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Marketing has become, in a modern business context, a key strategic function of an organisation in helping to shape how organisations identify and capitalise on market opportunities, as well as how they construct value propositions and develop long-term, sustainable relationships and partnerships with their various stakeholders. Marketing has transformed and changed significantly beyond being just an adjunct to either the promotions or sales functions; it now has a role to play across the marketing lifecycle, from product development and brand management to innovation, the customer experience, and the long-term performance of the corporation. As competition becomes more intense and digital technology continues to disrupt traditional market structures, organisations must shift their perspectives on how marketing can help to contribute to their success. This essay will propose that marketing is essential to achieving the objectives of organisations, via both a market-driven culture and an organisation-wide alignment of all functional areas supporting the objectives of the organisation; that the macro-environmental factors (e.g. political, economic, social, technological, legal, and environmental, referred to as PESTLE) can have a significant influence on marketing decisions; and that the changing dynamics of digital transformation (particularly through the growth of social media) have significantly altered the relationship between consumers and all brands.

The strategic role of marketing is to align the organisation with the needs of consumers and support the overall business objectives of organisations (i.e. profitability, growth, and sustainability). Kotler et al. (2022) argue that marketing management is a process by which customer value and organisational performance are linked together. This is supported further by Chernev (2025), who states that strategic marketing management is based on three components: 1) selecting a target market, 2) establishing a unique position in the marketplace, and 3) coordinating the marketing mix in a manner that supports the organisation's ability to perform competitively. Marketing, therefore, provides a means of linking external demand factors with internal decision processes.

To better understand the strategic role of marketing, one must also understand the concept of market orientation. Cheng, Wu, and Xiao (2025) present evidence of the value of market orientation on entrepreneurial performance, especially in times of uncertainty. Similarly, Yaqub et al. (2025) provide evidence that market orientation can improve the performance of small and medium-sized businesses (SMEs) through improved marketing capabilities and competitive strategies. According to these research findings, marketing can have the highest rate of return for businesses when it becomes a fundamental part of their corporate culture rather than a separate activity in an isolated marketing department. Businesses that actively listen to their markets, analyse market trends in a timely fashion, and develop and bring to market new products quickly are more likely to be innovators in their industry and to keep their customers engaged with their company’s products or services. For example, from the practical point of view, marketing is required to develop new products, provide customer services, and create strategic plans to cooperate with each service simultaneously.

From this perspective, marketing is more successful when integrated with the overall operations of the organisation. For example, insight about customers created through marketing can be leveraged and used to assist operations, supply chain management, and prioritisation of innovation activities. Aslam et al. (2025) show that a company’s strategy for the supply chain in a digital economy is influenced by both customer integration and market orientation and that access to marketing information can be used to enhance value beyond the realm of communications. In this regard, marketing contributes to the coherence of an organisation by aligning the internal capabilities of a company with the expectations of its customers in an external competitive environment; this can be seen, for example, in the example of the McDonald’s chain of restaurants where the company’s ability to find local adaptations of its product offerings; design, implement and process digital ordering systems; and consistently communicate the same brand message has created an operationally scalable business with a high degree of customer relevance.

However, even with the integration and the contribution of marketing to the overall business of an organisation, the decisions related to marketing are impacted and shaped by conditions established and controlled externally, therefore making PESTLE analysis an important part of the strategy development process in marketing. For example, political factors such as regulations, taxes, public policies, international trade conditions, etc., all have an impact on pricing, availability of products, and claims made on promotional materials. Political and legal changes often occur simultaneously in the areas of data protection, consumer protection, and competition law. Similarly, the impact of the economy on marketing is significant, providing consumers with increased reliance on pricing, convenience, and dependability, as the overall economic level increases or decreases, increasing demand for goods and services along with increased prices, interest rates, and inflation. For instance, Coca-Cola and McDonald's have historically changed their campaign efforts according to major disruptions in the environment while continuing to represent their brands.

As consumers' values have evolved to include much more than just product attributes, social influences have become increasingly important. Consumers expect companies to present themselves in an authentic manner as well as be inclusive and socially conscious. Digital engagement is more critical than ever in shaping consumer behaviour, as demonstrated by Rachmad (2024a); however, Rachmad (2024b) also indicates that there is a growing convergence between influencer marketing and viral marketing due to the influence of social marketing logic. Technological factors are undergoing significant transformation as well, with digital technologies, artificial intelligence and data analytics leading the way in how companies collect customer information, tailor messages and measure the effectiveness of their marketing campaigns. Research by Pascalau et al. (2024) indicates that companies that take a digital marketing orientation can achieve better results when compared to those that do not, implying that technology adoption is now at the core of marketing success.

Legal standards and consumer behaviour are also being shaped by environmental factors, particularly climate change and the rise of "green" consumerism. Green marketing has transitioned from being a niche to a critical part of almost every company's overall business strategy. Companies must ensure that all environmental claims are substantiated and credible because of high levels of scrutiny from consumers, regulators and other stakeholders. The PESTLE Framework reminds marketers that marketing is not just a tactical activity performed in isolation, but rather, is an evolved and strategic response to the changing external business environment.

The digital economy has changed the way marketers conduct business by increasing the need for marketers to focus on interactive methods of communicating with customers through a myriad of digital channels rather than relying solely on the more traditional, one-way, mass media methods. The rise of digitalisation has significantly changed not only the presence of marketing but also the relationship between consumers and companies. Calderon-Monge & Ribeiro-Soriano (2024) contend that digitalisation strongly influences management/business models using technology. Hokmabadi, Rezvani & De Matos (2024) state that providing marketing capabilities fosters business resilience through digital change. Therefore, to remain competitive, companies must adapt to digital practices.

Perhaps the most noticeable area of digitalisation is through the use of social media. Social media has established direct lines of communication between brands and their target customer bases 24 hours a day, 7 days a week and allows companies to provide immediate responses to customer inquiries as well as co-create meaning with their customers. According to Khanom (2023), due to customers using social media to learn about products, assess their fit, and talk about products because of reviews, recommendations, and content from influencers, social media will be a necessity in the current and future digital marketing environments. Influencers have increasingly influenced large sectors of the market (such as beauty, fashion, lifestyle) as they bridge the gap between consumer confidence and widespread advertising. Trehan, Siddiqui & Dewangan (2025) note the growing body of research around influencer marketing due to the impact on the persuasiveness, credibility, and engagement level of users across varying media outlets.

At the same time, there are some risks that brands are exposed to because of digital marketing. Companies' dependence on algorithms, specific platforms, concerns over data privacy, and threats to their reputation can negatively affect brand performance if not proactively managed. Success in the digital marketing realm relies heavily on creativity and Governance. Companies such as Zara establish a balance between creativity and Governance through social media and rapid digital feedback to create a trend-based response to customer needs while maintaining consistency with their brand's visual identity. Therefore, social media has drastically changed the way companies communicate with their customers, changed product life cycles, changed customer expectations, and changed the overall brand-customer relationship.

Overall, marketing is a critical function for all companies and increases overall organisational performance by linking customer-based analysis with strategic actions. When translated, marketing helps create value for both consumers and companies by building on an organisation’s market orientation and developing coordination between functional areas. A PESTLE analysis illustrates how external political, economic, social, technological, legal, and environmental factors can influence marketing decisions, and that marketing strategy must be altered according to these influences. Digitalisation has completely changed the face of marketing from a predominantly one-way communication to authentic, instantaneous, and data-driven communication, and companies that use marketing as an evolving, strategic capability rather than a categorical promotion will be well-positioned to achieve long-term success.
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