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The definition of Marketing is sometimes misunderstood (Peterson, 2025). People associate it with how a company tries to sell me a product in a shop or on social media, but how marketing works is deeper and more complex (Palmer, 2012). The meaning of marketing helps to understand how it works, its functions, and why it is so useful for companies. According to American Marketing Association (2025), the definition of Marketing is “the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large” and the Chartered Institute of Marketing (2025) define marketing as “The management process responsible for identifying, anticipating and satisfying customer requirements profitably” the difference between both is that AMA includes all the stakeholders in their definition. This essay analyses the role of marketing within organisations, and how effective marketing supports wider organisational objectives, examines the influence of the macro-environment using the PESTEL analysis and considers how businesses must adapt their marketing strategies in a digital world, with attention to social media.
The purpose of marketing is to identify, anticipate, and satisfy customers' needs profitably (Palmer, 2012). Marketing is important because it connects customers and brands, allowing companies to understand their needs, behaviour, create awareness, attract new customers, build loyalty and have a competitive advantage (Palmer, 2012). Marketing helps companies have a better understanding of their customers' needs, customise marketing efforts, and make informed choices. Increasing trust, long-term value for customers, satisfaction, and helping the organisation to achieve better performance, increasing sales and profits (Ali and Shabn, 2024). Marketing objectives help companies to grow and succeed, reaching new customers, increasing market share, and improving customer loyalty. This demonstrates how marketing supports the achievement of wider organisational objectives.
Product-oriented companies are just efficient in productivity rather than being effective in customer-centred (Sombultawee and Boon-Itt, 2020). In contrast, companies that align their products or services to the customer needs have a competitive advantage (Morgan et al., 2025; Palmer, 2012). The Resource-Advantage Theory highlights that market segmentation is fundamental for marketing and business strategies, because through it, companies comprehend who their direct competitors are, and how to have a better position over them, in terms of value and cost, and getting useful information for management to make strategic-decisions (Wittmann, 2024). An example is Black and Decker, whose products were not meeting the customer’s needs, and their competence had a competitive disadvantage, this cause financial losses in the commercial market, because they could not understand their customer. To improve, the management needed to enhance their resources, identify the correct segment to target, understand their competitors better, and create cost-effective products and add value to their customers (Wittmann, 2024). This demonstrates how effective marketing creates superior customer value, enhances competitiveness, and fosters sustainable growth.
According to the theory of market orientation, which mentions three steps to succeed: customer orientation, which means collecting information about the customer needs; competitor orientation, which involves studying what competitors do in their strategies; and cross-functional coordination, which is about aligning all business functions to provide better value to customers (Mahohoma and Agbenyegah, 2024). Using the theory of market orientation helps better understand marketing mix strategies. The 7 P’s product, price, place, promotion, people, process, and physical evidence are important aspects that help a product or service succeed in the market, shaping customers' behaviour and helping companies to perform better and achieve their goals, connecting with target customers and influencing them to purchase products. (Mahohoma and Agbenyegah, 2024). Nike is an example of a company that applies the 7Ps through its pricing strategy, quality and brand image, which supports brand positioning and market competition (Chen, 2024). The role of marketing and marketing mix is a strategic planning tool that enables organisations to create and communicate value, build customer loyalty, and achieve success (Kotter, Kartajaya and Setiawan, 2017). 
[bookmark: _Hlk217115933]Ebrahimi and Banaeifard (2018) explain that Marketing strategies are crucial for all companies, as the business world constantly changes; they must adjust their strategies, using factors that influence marketing planning. They also add that the internal environment includes elements that the company can control, while market research helps managers address external threats, which involve gathering data on customers, competitors, environmental changes, goals, financial resources, government policies and the industry. This helps to improve the marketing planning, focusing on competitive advantage and economic variables. PESTEL analysis is used to identify and understand external influences that affect their strategy and decisions, where PESTEL stands for Political, Economic, Socio-Cultural, Technological, Environmental, and Legal (Bourgeois et al., 2024). PESTLE analysis helps businesses understand the larger environment during marketing planning. It is a helpful tool for analysing different macro-environmental forces that can impact a company.
[bookmark: _Hlk217123473][bookmark: _Hlk217133670]The economic and social factors are discussed in the Amazon PESTLE analysis (Berke et al, 2025). Economic: Amazon operates under UK regulations, the new Employment Rights Bills, which have strengthened protections for workers, including fair notice periods, redundancy rules, and the right for gig and flexible workers, affect it directly (Employment Rights Bills, 2025). Amazon must comply with these regulations, which can increase labour costs and require employee planning, avoiding legal penalties and maintaining good standing with the government. Social: Amazon is under criticism over working conditions in its warehouses concerning heavy workloads, long shifts, and safety practices (Hassel and Sieker, 2022; Potiker et al., 2024).  Amazon has provided safety training, improved equipment, and raised some pay rates in response to these concerns (Hassel and Sieker, 2022). Amazon needs to ensure safe and fair workplaces to protect its reputation and long-term success. Social pressures, economic and legal requirements affect its operations and workforce strategies, affecting marketing because of ethical concerns.
With the rise of digital technology, one of the strengths of marketing is the way it adapts and responds to changing conditions. According to Chaffey and Ellis-Chadwick (2019), the meaning of Digital marketing is the use of digital media, data, and technology to achieve marketing goals. They mention that digital marketing requires a company’s online presence on websites, mobile apps, and social media pages, involving online communication methods like search engine marketing, social media marketing, online advertising, email marketing, and partnerships with other websites. Digital marketing provides key benefits for businesses: it allowing them to connect with a larger audiences; targeting, using information about demographics and online behaviour to send relevant messages; digital platforms enable direct communication with customers through social media and email, fostering and strengthen confidence and relationships; businesses can evaluate campaign strategies success using metrics as likes, clicks, comments and conversions; increase brand awareness by active online presence; digital marketing is usually cheaper than traditional marketing, helping cost optimisation and helps small businesses to compete effectively (Wahyudi, et al., 2024).
According to the American Marketing Association (2025b), some examples of digital marketing are Search Engine Optimisation, Search Engine Marketing, Pay-per-Click, Social Media Marketing, Email Marketing, Content Marketing, and Native Advertising. In detail, this essay will focus on Search Engine Optimisation and Pay-Per-Click. Search Engine Optimisation helps a website have a better position in search engines, so potential customers can more easily find a company, because if a site does not appear, companies can lose customers to competitors (Chen and Sénéchal, 2023). Search engines use complex algorithms to position pages, and the correct SEO strategy connects brands with the right customers at the correct time. This marketing strategy is important for businesses because most online experiences start with search engines (Chen and Sénéchal, 2023). Pay-per-Click is a model that allows businesses to show advertisements on search engines. It is used to promote brands, attract website visitors, and boost sales (King, Abrahams and Ragsdale, 2015). Both offer several benefits: exceeding competitors, reaching specific customers, improving visibility, programming advertising, testing keywords and providing immediate results (Rezaei, Amin and Herjanto, 2024). The disadvantages are market saturation, ethical concerns, and consumer behaviour, as the internet lets customers decide how they want to view information (Rezaei, Amin and Herjanto, 2024).
[bookmark: _Hlk217128943][bookmark: _Hlk217128584]Social media has developed into a major marketing tool because it reflects how people now communicate, seek information and make purchasing decisions (Wahyudi et al., 2024). What began as simple networking sites has evolved into interactive spaces where brands can advertise, communicate with consumer and sell products directly through features such as shoppable posts (Wahyudi et al., 2024). Research indicates that social media marketing shapes brand perceptions by offering accessible information, encouraging two-way interaction, supporting personalised content and strengthening word of mouth (Wahyudi et al., 2024). These competencies offer advantages like lower marketing cost, reach of targeted audience, immediate feedback and the ability to build trust through engagement (Serrano-Malebran, Vidal-Silva and Veas-González, 2023). However, difficulties remain, such as crowded content environments, declining organic visibility, reputational risks and ethical concerns surrounding data use (Wahyudi et al., 2024). An example is Nike's digital marketing strategies, which have contributed to its success in the sportswear industry, helping the brand stay current and engage customers (Chen, 2024). Social media is a strong marketing platform when it is used with other marketing strategies, rather than being the only promotional channel, offering useful information, encouraging interaction, personalising experiences, driving trends, and promoting word-of-mouth, helping businesses engage with customers. 
In conclusion, marketing is an important function in organisations, creating customer value, building competitive advantage and supporting the achievement of organisational objectives. Effective marketing allows organisations to understand customer needs, align products and services, and encourage long-term customer relationships. The analysis of the macro-environment using the PESTEL analysis showed that political, economical and socio-cultural factors strongly influence marketing decisions, requiring organisations to adapt pricing, messaging and brand positioning in response to external change. The growth of digital marketing has transformed how organisations engage with consumers. Social media has risen as a platform for communication, relationship building and brand awareness, but presents ethical and reputational challenges. Marketing exists to connect organisations with their markets, giving value to customers and achieving sustainable organisational success.
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