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Marketing has become a critical factor in the modern business environment due to its usefulness in helping businesses identify opportunities through market research, satisfy consumer needs, and maintain a competitive advantage. Marketing is no longer regarded simply as the promotion of products or boosting sales in the short-term, but rather has developed into an overall strategic function that provides information to assist in long-term decision-making through its role in product development processes, brand positioning, customer relationship management (CRM) processes and innovation. As a result of these contributions, marketing plays a fundamental role in assisting companies to achieve both immediate commercial objectives as well as long-term strategic objectives, including customer loyalty, expanding market share, and sustainable growth. The marketing function is also increasingly influenced by external forces such as political, economic, social and technological changes. Additionally, the effect of digitalisation on how organisations communicate with their consumers has fundamentally changed the nature of marketing, particularly due to the proliferation of social media and the growth of data-driven communication. This paper will examine the marketing function's role in facilitating organisational effectiveness; evaluate the impact of macro-environmental factors on marketing through PESTLE analysis; and analyse the ways marketing approaches have adapted to meet the new realities created by digital transformation and evolving ways that consumers engage with organisations.

Within every organisation, marketing can serve as an analytical and relational function; it collects and interprets data from customers, competitors, and market trends, and uses this information to define how the organisation presents itself to the marketplace. Specifically, successful companies must understand the needs of their target customers as well as design a comprehensive strategic plan that delivers superior value. As a result, marketing is central to the strategic planning process, rather than just being used at the end to communicate the results of the plan to people. Like Kotler and Armstrong (2016), Mowar (2022) defines marketing management as a core business discipline with functions that support segmentation, targeting and positioning, and customer satisfaction.

There are three key contributions marketing makes to organisational success: First, marketing identifies potential revenue-generating opportunities through identifying and acquiring new customers. Second, marketing fosters customer loyalty and retention through improving customer experience and perceived value. Finally, marketing provides organisations with critical information about unmet needs and shifts in the marketplace that can contribute to innovation. Tirtayasa & Rahmadana (2023) identified that product innovation acts as the mediator between market orientation & marketing performance; therefore, companies can use marketing to convert knowledge into new or enhanced offerings. This is even more crucial within a high-velocity marketplace where customers frequently change their preferences.

The integration of marketing with the broader organisational capabilities of an organisation is also critical. Navia et al. (2023) have shown that digital market orientation positively affects the economic performance of SMEs providing service, implying that marketing intelligence needs to be integrated into organisational processes. In addition, Reimann et al. (2022) found that adaptive marketing capability influences international performance, particularly when intense competitive environments exist. Therefore, marketing is both external-facing and internal-enabling; It collaborates with operations, innovation, finance and customer service to deliver on the promises made to customers.

For them to continue to be effective, marketing has to adapt to the external macro-environment. Using PESTLE analysis provides a systematic approach to better understand these external impacts. PESTLE analysis identifies political variables, such as trade barriers, regulatory policy and public sector efforts, which can impact both international expansion and promotion. The current economic climate, such as inflation and consumer purchasing power, has a direct impact on market demand (i.e., how much of a product will be purchased) and the price sensitivity of the customer. During periods of inflation, many companies will reposition their brand to create an affordable price point or combine value-added products with that affordable price point; on the other hand, premium brands typically will use durability or status to justify a higher price point.

Social trends are becoming a significantly greater influence as consumer expectations continue to expand beyond product-based purchasing (i.e., what they will buy) and include issues related to identity, ethical practices in businesses and companies, and having a lifestyle brand compatibility with consumers. Significant influences on consumer purchase behaviour are cultural trends, demographic changes and increased interest in sustainability and well-being. According to Toha and Supriyanto (2023), characteristics of the target market and purchasing behaviour affect how consumers go through the research process to find out more about brands before making a purchase. This implies that understanding the social context of consumers is of utmost importance in the development of new or existing brands and in developing brand loyalty. The authors also suggest that external factors, such as environmental conditions, contribute to determining the branding and product strategy. According to Nuryakin and Maryati (2022), environmental pressure can turn into a strategic advantage if environmental innovation and green competitive advantage are embraced by the business as a means of creating performance. Thus, sustainable practices should help to foster a positive relationship between the business and its consumers.

Technological advancements have become a focal point in many organisations today. Marketing is being revolutionised by advancements in technology such as digital platforms, big data analytics and automation. According to Theodorakopoulos and Theodoropoulou (2024), big data analytics are essential for understanding the behaviour of consumers in the realm of digital marketing. Supporting this, Musa et al. (2024) argue that technology acceptance models continue to provide value in explaining the adoption of digital marketing. In addition, with evolved marketing practices come new legal considerations that can complicate the ability to target and personalise consumers. Legal considerations, such as privacy laws, advertising standards and digital consent, are hindering the ability of companies to effectively engage with consumers. As a result, organisations that operate in the digital realm and leverage technology for product or business innovation must consider both the ethical and legal obligations associated with compliance.
Digital transformation has impacted how each of us connects with and shares information today. In today’s world, digital transformation has significantly altered the locations and methods by which consumers conduct brand searches, compare products, and consumers decide on a product. Saura, Palacios-Marques and Ribeiro-Soriano (2023) illustrate that small and medium-sized enterprises (SMEs) in particular use data-driven strategies when executing digital marketing. Similarly, Nuseir et al. (2023) elaborate on the direct correlation that results when employing digital strategies, as there is a direct link between the implementation of digital strategies and the experience of the customer. These findings indicate organisations should look at being responsive and relevant through digital integration as ways to continue to compete instead of just mass-market efforts.

One of the most significant ways social media has transformed marketing is by changing how we communicate from one-way persuasion to two-way engagement with brands. Social media allows brands to have an ongoing conversation with customers, create community, and get real-time feedback (Evans, Bratton & McKee, 2021). It is becoming common place for companies to utilise social media as a crucial aspect of integrated marketing communications (Rehman, Gulzar, & Aslam, 2022) to help ensure that their brand messaging is being coordinated across multiple platforms as well as having an impact on how consumers behave when making purchasing decisions because decisions are now becoming more social, visible and collaborative in nature. Consumers are increasingly looking to creators, peer reviews and community sentiment for information prior to making a purchase.
Influencer marketing is helping to demonstrate this shift. Kanaveedu & Kalapurackal (2022) and Tanwar, Chaudhry & Srivastava (2021) outline influencers’ ability to engage consumers through the combination of perceived authenticity and targeted reach. Nike is an excellent example of a brand utilising social media for both brand awareness, as well as storytelling, emotional connection and cultural relevance. However, digital marketing has inherent risk factors, including dependency on algorithms, misinformation, privacy concerns, and short attention spans. Consequently, successful organisations will need to utilise a strong content strategy, audience insights, and data governance to be successful in the digital space.

In conclusion, marketing is essential for organisations as a means of identifying opportunities, creating value, and ultimately achieving their larger, strategic objectives. The importance of marketing lies both in understanding the customer and coordinating the work of the organisation internally in order to be a key contributor to the organisation’s overall innovation and performance. External factors found in a PESTLE analysis are part of the broader external environment in which the organisation operates and the basis for marketing decisions. These factors can/are influenced by regulations, economic changes, social value changes, and technological changes. The factors influencing these aspects of the marketing environment are becoming more evident in today’s digital era due to the impact of social media on customer journeys, engagement models, and communication strategies. Organisations that can integrate marketing into their overall strategic framework and simultaneously adapt to changing environmental and technological conditions are most likely to succeed in an increasingly global economy.
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