
Session Four & Five

Marketing Environment ςScanning & 
Analyzing



UNDERSTANDING MARKETING 
ENVIRONMENT

The major forces and trends that are influential in shaping opportunities 
and posing threats
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Environment ςDef.

ÅEnvironment
ïThe complex set of physical and social stimuli in the 

external world of consumers

ÅEnvironment scanning
ïThe gathering and analyzing of data about a 

company's or nation's external environmentto 
identify trends and their impact upon an organization 
or country. Included among the environmental forces 
considered are the political, cultural, social, 
demographic, economic, legal, international, and 
ecological factors.
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Dividing Environmental Factors

ÅMacro/Micro ςPhilip KotlerςMEGAMARKETING

ÅExternal/Internal

ÅNon-controllable/Controllable

ÅIndirect/Direct

ÅLong-term/Short-term
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MEGA-MARKETING

Management activity that involves (in addition to the typical marketing activities) 
other elements of a firm's external environment such as government, media, and 
pressure groups. The term was coined by the US marketing academic Philip Kotlerwho 
suggests that a market mix must have two more P's: 

o (Political) Power
o Public-relations
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Marketing Environment - Def.

ÅMacro
ïThe collection of uncontrollable forces and conditions 

facing a person or a company, including demographic, 
economic, natural, technological, political, and 
cultural forces

ÅMicro
ïThe set of forces close to an organization that have 

direct impact on its ability to serve its customers. The 
microenvironment includes channel member 
organizations, competitors, customer markets, 
publics, and the capabilities of the organization itself.
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MACRO-ENVIRONMENT.
PEST analysis tool
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Scanning Macro-env.

Demographic

Other major macro-environments

ωEconomic

ωSocial-Cultural

ωNatural

ωTechnological

ωPolitical-legal

PEST

8www.MarketingPower.cn



PEST - Political

×business legislation 
increase

Vprotect companies in 
competition

Vprotect consumers

Vprotect society

×growth of special-interest 
groups

VŎƻƴǎǳƳŜǊǎΩ ǊƛƎƘǘǎΣ 
ǿƻƳŜƴΩǎ ǊƛƎƘǘǎΣ ƳƛƴƻǊƛǘȅ 
ǊƛƎƘǘǎΧ
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PEST - Economic
×ŎƻƴǎǳƳŜǊǎΩ ǇǳǊŎƘŀǎƛƴƎ ǇƻǿŜǊ

×ŎƻƳǇŀƴƛŜǎΩ ŎǊŜŘƛǘ ŀǾŀƛƭŀōƛƭƛǘȅ

×cost-ǊŜŘǳŎǘƛƻƴ ϧ ƻǳǘǎƻǳǊŎƛƴƎΧ
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PEST - Social

Purchasing power ςdirected to certain goods and services

Society ςshaping beliefs, values, and norms
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PEST - Tech
×pace of change

×opportunities for innovation

×R&D budgets fluctuation
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MICRO-ENV.
Five Forces, SWOT
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tƻǊǘŜǊΩǎ р CƻǊŎŜǎ aƻŘŜƭ

Bargaining power of suppliers New entrants

Product substitution Bargaining power of buyers

Competitive rivalry 
within industry
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