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Introduction
	For a sustainable business, it is important to know about external and internal strengths and weaknesses of enterprise and operations (Kah Chon, 2019). The present study is based on the environmental analysis of Microsoft Inc. that is the leader in the world for software innovation. The present study is based on analyzing external and internal factors that influence the business and marketing of the products. PESTEL analysis is applied to analyze the external environmental factors and it is important to understand the present position of the business and future directions. SWOT analysis is applied to analyze strengths, weaknesses, threats, and opportunities for Microsoft company. Marketing of Microsoft is discussed in terms of market positioning, segmentation, and target markets. The marketing mix of the company is also discussed in this study that includes 4ps of marketing strategy.  

[bookmark: _Toc80776875]PESTEL Analysis
	The PESTEL analysis is important to analyze the external business environment factors and reveal the most significant issues based on the present conditions of Microsoft’s macro-environment. 

[bookmark: _Toc80776876]Political Factors
	Microsoft is operating globally, and the company had to establish strong relations with different governments worldwide to build a positive image of the company. During the last two years, the company spent more than 10 million US dollars lobbying different countries (Eitzman, 2019). Due to anti-trust-related issues, the company has grabbed the political attention of governments. Many governments blame Microsoft for having a monopoly in the market. Microsoft is offering bundles of software ranging from the operating system to web browser and many governments and customers can't skip Microsoft and install other competing software. The company is also involved with charity and healthcare development in underdeveloped countries that provide a strong political position to the company. Overall the political factors are favorable for Microsoft to operate in America and other countries in the world. The political component exhibits that most of the global markets open various opportunities to expand the major marketing investments, global sales, and marketing performance of Microsoft. Thus, these aspects make political stability a favorable external force in enhancing the business opportunities of Microsoft Inc.

[bookmark: _Toc80776877]Economic Factors
	Economic factors are most important for a company. The disposable income of people, the GDP of the country, and the inflation rate are the factors that can provide both threats and opportunities to the company. Microsoft is a global leader in the software industry and Windows 10 is the most used operating system around the world (Eitzman, 2019). With an increased income of the people and prosperity in developing countries, more and more people are willing to buy computers and laptops that significantly influence the business of Microsoft Inc. with the advent of novel coronavirus (Covid-19) although the economic conditions of many countries got worse due to increased demand of work from home and social distancing, the company got an opportunity to have increased customers and business growth (Kah Chon, 2019). With the influence of the Covid-19 crisis, the economic factors are unfavorable for Microsoft.  Economic stability in terms of computer hardware and software businesses offers an opportunity for the firm to be benefitted in this area. These economic factors enhance the sales revenue of the company in developing countries thereby facilitating the steady growth of the company’s sales across the world. Thus, the economic factor is favorable for the growth and development of the company.

[bookmark: _Toc80776878]Social Factors 
	We witnessed the increased adaptation of computers and laptops in the past few decades. The company is focused to develop products according to changes in customer preferences, cultures, and trends. With the increased adaption of computers by society, the Microsoft company is benefited heavily (Eitzman, 2019). On the other hand, an important thing that needs to consider by the company is future changes in customer behaviors. At present, people are using mobile phones more than any other digital product and mobile phones had become an essential part of human life. Microsoft is not working in this domain and is mainly focused on the development of software for computers and laptops (Glazunova et al., 2017). The Microsoft products are compatible with only computers and many products are not supported by mobile devices. The excessive use of mobile devices in society makes social factors unfavorable for Microsoft. The company needs to focus on smartphones to be a leader in the future.  The sociocultural factors directly influence the business environment of Microsoft by investing a huge amount in developing innovative leisure activities like gaming and also by improving the service quality of the company for the customers. Thus, by emphasizing these opportunities, the sociocultural factors favor the business growth of the company.

[bookmark: _Toc80776879]Technological Factors
	Microsoft is a technological giant of the world with a leading position in innovation. Microsoft is the first company to introduce an operating system for public computers and windows 10 is the most used operating system in the world. Now the company is ready to launch windows 11 for more advance and modern computers. The company is continuously improving the software to provide a seamless experience to customers (Glazunova et al., 2017). Microsoft office and teams are proven to be the most useful software during last year and with a constant focus on customer experience and preferences, the company is moving to more advanced and technological developments (Kah Chon, 2019). Technological factors are favorable for Microsoft. The advancement in business automation opens opportunities to enhance its growth whereas online transactions and mobile technology pose both opportunities and threats to the growth and development of the company. However, focusing on the opportunities that are available to automate the different processes for the products, favors the benefit of the company.

[bookmark: _Toc80776880]Environmental Factors 
	At present, the world is facing serious environmental issues and all nations are emphasizing going green. Being the largest company in the world, Microsoft takes serious steps toward environment-friendly developments. Microsoft was ranked as the world’s most environmentally friendly company in 2019 by the reports published by Just Capital. The company provides opportunities to stimulate research on environmentally sensitive computing and provide grants for use of artificial intelligence to address global environmental issues (Armatas, 2021). The environmental factor is favorable for the company. This is because of the high preferences for the go green products that are involved in boosting the business sustainability of the company. Similarly, the use of recycled materials in packaging and during the development of hardware and software products also makes the company favorable for environmental factors.

[bookmark: _Toc80776881]Legal Factors  
	Legal factors are very important in terms of customer satisfaction and the market positioning of the company. being the largest company in the world, Microsoft is more likely to get involved in legal issues. The company had faced many legal issues related to customers and employees of the company. The company got involved in a lawsuit when 8600 current and former employees filed a case against the company for gender discrimination. There are other 120 gender discrimination complaints received by the female employees of the company (Hamilton and Webster, 2018). Other legal issues are related to customer complaints and copyrights. In 2018, a man sues Microsoft after a forced upgrade of the window results in the failure of the laptop. The company needs to put a focus on complaints related to customer issues because it seriously influences the business and may harm the brand image of different products (Hamilton and Webster, 2018). Some legal factors are unfavorable but the overall legal framework is favorable for Microsoft to do business operations. These kinds of issues can be avoided by improving the patent laws and by focusing on customer services for enhancing the products and services for its customers. Thus, these legal external factors are unfavorable in certain situations to the company as they pose several challenging threats to the growth and development of the company. 
[bookmark: _Toc80776882]Porter’s Five Forces Model
	Porter s Five Forces analytical framework developed by Michael Porter (1979) represents five individual forces that shape the overall extent of competition in the industry.
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Figure 01:Porter’s Five Forces Model  
[bookmark: _Toc80776883]Threats of New Entrants 

	In the field of the software business, Microsoft is known world leader and the threat of new entrants is low. There is a high entry barrier in this business also the development and design of enterprise software is highly costly. The software development phase takes a long time and it is difficult for new market entrants to develop a successful software product. the existing companies in the software business established cost-effective procedures by using economies of scale and extensive experience (Hamilton and Webster, 2018). On the other hand, many new companies can grow and gain a better market position in the hardware sector. The hardware sector mainly includes personal computers, tablets, consoles, video games, and others including small components. New entrants in hardware are on the small scale but they can capture significant market share. The threat of new entrants in the field of hardware is moderate for Microsoft Inc.  

[bookmark: _Toc80776884]Threats of Substitute Services or Products

	Record keeping and manual writing are the substitutes for software products. Other important substitutes of software products include the use of a writing pad, carrying a counter, a camera, and other devices that could perform a significant function. All these substitutes are obsolete and unable to meet the efficiency of computer software like Microsoft Office and internet explorer. For Microsoft Inc., there is no threat of substitute products or services. 

[bookmark: _Toc80776885] Bargaining Power of Suppliers 

	The software products are intangible, and their development does not require many supplies. Software products are designed and developed in-house. The company does not have many suppliers. Most of the suppliers associated with Microsoft are supplying hardware components that are used in making the process of different devices (Hamilton and Webster, 2018). These suppliers are of small level, and they feel proud to be the supplier of Microsoft that is a world-leading company. For Microsoft, the cost of switching suppliers is also low and suppliers are not strong enough to influence the prices or bargain (Bruijl, 2018).

[bookmark: _Toc80776886]Bargaining Power of Buyers 

	Microsoft is providing a range of computer software for a buyer with the most famous operating system i.e., Windows. A buyer that is using the Microsoft software will never switch to other software because software made by Microsoft is very easy to use and compatible with the operating system (Bruijl, 2018). Moving to alternating software requires time to adopt which is impractical for buyers. Buyers will prefer Microsoft software even if the company slightly increases the prices of products. the case is the opposite for the hardware sector. Switching cost is very low for the buyers with a great variety of products in the market. bargain power of buyers is high in the hardware sector with the ease of adoption of a new product. Overall bargain power of buyers for Microsoft is at a moderate level. 
[bookmark: _Toc80776887]Rivalry Among Existing Firms
	Although Microsoft is the largest company and pioneer in many technologies, the market competition is very high (Bruijl, 2018). Many software companies are offering similar products with the same level of functions and ease of adoption. Microsoft owns the largest market share but the competition in this market is in terms of marketing campaigns and innovation. In this industry, competitive players are heavily investing in research and development to be the most innovative company. Rivalry among existing firms is high with a certain level of customer loyalty with Microsoft. While using Microsoft Windows, a user will prefer to use Microsoft office and teams rather than some other software (Hong and Park, 2020).   
[bookmark: _Toc80776888]SWOT Analysis

[bookmark: _Toc80776889]Strengths
	Microsoft has several strengths that provide competitive advantage and sustainability to the organization. 
· Microsoft is producing quality products with great popularity. It provides great customer loyalty and a huge global reach to the company. The computers and software made by Microsoft are extensively used all over the world (Eitzman, 2019). 
· Microsoft ranked 5th in terms of the world’s largest companies with plenty of capital. The company extensively invests in the research and development of innovative products and in marking campaigns (Eitzman, 2019). 
· Microsoft may not offer much free software, but the company has a good track record in terms of customer satisfaction. the company offers several customers support options and a variety of products to fulfill all the requirements of customers (Kah Chon, 2019).	

[bookmark: _Toc80776890]Weaknesses 
	Although the company has many strengths and a positive brand image, there are certain weak points of the company. Following are the most important weaknesses of the Microsoft company.
· The Microsoft products have a high price point and comparative to Microsoft other products like Linux and OpenOffice are free of cost. The high cost of products may deter the customers and reduce the growth of the company (Glazunova et al., 2017). 
· The market in which Microsoft operating is highly competitive. Microsoft has plenty of competitors at different levels. Like Apple inc. and Google inc. are two technology giants that are battling Microsoft (Eitzman, 2019). 
· The company is mainly focused on computers and holding a small share in the smartphones market. With high competition in the market, the company needs to consider the future of mobile and smart technologies.  

[bookmark: _Toc80776891]Opportunities 
	The company doesn’t have opportunities that are not for other companies. It is noted that the strengths of the company allow future growth. following are the two important opportunities for Microsoft. 
· Microsoft has plenty of money to invest with a huge workforce. The talented programmers and think tanks of the company provide an opportunity to develop the world’s biggest software with the availability of enough funding (Eitzman, 2019). 
· Microsoft has a huge customer base, and the company can bring some dynamics to the status quo. The company has an opportunity to convert the customer base from typically paying only every few years, into more active payers (Hamilton and Webster, 2018). 

[bookmark: _Toc80776892]Threats 
	With the huge competition and changing dynamics of the market, there are a few threats to Microsoft. 
· Microsoft is losing out on new markets. At present smartphone industry is flourishing at a great pace while Microsoft is late for the mobile revolution (Bruijl, 2018). The company needs to put an emphasis on the development of mobile software because shortly computers will be replaced by smart devices and Microsoft products will quickly grow out of date (Hamilton and Webster, 2018). 

· The static pricing model of Microsoft could be a potential threat to the company. the products include big and expensive purchases, and the company is offering no cheap product. Due to the high cost of Microsoft products, customers may switch to other products. the company needs to change the costing system and introduce a more modern system that considers microtransactions (Khajeheian, Friedrichsen, and Mödinger, 2018).  

[bookmark: _Toc80776893]Advantages and Disadvantages of SWOT Analysis
The prime objective of carrying out a SWOT analysis is to enable a company to identify its strength, weakness, threats, and opportunities (Nordmeyer, 2019). SWOT-analysis helps an organization to understand a business more clearly. It helps in deterring the underlying threats and also facilitates factor identification and expandability. They are well-known for their simplicity and have a wide application in all business sectors. Similarly, some of the disadvantages are that it fails in prioritizing the issues and in offering a suitable solution for the identified issues. They are highly prone to causing ambiguity and tend to be subjective (Nordmeyer, 2019).
There are several advantages and disadvantages of using SWOT analysis for Microsoft. The advantages of SWOT analysis for Microsoft include multi-level analysis, data integration, flexibility, and smooth application. Using SWOT analysis, it is easy to tackle different elements from different levels that could influence the business operations and come up with possible solutions. SWOT analysis includes both quantitative and qualitative data integration from different sources. SWOT analysis can be applied to different business functions and it is flexible to use for accessing the market, efficiency, production, and technologies. 
Disadvantages of using SWOT analysis for Microsoft include ambiguity, poor planning, and lack of key solutions. SWOT analysis did not provide easy prioritization with a factor of ambiguity. One issue may provide greater strength but on the other hand, the same issues may pose serious threats to the organization. The company needsto rely on statistical figures because SWOT analysis is ineffective in terms of conscious decision-making. SWOT analysis provides details about the issues but it does not provide details about key possible solutions to the problems.    
[bookmark: _Toc80776894]Market Segmentation, Targeting, and Positioning of the Company
	Market segmentation is a process of segregating people or organizations within a specific market as per the similarities in needs, characteristics, or general behaviors. Similarly, targeting is referred to as the exact selection of the market segment to serve. Through positioning, the marketing services enable people to form a psychic image of the product that is relative to other similar products (Camilleri, 2017). Microsoft employs these strategies to promote its products and to keep its target audience engaged by using several approaches. Segmentation, targeting, and positioning of Microsoft include a set of actions that constitute the marketing strategy of the company. the process of segmentation is based on dividing the population into different segments based on their characteristics. The company targets different segments of customer service to enhance the position of products to satisfy the requirements of customers. Adaptive type positioning is used by Microsoft with periodical repositioning of different products according to change ion demands of targeted customers (Hamilton and Webster, 2018). The following table (Table 01) demonstrates the four different types of segmentation along with the criteria that are responsible for segmentation and the target customer segment of Microsoft Inc. Microsoft employs demographic and behavioral strategies to segment those target markets that possess similar characteristics. Demographic segmentation is primarily utilized for operating systems and Microsoft office products that are accessible and applicable for all its customers. Similarly, the behavioral type of segmentation is mainly used for those mobile phones operating under windows and for those operating servers with windows applications (Bhasin, 2018).
Table 01: Market segmentation, positioning, and target market of Microsoft.
	Type of segmentation
	Segmentation criteria
	Microsoft target customer segment

	Demographic 
	Gender 
	Males or Females 

	
	Age 
	17 and older

	
	Life cycle stage
	Youth (under 20 years)
Single people
Newly married couples
Older couples with children

	
	Occupation 
	Professional, student, employee, entrepreneur

	Geography
	Density
	Rural and Urban

	
	Region
	Global market 

	Behavioral 
	User status
	First-time user, permanent user, non-user, the potential user.

	
	Personality
	Ambitious, dependent, determined 

	
	Degree of loyalty 
	Softcore loyal 
Hardcore loyal 

	
	Benefits
	Speed, accuracy, efficiency

	Psychographic 
	Lifestyle
	Succeeder, Aspirer, mainstreamer

	
	Social class
	Working-class, lower class, upper class, and middle class.



[bookmark: _Toc80776895]Position on Strategy Marketing
Microsoft Inc. employs multi-segment positioning, stand-by positioning, and adaptive type positioning. By adopting the multi-segment market positioning, Microsoft focuses on several customer segments at the same time by using different Microsoft products and services. The stand-by positioning methods are based on the development of those products and service packages that looks forward to changes by seeking future demands in the market (Dudovskiy, 2019). Adaptive type positioning is used by Microsoft with periodical repositioning of different products according to changes in demands of targeted customers (Hamilton and Webster, 2018). Marketing positioning strategies are critical to the success of any business. Because it provides insight into the mindset of consumers that differentiates them from competitors, Microsoft began building it's brand 20 years ago, and Bill Gates founded "every desktop and every home computer." He has transformed Microsoft into a large multinational corporation with personal computers at the forefront of its business. Microsoft has been a leader in this industry for many years. It reflects the global awareness of Microsoft products.
With Microsoft's vast product line, they communicate with a large customer base. The company has implemented successful branding and communication strategies into its products ranging from software, entertainment, gadgets, and games. Mobile devices to start a conversation, show goodwill, and launch social media.
[bookmark: _Toc80776896]Marketing Mix Strategies
	The marketing mix of Microsoft represents rapid innovation with an effective marketing approach to provide sustainable business. The marketing mix of Microsoft is highlighted in terms of 4ps that determine the tactics and strategies to successfully implement the marketing plan. 
[bookmark: _Toc80776897]Product Mix
	Microsoft was established as a software developer but with time, the company has grown its business that includes a variety of products. the product mix of Microsoft categorizes the products into the following groups.
· Software 
· Entertainment 
· Device 
· Games 
· Apps 
 Microsoft software products include Microsoft Office, Microsoft Teams, and Windows operating system. Devices include hardware products like tablets, Xbox, personal computers, and Windows phones. The apps provided by the company include a diverse product line corporated with other companies or third parties. The company keeps a percentage profit on the products provided by third parties. In the entertainment industry, the company holds a percentage share of movies and songs sold through the company’s website.  Microsoft sorts its products under the hardware (Personal computers, mobile devices, tablets) and software (Microsoft Office and the Windows OS) categories. The Apps category consists of free software products that are directly from the company or those that are obtained from third parties.  Similarly, the entertainment category with songs and movies are sold through the company’s website (Smithson, 2017).
[bookmark: _Toc80776898]Place 
	The company needs to improve its reach in the market and interacting with a customer is an important part of marketing strategy. This element of the marketing mix emphasizes a place for transacting with customers. A customer can directly access, download or purchase the software products through the official online store or the official website of the company. other places include Microsoft stores and Authorized sellers (Utami, Siregar, and Asnawi, 2020). Authorized sellers are mostly located at strategic commercials and enable the company to reach the audience and target market. Microsoft stores enable the customers to directly access all range of products at a single platform including both hardware and software products (Bechter and Camporelli, 2014). Microsoft focuses on the direct channel of distribution through its official website and e-commerce stores that assist the company to generate huge revenue. Similarly, Microsoft’s retail stores help in enhancing the customer experience and brand imaging of the company. Authorized sellers are another line of distribution source that helps the customers to easily access the product from the market. The company also utilizes laptop and desktop makers for selling in-built operating systems and software packages (Bhasin, 2018).
Promotional Mix
	This part of the marketing mix is based on effective communication tactics and strategies to attract potential customers. Microsoft’s promotional mix consider both computer software and hardware markets and is prioritized as follow
· Advertising 
· Sales Promotions
· Direct Marketing
· Personal selling 
· Public relations
Advertising is the most significant and preferred means of promotion. Microsoft put a great emphasis on advertising and spend significant money to promote the company’s corporate image. Advertising involves all types of media and marketing material ranging from social media advertisement to journal publications. Sales promotion includes discounts and offers to attract customers (Hamilton and Webster, 2018). Advertisement is the biggest expense for the company to promote corporate image. The company uses discounts and other incentives to promote sales and customer experience. direct marketing is also used by the company to attract potential customers. Donations and social causes are supported by the company to promote the organization as a human beneficial company. Microsoft does most of its promotional marketing for online products through digital marketing and advertising (Pratap, 2017). The corporate image of the company is enhanced through internet and television advertisements (Hamilton and Webster, 2018). Through sales promotion, Microsoft attracts its customers by offering huge discounts and incentives. Microsoft employs direct marketing to sell its products by establishing direct sales with various organizations. Through personal selling, Microsoft demonstrates the features of a product and encourages its clients to purchase the services. Public relation is another promotional strategy that the company employs for promoting its brand image (Pratap, 2017).
[bookmark: _Toc80776899]Pricing Mix 
	Microsoft’s pricing strategy is based on market orientation and factors like consumer demand and competitor pricing. At present, Microsoft is more expensive as compared to other software. The reason for higher pricing is brand image and customer loyalty. Microsoft offers certain software for free to provide a consumer experience (Hong and Park, 2020).
[bookmark: _Toc80776900]Conclusion
	The study presents a business environmental analysis of Microsoft Inc. which is the 5th largest company in the world. The study highlights both internal and external factors that could influence the organization’s ability to work smoothly. The PESTEL analysis is applied to highlight the external business environment factors. Porter’s five force analysis is applied, and it is found that rivalry among competitors is high. However, the bargaining power of suppliers, bargain power of buyers, the threat of new entrants, and the threat of substitute is low for Microsoft. SWOT analyses provide a deep understanding of the strengths, weaknesses, opportunities, and threats of the company. market segmentation, positioning, and targeting of the market are discussed and it found that with a strong brand image, Microsoft has a superior market positioning with a variety of products and services divided into different segments. The marketing mix of Microsoft is also explained by highlighting 4p’s including product, place, promotional, and pricing.   
[bookmark: _Toc80776901]Recommendations
	Microsoft is a technological giant and it operates globally. The company is considered a leader in the software industry and it is observed that the company put limited focus on mobile devices and software for mobile devices. As the use of mobile devices is rapidly increasing, it is recommended for Microsoft to put a great emphasis on the mobile industry. The pricing strategy of the company is not suitable for many under-developed countries and it is recommended for the company to review the pricing strategy for a sustainable business. To compete in the computer industry, the company needs to emphasize innovation and technology development. With the advent of 5G and advanced technologies, there is an increased need for innovation for the company. With the rapid advancements in the internet and technology, there arises a need for Microsoft to expand its horizon in cloud computing and make all its users easily access its services (Warren, 2020). Microsoft Inc. should convince its competitors and succeed with its rich potentiality to maintain its position as the software giant in the globe by updating its tools, products, services, technologies, and operating systems through innovative strategies.  
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