The Marketing Environment

LECTURE NO. 2




MARKETING ENVIRONMENT

The Microenvironment

THE MICROENVIRONMENT

Marketing intermediaries Customers

Distribution intermediaries, Needs, wants, spending patterns,
Production intermediaries, behavior, perceptions...
promotion intermediaries...

Competitors

On a hand, competito
motivate the company, on tt
other hand, this factor can har
the company's sales and profit:

Suppliers

resources needed by the
company to produce its goods
and services with costs.

Publics

Financial  publics,
publics, Government
Citizen-action public:

The company

incial welfare, human
urces, procedures,
Juction performance...

The Macroenvironment

Coaptemer Vabor Propotfons
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MICROENVIRONMENT

The Micro Marketing Environment includes all those factors that are closely
associated with the operations of the business and influences its
functioning. The microenvironment factors include customers, employees,

suppliers, retailers & distributors, shareholders, Competitors, Government
and General Public.

Are these factors controllable?
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Com pa ny labor, inventory, company

policy, logistics, budget, capital
assets, etc.

These factors ARE controllable
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The Suppliers

* Suppliers = Partner



Marketing
Intermediaries

Intermediaries help the company
promote, sell and distribute its products
to find buyers. They include resellers,
physical distribution firms, marketing
services agencies, and financial
intermediaries.
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Reseller Distribution channel firms that help the company find customers or make sales to
them these include wholesalers and retailers that buy and resell merchandise

Physical distribution They help the company stock and move goods from their points of origin to their

firms destinations.

Marketing services They are the marketing research firms, advertising agencies, media firms, and

agencies marketing consulting firms that help the company target and promote its products to
the right markets.

Financial They include banks, credit companies, insurance companies, and other businesses

intermediaries that help finance transactions or insure against the risks associated with the buying

and selling of goods.

Companies must partner effectively with marketing intermediaries to optimize
the performance of the entire system
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I Competitors

COMPETITOR
ANALYSIS /




P u bI |CS * Public is any group that has an
actual or potential interest in or

impact on an organization's

ability to achieve its objectives.

* We can identify seven types of
Publics:

* Financial Publics

* Media Publics

* Government publics
 Citizen action publics

»
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* Local publics
* General publics
Internal publics
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* Customers are the most important actors in
the company's microenvironment.

* There are four types of customer markets:
e Consumer markets '_ CUSTOM ERS

 Business markets

e

-

 Government markets © A

* International markets
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THE MACROENVIRONMENT

Natural environment Technological environment
Physical environment, natural antibiotics, robotic surgery, smartphones,
resources, weather, natural the internet, nuclear missiles, automobile,
disasters, pollution... television, and credit cards...
Economic Political - Social

environment environment

Taxes, Interest rate,
Income distribution,
inflation, recession...

laws, government agencies, and
pressure groups, rules of morality,,
rules of conduction...

Cultural
environment

Demographic
environment
Population, age, gender,

income, academic level,
religion, ethnicity...

Beliefs, values, perceptions,
preferences, behavior...

Marketing
activities

* They shape opportunities an@pose threats to the company.
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GENDER

DEMOGRAPHIC

RELIGION SEGMENTATION

FAMILY

LIFE EBDUCATION
CYCLE




Changes in age pyramids in Asia
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ECONOMIC
ENVIRONMENT
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Economic
Growth

income &
Employme
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NATURAL
ENVIRONMENT




PR Trends in the natural environment

02

1. Shortages of raw materials
Increased pollution

3. Increased government intervention in natural
resources management.

4. Environmental sustainability = Developing
strategies and practices that create a world
economy that the planet can support
indefinitely. It means meeting present needs
without compromising the ability of future

a' generations to meet their needs
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Natural Environment

g

* Many companies are responding
to consumer demands with more
in environmentally responsible
products.

* Others are developing recyclable
or biodegradable packaging,
recycled materials and
components, better pollution
controls, and more energy
efficient operations.
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POLITICAL
ENVIRONMEN




THE POLITICAL ENVIRONME

4

* Business legislations has been enacted for
several reasons:

1. To protect companies from each other
(prevent unfair competition)

2. To protect consumers from unfair business
practices.

3. to protect the interests of society against
unrestrained business behavior
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0> The Cultural Environment

* The cultural environment = Institutions and other forces that affect a
society's basic values, perceptions, preferences, and behaviors.

* Values: People in a given society hold many beliefs and values.
* Their core beliefs and values have a high degree of persistency.

* These beliefs shape more specific attitudes and behaviors found in
everyday life
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e Analyzing the market: SWOT ANALYSIS

* SWOT ANALYSIS= an overall evaluation of the company’s strengths(S)
weaknesses (W), opportunities (O), and threats (T).

S WEAKNESSES THREATS
2 1 A

o I
STRENGTHS W OPPORTUNITIES

1
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SWOT ANALYSIS

SWOT Analysis: Strengths (S), Weaknesses (W), Opportunities (0), and Threats (T)

Intemal

The goal of SWOT analysis s o

match the company's sirengths fo

aractive opporiuniies in the

environment while eliminating External
or overcoming fhe weakne sses

and minimizing e treats.

Strengths Weaknesses
Internal capabilities that Internal limitations that may
may help a company interfere with a company's
reach its objectives ability to achieve its
objectives
Opportunities Threats
External factors that the Current and emerging
company may be able to external factors that may
exploitto its advantage challenge the company's
performance
Positive Negative

Hang on to this figure! SWOT analysis
(pronounced “swat” analysis) isa
widely usad fool for conducting a
situation analysis. You'll find yourself
using it alotin the fulure, especially
when analyzing business cases.
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