
MTKG101 Week 2 – The Marketing Environment & Market Analysis 

The Essence of Strategy 

 the process of developing and maintaining a viable match of the organisation’s resources and 

capabilities (strengths and weaknesses) to the demands of the changing environment 

(opportunities and threats) in pursuit of its objectives 

 With the aim of achieving of a sustainable differential advantage in the changed environment 

The Central Importance of Marketing in Organisational Strategy 

 As the principal boundary-spanning function within the organisation, marketing should play a 

leading role in the strategy process as marketing has responsibility for the choices of products, 

markets and competitors 

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 

 Internal environment: refers to the organisation itself and the factors that are directly controllable 

by the organisation 

 Micro-environmental factors: affect all parties in the industry, including suppliers, distributors, 

customers and competitors 

 Macro-environmental factors:  comprises the larger scale societal forces that influence not only the 

industry in which the market operates, but all industries. Examples include Political, Economic, 

Sociocultural, Technological, Environmental and Legal (PESTEL) 

Environmental Analysis 

 A process that involves breaking the marketing environment into smaller parts in order to gain a 

better understanding of it 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Internal Environment 

 The parts of the organisation, the people and the processes used to create, communicate, deliver 

and exchange offerings that have value 

 The organisation can directly control its internal environment 

 Strengths and weaknesses are internal factors that positively and negatively affect the 

organisation’s ability to compete in the market place  

Internal Marketing 

 A cultural framework and a process to achieve strategic alignment between front-line employees 

and marketing 

 A collection of activities, processes, policies and procedures that treat employees as members of an 

internal market who need to be informed, educated, developed and motivated to serve clients 

more effectively 

 Practised in three main ways: 

- Manage internal communications to ensure that employees’ actions are aligned with company 

goals (internal communication) 

- Use market research to understand employees needs and demands (internal market research) 

- Provide the training needed by employees to reach the company’s goals 

The three activities assist marketers to ensure that all members understand their role in creating, 

communicating, delivering and ultimately exchanging offers that have value for the target audience 

External Environment 

 Concerned with thigs that are outside of the organisation 

 Encompasses the people and processes that the organisation cannot directly control 

 Marketers can only seek to influence the external environment e.g. movie studios cannot prevent 

people from copying or file-sharing movie and tv shows with their friends 

 Opportunities and threats: external factors that positively and negatively affect the organisation’s 

ability to serve the market 

 The external environment includes the micro-environment and macro environment 

The Micro-environment 

 The forces within an organisation’s industry that affect its ability to serve its customers and clients – 

target markets, partners and competitors 

 The organisation cannot control the micro-environment but it will seek to negotiate with, or 

influence, it 

 The micro-environment consists of customers, clients, partners and competitors 

Customer & Clients 

 Marketers must understand the current and future needs and wants of their target market: 

- Understand what their customers value now  

- Identify changes in customer preferences 

- Be willing and able to respond to changes 

- Anticipate how needs and wants might change  

- can influence customer preferences  

 



The Macro-environment 

 macro-environmental factors include: 

- political forces 

- economic forces 

- sociocultural forces 

- technological forces 

- environmental forces 

- legal forces 

 these factors will always remain beyond a marketer’s control e.g. a company can lobby 

government to reduce the tax on wine, but they cannot directly control the rate set by the 

government 

Political Forces 

 the influence of politics on marketing decisions 

 politics is directly relevant through: 

- lobbying for favourable treatment at the hands of the government 

- lobbying for favourable regulation 

- the very large market that the government and its bureaucracy comprise 

- the effect of political issues on international marketing e.g. embargoes (bans/restrictions) 

Economic Forces 

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

 Economic forces include incomes, prices, the level of savings, the level of debt and the availability 

of credit 

 Economic forces and conditions can change quickly and dramatically, and marketers can find 

themselves facing a very different economic environment within a short period of time  

 Currently, and most recently; 

- GFC 

- Interest rates 

- Exchange rate 

- Greek Crisis 

Sociocultural Forces 

 The social and cultural factors that affect people’s attitudes, beliefs, behaviours, preferences, 

customs and lifestyles 

 They influencing the value people put on different product offerings 

 Demographics: statistics about a population e.g. age, gender, race, education, marital status 

 The concern for the natural environment is an example of sociocultural theme that has emerged 

recently 

Technological Forces 

 Technology allows a better way of doing things 

 Technology changes the expectations and behaviours of customers and clients and can have huge 

effects on how suppliers work 

Environmental Forces 

 Natural disasters, weather and climate change 



 The environmental factors that affect 

individuals, companies and societies 

 Growing ecological awareness and social 

changes influence how firms will operate 

Legal Forces 

 Laws: legislation enacted by elected officials – 

tied to politics 

 Regulations 

- Rules made under authority delegated by 

legislation 

- Laws and regulations govern what 

marketing organisations can and cannot 

legally do [dictate what obligations they 

have to consumers, partners, suppliers, 

government authorities and society as a 

whole] 

 Include privacy, competition, fair trading, 

consumer safety, prices, contract terms and 

intellectual property 

 

Summary 

Describe the marketing environment and the purpose of environmental analysis 

The marketing environment refers to all of the internal and external forces that affect a marketer’s ability 

to create, communicate, deliver and exchange offerings of value. Marketers seek to understand, respond 

to, and influence their environment. They use environmental analysis to break the marketing environment 

into smaller parts in order to better understand it 

Explain the factors at work in the organisation’s internal environment 

The internal environment refers to its parts, people and processes. An organisation is able to directly 

control the factors in its internal environment. A thorough understanding of the internal environment 

ensures that marketers understand the organisation’s strength and weaknesses, which positively and 

negatively affect the organisation’s ability to compete in the market place 

Understand the important of the different micro-environmental factors 

The micro environment consists of customers, clients, partners, competitors and other parties that make 

up the organisation industry. The organisation cannot directly control its micro environment, but it can 

exert some influence over it. Marketers must understand and respond to the current and future needs and 

wants of their target market. They must understand how each of their partners’ processes work and how 

their partnerships benefit each party. They must also understand the risk involved in working with partners 

and the relative power balance between the organisation and each partner. Suppliers are a particularly 

crucial partner. Marketers must identify, assess, monitor and manage risks to supplies and risks to the 

price of supplies. To succeed, marketers must ensure their offerings provide their targets market with 


