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Introduction
	This report seeks to assess the strategic roles of the marketing department, to examine its symbiotic connection with business strategy, and to examine the internal and external environmental factors that affect management of the marketing department. The evaluation is examined through the lens of the heavily regulated United States aerospace and defense (A&D) industry and using the business model of a global military contractor, like Lockheed Martin. The A&D industry is not a consumer market, but rather is a highly elevated, Business-to-Government (B2G) and Business-to-Business (B2B) industry. As such, marketing in this industry demands a refined, long-term, strategic approach that aligns with long procurement cycles, rigid federal compliance requirements, and complicated geopolitical environments.

Key Strategic Functions of the Marketing Department
	Where operational marketing supports the "doing", short-term and daily activities such as trade show coordination and technical copywriting in the defense sector, strategic marketing is the "thinking", long-term game. Strategic marketing focuses on long-term growth and competitiveness (five- to ten-year planning).
Account-Based Marketing (ABM) for B2G Pipelines
 	A key strategic role in the A&D industry is the creation and execution of Account-Based Marketing (ABM) strategies. Since A&D companies do not market to the public, they have an extremely niche market - the United States Department of Defense (DoD) and its global partners. Strategic marketers must create highly targeted, long-term campaigns that target these few, large accounts, with the aim of building relationships, educating, and establishing trust, rather than simply promoting (Merritt Group, 2023). This requires a mapping of the maze of Federal procurement officers, military generals, and Congressional committees in order to ensure the company’s technical expertise is at the forefront when Requests for Proposals (RFPs) are issued.	Comment by abc: Not mentioned in the references 
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Market Forecasting and Technological Positioning
 	The other key strategic role is market forecasting. The marketing functions must predict the technological future needs of the military and establish the company brand as the go-to partner who will be needed to meet those future threats. This includes a careful analysis of industry trends and innovation management models to forecast the areas of investment over the next decade (Gélain, 2021). If a market analysis shows a likely shift in federal priorities to hypersonic weapons or space weaponry, the marketing department must position the company as a thought leader in those technologies, well before product development is even complete.	Comment by abc: Misplaced citation 
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Marketing Department and Business Strategy
	Within a global multinational defense company, a marketing department can't work in isolation; the marketing strategy must be an organic part of the business strategy. The business strategy defines the goals (market growth, diversification, or leadership in a particular product or capability), and the marketing strategy defines how to communicate the means of getting there.
R&D into Procurement
	 For companies such as Lockheed Martin, one of the Business Strategies is for the company to invest heavily in Research and Development (R&D). But innovative engineering is only profitable if the government perceives the technology's value and is willing to pay for it. Marketing is the bridge between Internal R&D and External Government Procurement Officers. It communicates highly classified and technical engineering information into actionable, strategic arguments that precisely match the government's stated national security goals (Gélain, 2021).	Comment by abc: Not mentioned in the cited source
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 Compliance as a Strategic Advantage 
	Moreover, compliance and corporate social responsibility (CSR) play a critical part in contemporary business strategy in the A&D industry. No longer will a company prevail through technological leadership alone; it must follow Environmental, Social and Governance (ESG) guidelines and follow international sanctions. So the marketing department must proactively promote ESG accomplishments as part of the brand message. The marketing department helps to advance the business’s strategic objective of securing, and winning, billions of dollars in federal funding - through marketing the firm's dedication to sustainable production and ethical governance (A&O Shearman, 2026).	Comment by abc: Not mentioned in the references 
External Factors (PESTLE Analysis)
	The external world of A&D is a complex and high-risk environment with intense regulatory pressures, creating special marketing circumstances.
Political
 	There is no doubt that the most influential external element in the A&D industry is political. The whole marketing budget and strategy is completely reliant on the shifting U.S. federal budget for Defense, NATO collective security agreements and the political party in control of the U.S. congress. Additionally, macro-economic geo-political conflicts, such as the war in Ukraine, can overnight change the global threat environment and increase market demand, while impacting the performance of aerospace shares on the stock market (aAdnan et al., 2026). Marketers need to be flexible, able to adapt their marketing strategies to follow the current political and military priorities of the government.	Comment by abc: This source is not mentioned in the references 
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Economic
	The global economy is in a lurch, especially inflation and supply chain problems, which affect fixed price long term government contracts. Marketing needs to update external communications to convince government buyers that the company is economically and supply-chain resilient, as points of competitive difference are seen primarily in areas of economic stability and supply chain robustness (PwC, 2025; KPMG, 2025).
Technological
 	The high velocity of technology change demands agile marketing. The adoption of the "Fourth Industrial Revolution" (Industry 4.0) smart technologies, artificial intelligence and smart manufacturing affects product survival. Marketing must continually inform the market of how the company's use of these new technologies contributes to its operational efficiency and sustainability, thus providing long-term value to society and its taxpayers (Pop, Titu and Pop, 2023; Tabaković and Durakovic, 2021).	Comment by abc: Bc18
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Internal Factors
	Market demand is determined by the external environment while the ability of the marketing department to deliver its strategic initiatives is determined by the internal environment.
Workforce and Talent Dynamics
	 An internal factor facing A&D companies is talent. This is the first time in the industry's history that workforce dynamics are changing, and the challenge of recruiting highly specialised engineers who can also clear stringent federal security checks is affecting the industry (Protiviti, 2025). The marketing function is increasingly expected to provide internal/employer branding, and developing campaigns that are targeted to high-level talent in the market.


Risk Management and Resource Allocation
	Marketing is affected by corporate internal risk strategies and R&D expenditure. Defense projects require enormous capital outlay up front, so corporate management tightly controls technology choices. Marketing is bound by these internal budgetary decisions; they can only market the platforms and capabilities for which the corporate risk management board has approved budget for (Protiviti, 2025).
Conclusion
	In summary, strategic marketing within a major US aerospace and defense firm is a complex business that goes well beyond promotion. It demands the painstaking execution of Account-Based Marketing and forecasting to align flawlessly with the larger corporate strategic plan to win massive, multiyear, government contracts. By effectively managing a limited internal workforce and the unpredictable market challenges of external political and economic conditions, the marketing department is the key to connecting the technological innovations of a corporation to the ever-present national security challenges of the marketplace.
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