strategic view of Marketing, framing Marketing as a strategic process, centred on fulfilling the needs of customers, which is an important aspect of creating value (Kotler et al, 2022; Sheth, Parvatiyar and Uslay, 2024; Chernev, 2025).
The marketing mix is one of the most traditional viewpoints of Marketing and provides Marketing with many tools to achieve organisational objectives. Marketing has four key components to its Marketing Mix: product, price, place and promotion; however, within the services realm, there are three additional components to the Marketing Mix (7Ps). The four components of the Marketing Mix (the 7Ps) will influence customer behaviour and thus market performance. An example of how marketing mix components can impact the purchasing behaviours of flower consumers can be found in research conducted by Khanfar and Ibrahim (2026), which indicated that pricing, product design and promotional components shape the way in which consumers make their purchases (e.g. choosing which flowers to buy). Furthermore, research conducted by Kartika and Aprianingsih (2026) showed that the 7Ps play a significant role in impacting the purchasing intent of consumers within the home renovation services industry; thereby confirming that people, process and physical evidence will continue to be important components of how services are marketed. Overall, the research shows that marketing contributes to the success of an organisation through the translation of organisational strategy into tangible value to customers.

Marketing is also most effective when aligned with other business functions. Marketing can support innovation by providing customer input, support finance through pricing and budgeting decisions, and facilitate operations by providing the ability to plan for demand and improve service. In B2B organisations, the internal coordination of functions is particularly critical since the actions of employees are directly correlated to the value that they create for customers. Therefore, implementing internal marketing within an organisation can develop long-term sustainable co-creation of value and improve the performance of the organisation (Brown et al., 2024). The relationship between marketing and innovation is further illustrated by Tirtayasa and Rahmadana (2023), who found that product innovation creates a more positive correlation between market orientation and marketing performance, especially within SMEs. Therefore, when viewed as a standalone business function, marketing has been misrepresented and is better viewed as an integrated capability of the organisation.

External forces will affect marketing decisions, which can be analysed through a PESTLE analysis. For example, political factors such as government policy, regulatory requirements, and trade conditions will influence pricing, market entry, and promotion strategies, especially in global markets (Kotabe and Helsen, 2022). Economic conditions will also have an impact on marketing due to inflation, unemployment, and income changes affecting consumers' purchasing power and price sensitivity. To be competitive in times of economic hardship, companies must adjust their value propositions and communication strategies. Market and digital orientation have a positive impact on the economic performance of service SMEs, and as such, adaptive marketing under conditions of uncertainty is important (Navia, Parra and Cedeno, 2023).

Aspects of social change include cultural shifts, changing demographics and evolving consumer expectations. Increasingly, customers want convenient products that are authentic, and ethically responsible; businesses need to connect their brand messages with real values and behaviours. Today, due to the impact of digital tools, artificial intelligence and immersive technology, marketers have technology-driven tools that provide them with high-quality knowledge about customers, which allows them to more effectively engage with them. The use of artificial intelligence can enhance the effects of marketing mix decisions such as personalisation, forecasting, and targeting (Al-Zagheer et al., 2026); and it can also be pivotal in creating innovative marketing plan strategies for SMEs operating to achieve Industry 5.0 success (Khan, Emon and Rahman, 2024). The legal implications of digital marketing can be significant, and they are often closely associated with data protection, data transparency and advertising ethics as they relate to the use of influencer marketing and social media advertising (Cartwright, Liu and Davies, 2022). Also, the environmental components of marketing are significant as expectations related to sustainability impact customer attitudes and provide a competitive advantage; the use of green marketing orientation, supported by innovation and responsible environmental practices, can enhance performance in marketing under the sustainable portfolio business model (Nuryakin and Maryati, 2022).

Marketing has changed to become more interactive and customer-driven due to the rapid evolution of digital media. Organisations must learn to adapt to the fast-moving nature of digital platforms where communication can occur at lightning-fast speeds, promotional messages can be highly targeted, and real-time engagement takes place. Digital marketing has recently been connected to enhanced business performance through limiting time to market and effectively responding to consumer behaviour and changing rivalry or competition (Pascalau et al., 2024). However, digital marketing presents competitive difficulties (due to intense competition), technological innovation (due to rapid technological developments), and time (due to the need for consistent content development) (Wild Ali & Ortega-Gutierrez, 2025).

In this environment, social media continues to play a critical role as one of the most powerful marketing tools throughout this period of transformation. Through social media, consumers can conduct product research, compare products and brands, provide feedback, and communicate directly with organisations. As a result, the social media marketing channel is increasingly viewed as a necessary (rather than optional) part of the marketing mix in the digital era (Khanom, 2023). Furthermore, social media has transformed brand communication from one-way advertising to two-way communication. To capitalise on the benefits of social media, businesses will need to create relevant content, respond quickly, and create online communities. Ultimately, digital marketing techniques can strongly influence consumer behaviour, particularly for smaller businesses (Kanosia & Rathore, 2025). In addition, social media has the added effect of diminishing managerial control over brand identity, as consumer and influencer preferences also influence how the public views a brand. Additionally, influencer marketing has gained importance in the B2B space, where credibility and specialised knowledge are paramount (Cartwright, Liu & Davies, 2022). Long-Term Strategies for Digital Marketing can build brand equity and customer engagement; however, they require effective positioning and continued evolution (Kamyabi, Özgit and Ahmed, 2025).

The marketing function is a strategic function of organisational success by creating value, driving innovation, and aligning customer wants/needs with business objectives. Marketing supports other functional areas by aligning the objectives of the functional areas within organisations to achieve greater overall success as a coordinating function of both the operation of the organisation and the overall performance of the organisation. It is critical that marketing uses all relevant political, economic, social, technological, legal, and environmental influences in executing its responsibilities. The impact of this capital on marketing efforts has become much greater in today's digital age due to the presence of social media and AI affecting communication, consumer behaviour, and engagement. Therefore, organisations that view marketing as an integrated and adaptive capability will be better positioned for continued success (Kotler et al., 2022; Chernev, 2025).
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