Chapter 6

Scanning the Marketing Environment
Since the environment is always changing, successful firms take an outside view of their business.  They constantly monitor the external environment so that they can respond to unmet needs and trends.  Examining and addressing is a key requirement for marketers. The marketing environment consists of various external forcers that are not under the control of the marketer (i.e. they are uncontrollable forces).  However, these forces influence the firms’ input and output and would affect the strategic options open to the firm.  These influences create opportunities and threats for the firm. 

Firms must therefore monitor the environment (environment scanning) to assess changes and to respond to the development of trends.  A trend is a direction or sequence of events that have some momentum and durability.   A fad is an unpredictable, short-lived occurrence, without much lasting social, economic, and political significance.

Environmental scanning is the observed collection of information concerning marketing related environmental forces.  It involves assessing and interpreting the information gathered.

The External Environment

The firm’s external environment is uncontrollable (not under the direct control of the firm) and the firm must manipulate the 4 P’s (product, price, place, promotion) in relation to changes in the external environment. 

A firm’s marketing environment consists of the actors and forces that affect marketing management’s ability to develop and maintain successful transactions with its target market.

Microenvironment:  consists of actors and forces in the firm’s immediate environment that affect it ability to serve its markets (suppliers, intermediaries, customers, competitors, publics, employees).

Macro-environment: consists of the large societal forces that affect all of the actors in the firm’s microenvironment.  The macro environment consists of SEVEN (7) Social Institutions.  These seven social institutions exist in all societies.  The seven social institutions are (PELFREC):

Political – means of determining power in the society (closely related to legal & regulatory forces)

Economic (& technological) – means of exchange and providing resources

Legal – means of judging right and wrong

Family – unit of procreation

Religious – belief system

Education – means of passing on values and information needed for society to survive

Culture – way of life of a people (abstract culture and concrete culture) 


To compete successfully, the firm needs to keep four key dimensions in mind.  These four can be called the Four C’s of market positioning:  

1. Customers

2. Channels

3. Competition

4. Company characteristics

Firms face two major kinds of decisions:


1) Trade Related Decisions - decisions such as price, allowances, credit policy, delivery policy


2) Customer Related Decisions – decisions such as product characteristics, packaging, deals, promotion, and so on.

Management must constantly consider the effect of these two kinds of decisions on the input and output of marketing strategy.

