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In the introduction of this work the importance and the relevance of the study was addressed, as well 

for this work as well as for future works.
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1. Introduction:
The research paper titled “The macro 

environment and the companies’ economic, 
social and research – development – inno-
perspectives and challenges” takes into con-

-
day’s macro environment, in the attempt of 
presenting and strengthening the companies’ 
economic, social and research – development 

-
adays defining elements, perspectives and 
challenges concerning the marketplace.

In this context, the macro environment 
refers to that side of the external environ-
ment that has the capacity to influence the 

1997). 
Additionally, the macro environ-

ment’s influence can be remarked espe-
cially on a long-term perspective, being 

-
some examples can be offered, such as: the 
unexpected activity of the volcanoes (espe-
cially after being “asleep” for a longer period 
of time or even after declared “inactive”); the 
unexpected devastating and destructive nat-
ural phenomena, such as, typhoons, hurri-

-
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-
gest-deadliest-most-destructive-hurricane; 

-
cane-katrina-facts.html); the unpredicted 
droughts; and economic phenomenon hav-
high and unexpected pace, such as the global 
financial crises.  

All these macro environment elements 
need to be detected by specialists and to 
be addressed by them in a proper manner, 
such as: the level of the competition (Arms 
Brigitte, 2008); the customers’ preferences; 
the research – development – innovation lev-
el of the companies; the necessary informa-
tion in the field; the technological criteria; the 
demographic inconsistencies; the social and 
cultural perspectives and challenges.

In general, in the external environment, 
-

vironment (represented by the companies’ 
suppliers, customers, service providers, gov-
ernment bodies, banks, financial interme-
diaries and competitors, and other market 
intermediaries), establishing direct and indi-
terms of the cultural, political, demographic, 
natural, economic and socio-cultural ele-
the types of relationships established by the 
companies in the context of the macro en-
competition and marketing relationships; 
partnerships and cooperation relationships; 

-
tionships, depending on the companies’ cur-
rent and future interests.

The companies’ market relations com-
pany are influenced by a consistent number 

of factors, namely: general/specific ones; 
internal/external; objective/subjective. 
have a cyclical representation and are influ-
enced in particular by elements such as the 
companies (for example, the companies’ 

may foster different types of relationships 
(for example, here could be mentioned the 

-
ing companies) or hinder different types of 

-
ements of the market itself (for example, the 
internal/external market; the goods/services 
the market stands for; the type of market, in 

As a general line, the market’s relations 
are influenced by the companies’ relations 

-
ships and the concentration of these relations 
(Danciu V., 2001).

2. Literature review:
-

ment and the companies’ economic, social 
and research – development – innovation 

-
tives and challenges” emphasises in this sec-
of art section, the necessity and the relevance 
of this topic for the companies today, due to 
the fact that its timeless perspective proves to 

as from their typology and object of activity, 
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and importance of the competition phenom-
enon itself. Additionally, the study addresses 
the role and importance of the business part-
nerships on the marketplace (Rujoiu Marian, 
2011).  

In general terms, according to their ob-
ject of activity on the market, the companies 

-
fering to potential consumers certain goods 
or services; or they buy different types of 
buildings, land, or they purchase shares; or 
they act as intermediaries, by aiming to cre-
ate certain links or connections, depending 
Balaure V. et al, 2002; Borza A., Bordean 

2010).
Moreover, as another specific of the 

marketplace, here can also be found compa-
nies that establish messages and information 
research activities, collections of data about 
consumers activities, collections of data about 
competitors, intermediaries, suppliers activi-
ties; or relations that implicate the process 
of transmitting the information encountered 
(such as, advertising activities) (Churchman 
Chelcea Septimiu, 2012).

Furthermore, depending on the rela-
tions’ profile of the market agents, here can 
be found companies acting as suppliers of 
goods; labour providers; service providers; 
banking and other financial institutions; ben-
eficiaries or sellers; state institutions and bod-

is, in fact, an aspect that depends on the pro-
file of the agents relations on the market, the 
nature of the object relations, the supply-de-
mand ratio on the market (Dent M. Stephen, 
Paul, Toma I. Sorin George (coordonatori), 
2015). 

It is also believed, in addition, that a 
very important criterion for all the compa-

be found in the value of their transactions or 
in their concentration by geographical area 
(Smedescu I., 2004).

When on the market exist more compa-
the companies take an offensive behaviour 
by seeking to increase their market share 
at the expense of commercial rivals (Stone 
In this manner, the companies use the attack 
strategies against the competition, depend-
the typology of the competitors.

While analysing the aspects concerning 
the marketplace, competition, competitive-
ness and competitors, it is extremely useful 
typology of the competitors. In this regard, 
there are direct competitors, indirect compet-

Joon, 2014):
-

ing the same types of products or services; 
meeting the same needs; sometimes use the 
same shops; establish similar prices; spend 
large amounts of money to promote prod-
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economic terms, focusing on a market seg-
-

 Second of all, the indirect competitors 
selling goods or services for similar needs, 
products.  

-
namely:

 The companies that already sell to a 
certain segment of conexpand the range of products to other seg-

 Fourth of all, the substitute competi-
are meeting the same needs, but have differ-ent characteristics.
becoming more and more vigorous every 
day, and it increases constantly, both on the 
internal and the external market, there are 

-
ances are formed (Nicolescu O., Verboncu 
I., 2008). In this case, the strategic partner-

obtain mutual benefits by supporting or 
strengthening the competitive advantages of 
each, obtaining financial funds for research 
and development; access to distribution net-

partners; obtaining competitive advantag-
es; sharing risk and high investment costs 
(Lencioni Patrick, 2014).
companies’ economic, social and research 

– development – innovation potential should 
take into consideration the synergy that ex-

-
er, and at some extent, in the departments of 
all the companies, starting from the idea that, 
in order to be successful on the marketplace, 
all the departments of the companies should 
focus on the same purpose and should act in 
the same rhythm and in the same direction, 

-
day’s perspectives and challenges.

-
ronment – the general context
The section titled “The key elements of 

the macro environment – the general con-
text” of the scientific paper “The macro en-
vironment and the companies’ economic, 
social and research – development – innova-

-
spectives and challenges” emphasis the main 
elements that need to be taken into consid-

-
the macro environment.

In this regard, the first element that 
needs to be taken into account is represented 
by the socio-cultural elements; the second el-
ement that needs to be taken into is represent-
ed by the demographic elements; the third 
element that needs to be addressed is rep-
resented by the natural elements; the fourth 
element that needs to be taken into consider-
ation is represented by the political and legal 
elements; the fifth element that needs to be 
considered is represented by the economic 
elements; and the sixth element that needs to 
be stressed is represented by the technologi-
cal elements (see, in this matter, Figure no. 1: 
The key elements of the macro environment).   
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The cultural elements are defined by 
the factors that influence the consumers, in 
particular, and the macro environment, in 
general (see, in this matter, Figure no. 2: The 
socio-cultural challenges and the influence 
on the macro environment). 

The main aspects that should be taken 
-

namely:
 The cultural environment is com-

posed of the institutions and of the other 
forces that affect the fundamental concepts, 
preferences and behaviours of a society, in 
general.

 The culture, in general, is referring to 
-

ted and accepted by the members of a society 
to the next generation. 

 Moreover, the culture includes every-
thing a certain group says, thinks, produce, 
its customs, religion, language, attitudes and 
senses.
environment, the market operators need to 
focus the products and services they offer on 
actions refer to and should also address the 

-
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The demographic factors are very im-

portant in all the economic, business admin-
istration, social, management, and marketing 
activities, because they refer to the popula-
tion forming the labour market and the po-
sition held in this regard by the companies 
(see, in this matter, Figure no. 3: The demo-
graphic challenges and the influence on the 
macro environment). 

In addition, in general, for the enterpris-
es, a special significance is held by the fol-

 The age and the structure of 
population; 

 The level of urbanization – seen as 
extremely important and having a relevant 
place in the structure of the demographic 
factors; 

The level of migration:
a) In the developed countries there is a 

-
lies in order to obtain better living conditions, 
in terms of: an unpolluted environment, and 
more and better living facilities.

b) In poor countries, the population 
consists mostly of unemployed individuals 
incomes are encountered.
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The technological environment takes 
accumulated by the companies over time 
(see, in this matter, Figure no. 4: The techno-
logical challenges and the influence on the 
macro environment). 

Moreover, technology can be regarded 
as an important and positive factor for the 

individuals’ human lives, but in the same 
manner, it can bring disaster (Rodriguez A. 

technological elements influencing the mac-
ro environment depends by the proportion 
held by the good and positive elements in 
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While analysing the technological ele-

made:
-

erates the replacement of an older one.
can be represented synthetically under the 
main stages: the appearance (the creation, 
the starting point), the development stage 

-
matter, Figure no. 5: The Gauss Bell and the 

-
tomers, implicates the need to monitor the 
next trends in the field in order to use the 
technologies effectively.

 Fourth of all, the innovation possi-
bilities are virtually limitless, being correlat-
transforming innovations into products to be 
sold on the marketplace. In this case, it is es-
sential to permanently monitor the market 
trends and the technological developments, 
competition.
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The political and legal factors affect-
ing the macro environment are generated by 
the legislative assembly, the pressure groups 
and the government agencies that influ-
ence the actions of various individuals and 

organizations in companies and are limiting 
The political and legal challenges and the in-
fluence on the macro environment).

For example, a trend that emerged in 
this context refers to the forgery of industrial 
products. 

E. The economic factors
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The economic factors affecting the mac-
ro environment refer to the income distribu-
tion costs, the monetary and financial factors, 
the economic infrastructure, the human de-
velopment index, and the consumer spend-
ing structure (Kotler Ph., Eduardo R., 2002; 
Kotler Ph., Armstrong G., 2004; Kotler Ph., 
2005).

In order to determining the costs of 
production process for obtaining goods the 
total expenses take into consideration the fol-
the natural resources (such as, minerals and 
be mentioned the vehicles, the tools, certain 
types of machinery, the buildings), the capi-
and other auxiliary materials) and the human 
resources (Marinescu Paul (coordonator), 

2015) (see, in this matter, Figure no. 7: The 
economic challenges and the influence on the 
macro environment).

The economic infrastructure consists of 
Partridge Dale, 2015):

 The commercial infrastructure (for ex-
 The transport infrastructure (for ex-
 The promoting products and commu-

nication infrastructure (for example, press, 
radio, television, internet, printing);

 The research agencies, or the advertis-
ing agencies;

 The financial infrastructure (for exam-
ple, credit companies and banks)
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component of the macro environment are 
represented by the resources the companies 
need in their line of business (see, in this 
matter, Figure no. 8: The natural resources 
challenges and the influence on the macro 
environment). 

-
omy a special emphasis is put on the use of 
technologies that do not pollute the environ-ment in the manufacturing process (for ex-ample, the ones that do not pollute the soil, 
2011; Deák, Gy., Daescu, V., Holban, E., 
Marinescu,
A. I., Gaman, S., 2015).
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-
tential of the companies are its management 
capacity, its financial capacity, its productive 
capacity and its trade capacity, as presented 

a) The management’s capacity of the 
companies is the primary factor in the devel-
opment of the companies. The aspects related 
to the role of the companies’ management on 
the marketplace, reflect, in essence, the com-
panies increase or decrease in terms of the 
reputation level (Pell R. Arthur, 2008; Pfeffer 
Jeffrey, 2009; Peeling Nic, 2012). In this matter, 

consideration: for the company to become a 
brand in the market, its leadership (Dotlich L. 
David, Cairo C. Peter, 2011; Lencioni Patrick, 
2015; Godin Seth, 2015; Ribbens Geoff, 

-

2013; Duncan Todd, 2014; Lencioni Patrick, 
ro/articol/comert_interior/ghid2_comerciant/
ro/content/servicii-pentru-intreprinderi). 

Furthermore, in this matter, the role of 
the governments in protecting the environ-

- companies, in general should be opened to 
their evolutionary improvement, in order to 
adapt to continuous changing processes.
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b) The financial capacity takes into 
consideration the need of the companies to 
achieve their mission, goals, and objectives 
in terms of the market penetration and the 
market position (Acemoglu Daron, Robinson 
this matter, the most important parameters 
2000): 

 The cost of industrial capital; 
 The industrial capital availability; 
 The financial stability.

c) The productive and its trade capacity 
refer to the companies’ ability to achieve the 

-
ments need to be taken into consideration:

The material resources (such as, build-
-

 The human resources (such as em-
skilled) (Marinescu Paul, Toma I. Sorin 
George (coordonatori), 2015). 

 The companies’ capacity to pro-
(Schermer Michael, 2013).

5. Conclusions and implications:

The research paper titled “The macro 
environment and the companies’ economic, 
social and research – development – innova-

-
spectives and challenges” addresses the key 
elements of the macro environment.

All in all, it can be noted that the ele-

the enterprises’ business environment are 
constantly changing, due to the need to adapt 
on the marketplace.

Moreover, this paper addresses to all 
the specialists in the economic, management, 
marketing, and business administration, as 
such as students.

The paper is limited to the theoretical 
possibility for future improvement in terms 
of a case study on one of the key elements 
of the companies’ macro environment, for 
example.   
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