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The role of marketing within organisation has always been imperative to the achievement of organisational objectives and overall goals. Kotler et al (2016) create the idea that marketing is a central tool to identifying customer needs and aligning them with organisational activities. The Chartered Institute of Marketing defines marketing as ‘The management process responsible for identifying, anticipating and satisfying customer requirements profitably.’ (Chartered Institute of Marketing, 2023). Marketing within a business not only ensures profitable business, it conveys the message of the brand or organisation ethos and goals, marketing is used in a symbiotic method creating a link between consumer and organisation. 
The aim of this essay is to establish a higher understanding of marketing within a business context by critically assessing the roles of marketing, the macro-environmental factors and how organisations should adapt in marketing in the digital age. The discussion should align with the narrative of how marketing contributes to organisational success. 
Chadwich (2024) suggest that the role of marketing within organisations is central to the achievements of organisational goals and objectives, as it focuses on the identification of customer needs, the creation of product value and ensuring that these offerings are aligned with market demand. Marketing functions as a strategic tool through which companies interpret and respond to both customer and business needs. Vatsa (2023) alludes that marketing bridges the gap between the organisation and its market by interpreting market need for both consumer and business needs. This perspective of marketing is supported by Moorman and Rust (1999) who argue that marketing within the business realm is more focussed on managing multiple important connections by the company and its consumer. These include the management of connecting the consumer to a product, delivery of service and both their financial accountability for the company.
Despite strategic importance, marketing effectiveness is heavily dependent through research and structured planning. Bottrell (2021) emphasises that it is necessary to adopt a comprehensive marketing plan informed and curated by sound market research. This planning creates an easier way to assess the market relevance of its products through tools such as a strength, weakness, opportunities and threat (SWOT) analysis to curate a market segment and need for product. Sammut-Bonnici and Galea (2015) suggest that this approach creates the identification of market segments and a sharp vision of market needs to increase competitivity. 
When creating a working marketing plan, it is important to take into consideration the external factors that affect the product or service that is due to be marketed. PESTLE should be taking into accountability, PESTLE analysis is a method for looking at and analysing the macro environment, this is sometimes referred to as the external environment. Oxford College of Marketing (2016) identifies PESTLE analysis as being comprised of six principal areas in which a company should consider when adopting a new marketing strategy, these are: political, economic, social, technological, environmental and legal. For the purposes of this essay the two areas of the PESTLE analysis that will be discussed are technological and legal. 
Technological advancements in marketing strategies should be taken into consideration when advising a marketing plan. The rise of social media influencers and social media advertisements has become a standard in marketing in the 21st century. When performed properly social media marketing strategies can foster trust in a brand and highlight the organisations goals whilst remaining relevant to the consumer. Pinkerton (2022) alludes that social media marketing and the use of influencers is a dominant part of technological change within the marketing domain, suggesting that marketers should be aware of technological change when looking to develop a strong marketing strategy.
However, when looking into technological changes within the marketing domain, this does not necessarily conclude at where and how the company markets. Dyson noted that when they performed a PESTLE on their company highlighted that under the technological changes the consumer looked elsewhere when choosing equivalent products. Pestle Analysis Team (2024) highlights that battery life and the use of Ai in Dyson’s products was what consumers wanted, since this review Dyson have produced product that align and meet customers need and wants. However, being part of a larger analysis, the technological sections of PETSLE works alongside and with other segments in the model. 
Legal issues and changes in law should be considered when looking at marketing strategies and products sold by the company. McDonalds and other fast-food companies have in recent years had to change their marketing strategies due to law in the United Kingdom changing around where and how these companies can advertise. Department of Health and Social Care (2025) implemented guidance regarding the restrictions of the advertising of less healthy foods through the medium of internet advertising and television, meaning that as from 5th January 2026 marketers will be required to rethink where and how they are able to advertise. 
Legal issues surrounding what products can be advertised can also affect what products can be sold in what regions. For example, the UK government imposed a ban on disposable vapes forcing companies to rethink and adjust their products sold to the UK market. The Department of Environment, Food and Rural Affairs (2025) suggested to retailers and manufacturers of disposable vapes to move to a rechargeable and refillable system that consumers can use. This suggest that although governments impose bans, they also assist companies in where changes could be made. When looking at the legal aspect of PETSLE it important the company align their products or services with these parameters, this will give the organisation a wider knowledge of the external factors that affect where, how and when they can advertise. 
Using both PETSLE and SWOT analysis an organisation can assess where and how a product and service should be advertised. With the rise of social media and internet-based platforms more companies are choosing to advertise online. Davis (2024) shows that the UK’s advertisement is continuing to shift to a more online base. Davis (2024) goes on to suggest that up to 78% of advertisement spend was on online format in 2023 with the spend being £28.7bn on the format. With the rise in social media and internet platforms being more accessible companies are increasingly required to use these platforms in their marketing strategy to ensure they target the correct markets in their overall goal. From an early digital age, the emphasis on marketing online has been high Chapman (2012) suggested that when looking at marketing online it’s not a choice but more of a necessary. 
We Are Social and Meltwater (2024) reports a drastic increase in social media users in the UK with the total amount of user being close to fifty-six million. Social media has been the chosen method of online marketing as it not only creates a platform for companies to adjust their narrative to suit the intended audience but also allows companies to segment the market by choosing what consumers and demographics they target. Jeswani (2023) affirms this by going on to say that companies when using social media as a marketing tool compared to more traditional marketing efforts can target vast audiences, create dynamic relationships and direct communications between consumers and companies. 
With the use of social media on the rise, consumers are reliant on social media posts to influence and review products and services offered by businesses, Blazesk,  Klimoska and Trajkov (2024) agree that users of social media are heavily impacted in their purchases through social media targeted advertising, they then go on to suggest that platforms such as Facebook and Instagram are heavily used by marketers as they can deliver targeted messages and drive purchasing influence effectively. Kotler, Armstrong and Balasubramanian (2020) argues that although social media marketing continues to be relevant in the modern era of marketing some effort should be taken to focus on traditional methods as this includes older generation that may not have access to social media. 
The use of social media can have a large impact of engagement across the brands network, Quesenberry (2024) creates the ideology that through social media a band can create a tone that resonates with it demographic, this tone can create engagement and set precedence to the market audience. Dolan et Al (2019) agrees that with the correct tone and rational post content engagement in social media marketing is extremely heightened. 
In conclusion, marketing strategies are a fundamental role in business and achieving organisational goals by bridging the gap between customers and organisation. Through calculated planning and with the use of tools such as SWOT and PESTLE companies can effectively analyse the macro environments that effect company advertisement. With the use of effective strategies companies are delivering advertisement on internet based platforms as part of day to day campaigns. The digital age has highlighted the importance of online and social media marketing, enabling targeted and engaging communications between organisation and consumer. However, organisations can remain relevant by using all available formats to advertise to mitigate creating a gap between both parties. Overall, effective marketing remains a core factor in organisational success and long term goal achievement. 
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