2.4 BUSINESS ENVIRONMENT

Aims and Objectives

X
X

X
X

To explore how the activities of organizations are structured and identify marketings role within those structures.
Torecognize the different types of organizations which operate in the domestic and global environment and understand
the differing needs and objectives of each.

To appreciate the critical importance of the dynamic nature of the organization's external environment.

To understand and interpret the marketing implications of changes in the organization's micro and macro

environments.

Indicative Content and Weighting

2.4.1The Organization (15%

X
X

X

Recognition of various private, voluntary and public sector organizations, their legal status and characteristics.

Appreciation of different organizational objectives and understanding of how the goals and nature of organizations can
and do change.

Stakeholders and the concept of social responsihility.

Factors influencing the size of organizations and the structure they adopt and their responsiveness to environmental
change.

How organizations operate and develop different internal structures and the role of marketing within these structures.

2.4.2 The Micro Environnment (30%)

X
X
X

A broad appreciation of the micro environment within which the firm operates.

The role and functions of intermediaries and suppliers the growing importance of relationship marketing.

How the size of organizations and industrial structure of the sector influences the nature of competitive activity and the
need for models to predict competitive behaviour.

Structural analysis and market power within the microenvironment and how it affects the organization.

Recognition of the variety of ‘publics’ interested in the organization and their potential impact, particuarly groups like
consumerists and environmentalists.

Appreciation of the role of marketing and internal marketing in communicating with these publics.

An understanding of the legal relationships and obligations between members of the microenvironment including;
contracts, sale of goods, agency, fair-trading and consumer/employee protection.

2.4.3 The Macro Environment (45%)

X

The critical importance of an organization's understanding and monitoring its changng macro (and micro)

environment.

The nature of the environment, environmental influences, the environmental set, scenarios, threats and opportunities.
An appreciation of the key social, legal, demographic, econormic, political, natural and technical environment changes
within them and how these have affected and can affect different organizations.

Awareness of the main sources of data on macro environment and an understanding of how they shoud be interpreted
and monitored by an organization

2.4.4 The Global Environment (10%9

X

X X X X

The basis for international trade, multinational investment and sources of turbuence. The particuar differences and
challenges involved when an Organization operates in more than one national market.

Differences in both micro and macro environments and how business organizes itself to bridge the international gap.
International institutions and trade blocks.

Legal and political limitations influencing the development of global operations.

Sources of information on international markets.
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