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Marketing plays an important role in many commercial companies today because it brings the company to customers, other businesses, and the broader environment where value is delivered. Marketing is not only used for selling or promoting a company's products; it is also a strategic process by which companies can create needs, provide real value to potential customers, and maintain ongoing relationships with current customers. Thus, marketing contributes directly to the firm's success by providing revenue generation, brand equity, satisfaction to customers, encouragement for innovation in product or service development, and long-term competitiveness. The function of marketing must continue to evolve as the marketplace becomes increasingly more volatile and new digital technology changes how consumers behave. This essay argues that marketing is an evolved function of business, that it aligns with the strategic goals of the overall organisation, that it is shaped by macro-environmental forces, and that the overall function of marketing has been transformed through digitalisation and the impact of social media.

Kotler and Keller (2016) present marketing as the creation, communication and delivery of value to customers, which allows for a much broader understanding of the function of marketing. This broad and defined purpose of marketing aligns it with the overall objectives of the organisation rather than simply serving as a support function to the organisation. Effective marketing allows firms to grow by identifying attractive market segments, providing differentiation in their products/services, and creating long-term relationships with customers. Aaker and Moorman (2023) also establish the importance of strategic market management as a means of associating opportunities in the marketplace with the capability of the organisation, thus connecting the marketing activities to establishing a competitive advantage. Practically, this means that marketing contributes not only to new customer acquisition but also to customer retention, profitability, and organisational resilience. Organisations also rely on marketing to improve overall business performance by dealing with other areas of the organisation that also contribute. For example, product creation requires market data to understand what customers want before designing offers; meanwhile, operations need sales forecasts based on marketing research so they can create products in sufficient quantities to meet demand; and finance departments can plan revenues more accurately thanks to greater brand awareness and brand loyalty across customers. Keller and Kotler (2015) call this comprehensive approach to integrating business functions focused on providing value to the consumer "holistic marketing". This approach becomes increasingly important in a service-based or digitally distributed business environment where there are multiple ways for consumers to interact with businesses, and their experience must be consistent across all of those interactions. Starbucks has successfully demonstrated the importance of this by integrating different functional areas (e.g., marketing, operations, digital, customer relationship management) so that every interaction a consumer has with Starbucks (i.e., in the store or online) is consistent with the Starbucks brand. This coordinated effort illustrates that marketing is not only a standalone form of communication but is instead a cross-functional contributor to revenue generation.

In addition, marketing's relationship to market orientation and firm performance continues to illustrate marketing's role as a strategic function. For example, according to research conducted by Powers et al. (2025), organisational performance is closely correlated to company perceptions on market orientation, and according to Yaskun et al. (2023), market orientation, innovation and competitive advantage together are significantly related to overall business performance. The above research clearly illustrates that companies can generate above-average profits by systematically collecting (i.e., gathering) otherwise dispersed market information, communicating that information internally and utilising that information to respond proactively.

However, the marketing decisions of an organisation are not made in a vacuum, or absent external influences; instead, those decisions can be either constrained or enabled by the macro-environmental factors about a particular organisation's industry (i.e., both product and service-oriented) represented by the PESTLE framework. For instance, a government may have a specific policy governing trade, which may materially influence how an organisation prices its products/services, sources raw materials or goods to offer to consumers and markets its products/services, or limit access to a particular market in which a particular firm would otherwise be able to sell (i.e., when placing advertisements). A variety of factors can affect how and why consumers spend money on particular goods or services, as well as how brands position themselves in those consumers' minds. Among those factors, economic influences such as inflation, recessions, consumer confidence and disposable income all tend to affect consumer spending patterns more than any other type of influence. Certainly, during a time of economic distress, companies often change their messaging to reflect value, affordability and durability (examples of which can be seen within the fast fashion and food retail industries).

Social influences are also of utmost importance in that the marketing of a product must be reflective of the changes in society that occur regarding how people live, what they value and who they are. Consumers are increasingly looking for convenient, authentic, personalised and ethically produced products. Sustainability has become one of the largest drivers of brand perception, particularly in the fashion business (Ray, 2023) and creates pressure on companies to ensure that their marketing reflects responsible business practices. Additionally, technological influences may have the greatest and most immediate effect on marketing strategy. All organisations have been able to segment markets, personalise messaging, and measure results due to the advent of data analytics, artificial intelligence (AI), customer relationship management (CRM) systems and digital marketing (Chintalapati and Pandey, 2022; Basu et al., 2023).

Legal influences are also playing an increasingly important role in marketing due to privacy-related issues and the way data is collected and used, as well as consent. Digital marketers need to ensure that their messages comply with applicable laws and regulations, such as the General Data Protection Regulation (GDPR), regarding targeting, cookie usage and personalised advertising. Lastly, environmental factors have moved from the periphery to the centre of a company's strategy. Green marketing expectations now exert influence on product design, marketing messaging, distribution, and corporate reputation (Brown et al. 2023). Internal marketing can help co-create sustainable value using marketing when an organisation's culture is influenced by environmental issues both internally and externally through communications. If an organisation utilises PESTLE analysis, it may be able to anticipate external pressures and implement proactive changes to its marketing strategy, rather than waiting for its competition to react to those pressures.

Organisations will therefore need to look beyond traditional channels of marketing in the current era of digital marketing and engage consumers through interactive digital ecosystems. Digital transformation has changed not only the types of media choices available to organisations but also the way in which marketing communication is accomplished. According to Westerman, Bonnet and McAfee (2014), digital transformation is much more than simply the use of new technology; it represents a more fundamental change in an organisation's business. Therefore, to properly implement a digital marketing strategy, a firm must also have a more agile, data-driven, and customer-focused approach to its marketing strategy. Social media has a particularly strong influence as it allows for much faster and more interactive forms of communication between a brand and its consumers. Alalwan et al. (2017) opined that because of the emergence of social media, marketing has transitioned away from a one-way broadcast approach to a more interactive engagement-based approach. Dwivedi, Kapoor and Chen (2015) point out that social media has now become an essential tool for marketing by providing access to the customer for both marketing and advertising.

The rise of social media has also changed how consumers make purchasing decisions. Consumers will now rely on many of their peers for advice on what products to purchase and how to evaluate them using recommendations from their friends, through influencer reviews, user-generated content and online communities. According to Lemon and Verhoef (2016), the customer experience is developed through multiple organisational touch points, including digital and social media touchpoints. The result is that customers experience a less linear journey through their purchasing experience and much more of a collaborative journey. Brands like Nike and Zara illustrate this new concept by utilising aspirational brand storytelling to connect with their target audience and by developing platform-based content, engaging with influencers and creating feedback loops for customers. While social media has its benefits, such as enabling a brand to measure its performance, reach a targeted audience and develop a community of loyal customers, it also presents organisations with several risks, such as miscommunication, reputation and over-saturation of content. As such, organisations need to have a digital presence as well as a strategy to create and distribute content that is ethical and has a consistent brand voice.

In summary, marketing is a critical element of an organisation's operations and contributes to business success by generating value, aligning with strategic goals and coordinating all customer-centric communications throughout an organisation. The effectiveness of marketing is determined by the internal alignment of the various functions of a business and the ability to respond to external market pressures. When an organisation utilises PESTLE analysis, the internal marketing function will be better positioned to develop a more effective marketing strategy, as external pressures such as political, economic, social, technological, legal and environmental factors all play an important role in determining marketing strategy in the current environment. Therefore, in the present digital marketing environment, the marketing function has expanded beyond simply driving sales to now using social media, analytics and artificial intelligence to drive new ways of communicating with customers and to influence their behaviour. Only those organisations that fully view marketing as a strategic, integrated and adaptive resource will be able to realise their full potential and survive.
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