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Businesses depend on marketing for strategic success, as marketing supports organisational objectives by matching company resources to broader market opportunities.  Understanding customer needs, designing value for the consumer, creating clarity in communication, and establishing relationships are critical elements that contribute to a company's revenue stream and reputation. In volatile markets, organisations need to base their decisions upon current market conditions rather than by applying a "copy and paste" promotional approach. The evidence presented at a strategic level indicates that leveraging the use of marketing to develop innovations and improve performance results in an organisation developing stronger performance-based outcomes when aligned with broader organisational strategic planning. Ultimately, this essay will argue that marketing drives organisational success by providing direction towards achieving strategic objectives through using PESTLE analysis to assess external market conditions and meeting customer needs through using digital platforms and social media to develop relevant and responsive customer relationships.

At the organisational level, marketing adds value to the organisation by converting market intelligence into actionable decision-making. Marketing supports decision-making regarding what product(s) to offer and provide to the marketplace, how to price product(s), where to distribute product(s), and how to effectively reach consumers through appropriate communication methods. The degree of success of the marketing process is determined by the extent of internal cooperation and cohesion within an organisation. If there are delays in product development, a lack of quality in providing service, and rigidity in process flow within an organisation, marketing cannot achieve successful outcomes. By using agile methodologies to create team environments with a high level of cooperation and cohesion, organisations will increase the ability to react more quickly and effectively to customer signals depending on the information derived from testing, creating new learning experiences, evaluating successes and failures, making adjustments, and completing the organisations ongoing task of creating value for their stakeholders (Manduva, 2022). Technology has also helped to achieve this objective. Research has demonstrated that companies have improved customer purchasing behaviour (repeated purchases) by integrating customer data and customer communication systems using e-marketing, e-CRM and digital loyalty techniques (Haudi et al., 2022). According to several other studies, strategic usage of open innovation and location-based technologies during service delivery also contributes to enhancing customer satisfaction and loyalty (Alzoubi, 2022). Due to its ability to broaden reach and improve the effectiveness of service delivery (Sharabati et al., 2024), digital marketing plays a critical role for both small and medium-sized enterprises (SMEs). Furthermore, strong insight into the customer increases the effectiveness of innovations since the success of an innovation is ultimately dependent on an organisation's ability to leverage market intelligence into actionable strategies (Stremersch et al., 2025).

PESTLE analysis is helpful to understand that all marketing decisions are influenced by forces outside the organisation. Political influences have an impact on market access, trading conditions, regulations, and public policies. Political conditions can also affect how brands position themselves, prioritise countries, and their willingness to invest in distribution channels and partnerships globally and locally (Khan et al., 2023). Economic pressures determine prices, confidence and consumers' demand behaviour. Customers tend to be more price-conscious when there are economic constraints; therefore, marketing must clarify the usefulness and price of products and/or services. Research on digital marketing and competitive advantage has found that organisations can increase their effectiveness by leveraging digital technologies to remain visible and responsive during times of change (Huynh and Nguyen, 2026). Social influences include changes in values, cultures, lifestyles, or consumer expectations. Many modern consumers favour brands that possess a true social purpose and demonstrate their identities and inclusivity; therefore, these types of brands are seen to be very appealing in the fashion and lifestyle markets (Sembhodo et al., 2025). The internal aspect of an organisation's culture impacts the brand as employees increasingly influence its definition through their actions and our communications with them. In a digitally dominated marketplace, culture and marketing are now interconnected (Dhingra, Diksha and Sruthi, 2025).

The technological factors are now considered to be the strongest influencing factor in making marketing decisions. With digital platforms, predictive systems and data tools, it is changing the way that companies understand their customers and evaluate their performance. Companies are moving from basic reporting to a more adaptive format where feedback loops are continual and require immediate adjustments to the marketing plan (Mohiuddin, 2026). Big data and predictive analytics provide decision-making support to managers, especially when competitive pressures and rapidly changing customer behaviours exist (Shwedeh et al., 2026). Technological changes will also impact the future of online shopping/e-commerce. Innovation, platform design and communications will interact to drive towards improved outcomes (Figueiredo et al., 2025; Samieifard, Abolghasemian and Chobar, 2025). The legal dimensions of the new business environment will also have close ties to these technological changes, as companies must comply with regulations governing privacy, platform conduct, fair practices and consumer protection. Environmental issues will be of increasing importance in the future. Studies have found a broadening impact of environmental and sustainability concerns on strategic planning across industries and not just those that have historically been associated with ecological risk (Ran et al., 2026; Eichhorn et al., 2024). The PESTLE analysis will be important in assisting businesses as it will offer a disciplined methodology for identifying what is occurring in the external environment and how changes within that environment will impact the strategic opportunities for the business (Sałek, 2024). 

Marketing today has changed both in terms of how it is conducted and the speed at which it is conducted because of the digital revolution. Nowadays, companies can reach customers in more effective and timely ways through various means such as websites, app stores, e-commerce channels, customer databases, and automation. The impact that online marketing can have on a company is significant when it’s part of an overall digital strategy and is linked to measurable objectives (see Kadam, 2025; Sharabati et al., 2024). Digital capabilities also allow a company to maintain communication with customers during business interruptions and keep their relationships with customers, even during market fluctuations. To fully experience digital marketing as a marketing function, businesses must view the value that is created throughout the entire customer brand interaction, rather than solely at the time of purchase (see More, 2023). As a result of this, companies need to consider more than just single campaigns and manage the whole customer journey.

The rise of social media has changed the power dynamic between brand and consumer, as customers no longer passively receive messages; instead, they provide commentary, compare brands, share information with others, and influence others. Social media marketing can enhance customer engagement, facilitate co-creation, and provide increased brand visibility; however, it can also expose companies to swift negative criticism when the messages being conveyed lack substance or consistency (Moedeen et al., 2024). As customer participation in the purchasing decision and creation of value continues to get more prevalent, marketing mixes are evolving (Pitri et al., 2025). For many businesses, particularly smaller ones, the digital age presents opportunities along with challenges. Research on small and medium enterprises indicates that digital capabilities are viewed as essential today, not optional, since customers have become accustomed to convenience, speed, and relevance (Bradac Hojnik & Huđek, 2023). Businesses will therefore need to communicate with more personal, prompt, and data-driven approaches than ever before.

Many of the largest brands in the world showcase developments of this nature. For instance, following the company’s digital transformation, McDonald’s marketing efforts have included the deployment of mobile apps, delivery integration, and delivery of more personalised customer experiences, thus demonstrating the synergies between operational changes and communication strategies (Tian, 2022). Likewise, globalisation in marketing will still be significant. Coca-Cola and McDonald’s demonstrate that even global brands require localisation in their messages, products, and cultural tenor to achieve success in diverse markets (Deliceırmak, 2022). These examples demonstrate that for marketing efforts to achieve success, the organisation must have a strategic fit: the organisation must align its technology, corporate culture, and market knowledge with the external environment’s realities.

Marketing serves organisations by converting customer intelligence into strategic initiatives and coordinating value-creating activities throughout the organisation and external environment. Through PESTLE assessments, it is evident that external influences such as government, economic, social, technological, legal, and environmental pressures continue to affect how companies conduct their marketing activities. Organisations must adapt to marketing in a digital world by using channels of communication in an online environment, systems for analysing marketing data, and methods of communicating interactively through social media. Companies that develop flexible and integrated marketing capabilities will be better positioned to preserve their competitive advantages and continue to grow in uncertain times.
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