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Lecture Contents:

1. To recognize the importance of environmental
scanning and analysis.

2. To understand how competitive and economic
factors affect organization’s ability to compete and
customer’s ability and willingness to buy products.

3. To Iidentify the types of political forces In the
marketing environment.
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4. To understand how laws, government regulations,
affect marketing activities.

5. To explore the effects of new technology on
society and on marketing activities.

6. To analyze sociocultural issues marketers must
deal with as they make decisions.
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The Marketing Environment
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Coulter defined it as "a set of internal and external
forces and variables that aftect the efficiency of
marketing management and require activities and
events to satisfy the desires of consumers.’
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The business environment is constantly changing,
and successful companies adjust their products to
suit changing consumer desires.
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Environmental scanning

Environmental scanning is the process of collecting
Information about forces in the marketing environment;
environmental analysis Is the process of assessing and
Interpreting information obtained in scanning. Marketing
managers may assume either a passive, reactive approach or a
proactive, aggressive approach in responding to these
environmental fluctuations.
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The marketing environment 1s made

up of a:

1. Micro environmental

2. Macro-environmental.
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Forces (Macro) & (Micro)
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Competitors
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The microenvironment
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Actors in the Microenvironment
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the organization’s internal environment—
1ts

—its several departments and management
levels—as it affects marketing management's
decision making.
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SUPPLIERS (393541

Suppliers are firms and individuals that provide the &

resources needed by the company and its competitors to

produce goods and services.
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Are the group of persons or institutions that bear the
burden of distributing the product in the market at the

right time and place, such as wholesalers, retailers, agents
and brokers
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They are the market that the organization deals with, either »
directly or indirectly. These are divided into: industrial
consumers who either buy for the purpose of producing a
good or service, or for the purpose of facilitating production

processes or for the purpose of resale for profit, and finale

consumer who purchase goods for satisfaction Their personal
needs or the needs of their families
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competitors are other establishments that market »
similar products which can replace the products of
the establishment in the same geographical area
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The Company’s Macroenvironment
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MARKETING MACRO ENVIRONMENT

The marketing environment consists of external forces that
directly or indirectly influence an organization’s acquisition of
inputs (personnel, financial resources, raw materials, and
Information) and generation of outputs (goods, services, and
Ideas).

The marketing MACRO environment iIncludes economic,
political, legal and regulatory, technological, and sociocultural

forces.
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Natural Environment

Involves the natural
resources that are needed as
inputs by marketers or that
are affected by marketing

activities.
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Factors Impacting the Natural
Environment

Shortages of Raw Materials
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McDonald’s has made a substantial commitment to the so-called
“green movement.”
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The economic environment »aaduaidy) i)
‘The economic environment includes those factors that affect »
consumer purchasing power and spending patterns
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Economic Environment

Consists of factors that affect consumer

purchasing power and spending patterns.
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Income Distribution

Upscale Downscale
Classic Kmart '
Pewter Pooh dress jumper & Plastic
cup . $85 $14 o

N =_cup
y $6
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N .
Stuffed bear “;( ‘
| »
!

by Gund

Royal Doulton 525\ a

dish set

Plush
cartoon Pooh

$15 Plastic
dish set

$15

Walt Disney markets two distinct Pooh bears to match its two-
tiered market.
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Technological Environment
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Technological Environment

Changes rapidly.

Creates new markets
and opportunities.

Challenge is to make
practical, affordable
products.
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Cultural Environment
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Colgate-Palmolive’s
Total Global Branding
Strategy

Colgate-Palmolive has
had global success
with its Colgate line of
tooth-care products.
The products and their
packaging design do
not vary from country
to country; the only
thing that changes is
the language on the
packages.




@ Domino | yiu chaad sal =
alai e astal) <Y |
o i A LS sl
Sla oSl o g AY) cls il

\g :... Q&\Lﬁﬁ L; u~!.~.
alutl) a5 %8 L3l
Osotiay s pedl 2l Bk 58 5
Aald g elld







-
<
LLJ
=
<
@)
—
>
<
LLJ
—
<
O
L
—




M j.m\)\j J\ALJ\ s LSJ\AJ\ UJ\LYD Zean Y Lalall @ o
a sl () B0 DB 8
o (Lilday g L 8) 4 ) g¥) Cla Sadl (lany (& o



Rest Stop: Reviewing the Concepts

Describe the environmental forces that affect the
company'’s ability to serve its customers.
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Identify the major trends in the firm’s natural and

technological environments.
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Explain the key changes in the cultural environments.
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Discuss how companies can react to the marketing
environment.
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Strategic Marketing Planning (SMP)

Marketing planning
and control at
corporate/business
level

Marketing planning
at product level

4

A

Business Mission

10

Where are we now?

| Marketing Audit - Internal and
External Analysis

How did we get
here?ba J Jiai cas

10

SWOT Analysis
N

(Re) evaluation of Mission

N

Marketing Objectives
J L

Where are we
heading?
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Where would we like to be?

Tactical Plans & Mixes (4Ps)

How do we get there?
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— Evaluatic?n7 & Control
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Are we on course?
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