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MGMT1203 Notes 
Marketing Management 

Week 2 – Chapter 2 – The marketing environment and market analysis 

The Marketing Environment  
 All of the internal and external forces that affect a marketer’s ability to create, communicate, deliver and 

exchange offerings of value. 

 The forces and factors within the marketing environment can be classified as belonging to the internal 

environment, micro environment and macro environment. 

 Environmental analysis: A process that involves breaking the 

marketing environment into smaller parts in order to gain a 

better understanding of it.  

The internal environment:  
 Refers to the parts of the organisation, the people and the 

processes used to create, communicate, deliver and exchange 

offerings that have value. The factors that are directly controllable 

by the organisation.  

 Includes: the organisation, people and processes.  

Internal Marketing: 

 A cultural framework and process to achieve strategic alignment 

between front-line employees and marketing.  

 Done in 3 main ways: Internal communications (ensure employees actions align with company goals), 

Internal market research (employee needs and demands), Provide the training needed to employees. 

 Marketers cannot control external environment but they can influence it. It’s important for marketers to 

understand the opportunities and threats that may arise.  

The micro-environment 
 Comprises the forces and factors at play inside the industry in which the marketer operates that affects its 

ability to serve its customers and clients, target markets, partners and competitors. 

 Includes: competitors, customers, industry itself, partners, suppliers.      

Company Capabilities 

• This is the firm itself and what it is good at. 

• Successful firms focus on satisfying customer needs that match their core competencies. 

• Companies need to recognise those of competitors and understand how to market and compete. 

 

Competitors  

• It is critical that marketers understand their firm’s competitors, including their strengths, weaknesses and likely 

reactions to the marketing activities. 

• Need to use a proactive rather than a reactive strategy. 

• Eg. The competition between Apple and Samsung in 2013 with accusations of patent violations. 

 

Corporate Partners 
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• There are few firms that operate in isolation and most are part of alliances where firms align with competitors, 

suppliers etc. (corporate partners are parties that work with the focal firm). 

• Eg. Car brands collaborate with suppliers to manufacture cars successfully and efficiently and Qantas and Emirates 

have a partnership to increase the efficiency of global flight operations. 

• Involves making decisions about cooperation in order to create mutual profitability. 

• Firms must work together to create a seamless system that delivers goods and services to customers when and 

where they want them.  

The macro-environment 

 Comprises the larger-scale societal forces that influence not only the industry in which the marketer 

operates, but all industries. ie. PESTEL: Political, Environmental, Sociocultural, Technological, Economic, 

Legal.  

Political Forces 

 Politics is directly relevant to the marketing organisation through: 

o Lobbying for favourable treatment at the hands of the government 

o Lobbying for a ‘light touch’ approach to regulation 

o A very large market that the government and its bureaucracy comprise 

o The ability of political issues to affect efforts at international marketing 

Economic Forces 

 Factors that affect how much people and organisations can spend and how they chose to spend it. 

 Income, prices, the level of savings, the level of debt and the availability of credit.  

 Currency fluctuations, imports and export prices and interest rates. 

Sociocultural Forces 

 Social and cultural factors that affect people’s attitudes, beliefs, behaviours, preferences, customs and 

lifestyles.  

Technological forces 

 A broad concept based on finding better ways to do things = SSaving /costing more money.  

Environmental Forces 

 Ecological and environmental aspects like wheather, climate and climate change 

 Influences: tourism, farming and insurance. 

Legal Forces 

 Laws and regulations: privacy, fair trading, consumer safety, prices, contract terms and intellectual property. 

Note: none of these factors act in isolation. Ie. development of internet technology created a need for new laws to 

regulate online conduct.  

All of these factors may be highlighted in a SWOT analysis: 

 Macro and micro environment form part of the opportunities and threats.  

 The internal environment forms the components for the strengths and weaknesses.  

Situational Analysis and Marketing Planning 
• Situational analysis 

o Identifying the key factors that will be used as a basis for the development of marketing strategy. 

• There are more factors that need attention than marketers can possibly address within the constraints of the 

available time, money and other resources. Marketers need to be able to isolate the key, or most important, 

factors that need to be addressed. Situational analysis involves identifying the key factors that will be used 

as a basis for the development of marketing strategy.  
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• Marketing planning 

o An ongoing process that combines organisational objectives and situational analyses to formulate 

and maintain a marketing plan that moves the organisation from where it currently is to where it 

wants to be. 

 

 

 

 

• Before marketers can create an offering for exchange they must understand their current position or 

situation.  

• Situational analysis involves assessing the current situation in order to clearly state where the company is 

now. Together with organisational objectives, situational analysis is used as the platform for marketing 

planning.  

• Marketing plan: communicates how marketers plan to get from the current situation to where top 

management thinks their company should be. 

• Involves understanding current strengths and weaknesses and therefore current position and also what 

external factors to work on to achieve objectives of the business.  

Contents of a Strategic Marketing Plan 
1. Executive summary – Brief overview of the marketing plan 

2. Introduction/ Company Description – details of internal environment ie. History, size, location, number 

of employees, revenue, profitability ect. 

3. Strategic Focus and Plan (objectives) 

4. Situation Analysis – thorough analysis of the macro and micro envioronmental factors.   

5. SWOT Analysis – Strength, weaknesses, opportunities and threats and SMART goals 

6. Product Market Focus (target market)  

7. Marketing Program (strategies) – 6P’s of marketing 

8. Financial data and projections - budget 

9. Implementation plan (including tactics) – specific steps and milestones for implementation 

10. Evaluation and control– set out specific metrics ie. ROI and market share 

11. Conclusion/ Future recommendations/ Appendices – any 

statistical or other information of interest 

Marketing metrics 
 Measures that are used to assess marketing performance.  

 The Australian Marketing Institute (AMI) suggests sound 

metrics include a minimum four key elements: 

1. Return on marketing investment 

2. Customer satisfaction 

3. Market share in targeted segments 

4. Brand equity. 

SWOT analysis 
 An analysis that identifies the strengths and weaknesses and 

the opportunities and threats in relation to an organisation.  

 Marketers need to predict what they think is likely to occur in 

order to plan how they will compete in the market. 

 Strengths: those attributes of the organisation that help it achieve its objectives: competitive advantages 

and core competencies.  

 Weaknesses: those attributes of the organisation that hinder it in trying to achieve its objectives.  
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o Strengths and weaknesses are considered to be internal factors and therefore directly controllable 

by the organisation. 

 Opportunities: external factors that are potentially helpful to achieving the organisation’s objectives.  

Opportunities are only of benefit if the organisation responds effectively to them. 

o Opportunities are factors that are beyond the organisation’s direct control, though the organisation 

may be able to have some influence over them.  

 Threats: external factors that are potentially harmful to the organisation’s efforts to achieve its objectives. 

o Threats are beyond the organisation’s direct control, but require an effective response by the 

organisation. Opportunities and threats can arise from many different factors in the organisation’s 

environment. 

 A SWOT analysis is often used to help frame marketing thinking. A SWOT analysis can help marketers to 

identify ways to minimise the effect of weaknesses in their business while maximising their strengths. 

Ideally, marketers will seek to match their strengths against market opportunities that result from 

competitors’ weaknesses or voids.  

 

 


