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Learning outcomes 

After reading this chapter, you should be able 

to: 

• Conduct an external environmental analysis 

by taking into account social and 

demographic, technological, economic, 

environmental, political, legal, and ethical 

factors – i.e. a STEEPLE analysis 

• Identify opportunities for a company using an 

opportunity identification template 

• Identify strategic groups in a specific industry 
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Learning outcomes (cont.) 

• Conduct an industry analysis using 
Porter’s Five Forces model 

• Perform a market analysis 

• Identify a company’s weaknesses and 
strengths based on an analysis of its 
internal environment 

• Use a marketing audit table to conduct a 
marketing audit 

• Analyze a company’s financial situation 
using key financial ratios. 
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Environmental scanning and identification  

of opportunities 
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     Table 3.1 Context and elements of the opportunity    

        model applied to strategic marketing 
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    Table 3.1(cont.) 
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     Environmental analysis guide 

• Prioritizing trend categories 

 

• Monitor information about macro trends 

(scanning the macro environment – 

STEEPLE) 
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    STEEPLE 

• Social/demographic factors 

• Technological factors 

• Economic factors 

• Environmental (physical/natural) 
factors 

• Political factors 

• Legal factors 

• Ethical factors. 
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     Market and industry analysis 

Strategic Group analysis 

• Bargaining power of suppliers 

• Bargaining power of buyers 

• Threat of new entrants 

• Threat of substitutes 

• Rivalry among competitors. 
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    Market analysis dimensions 

• Clear market definition 

• Emerging submarkets 

• Market and submarket profitability 

analysis 

• Distribution systems 

• Market trends 

• Key success factors. 
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         Internal analysis 

• The marketing audit 

• Financial analysis. 
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     The marketing audit 

• Comprehensive 

• Systematic 

• Independent 

• Periodic 

• Refer to Table 3.15. 
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Financial analysis 

• Summary of key financial ratios – refer 

to Table 3.16 

 

• 4 basic steps when conducting a ratio 

analysis: 
o Step1: Choose the appropriate ratios 

o Step 2: Compute the ratios 

o Step 3: Compare the ratios 

o Step 4: Check for problems or opportunities. 

 


