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The Marketing Environment
The marketing environment refers to
the organizational work context,
encompassing a set of factors, forces,
and variables that exist both within the
organization and in its external
surroundings,  which  directly or
indirectly influence the organization’s
marketing activities.

The  marketing  environment s
characterized by continuous change,
which creates a pressing need for
marketing research to monitor these
changes and support effective decision-

making.
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The Marketing Environment

(According to Kotler)

According to Kotler, the marketing
environment is classified into
three main levels:

1. The Internal Environment

2. The Micro (Task) Environment

3. The Macro Environment
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The Marketing Environment
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In this course, the marketing environment

will be classified into two main categories: L.é:'ﬁ‘“"m 4213';\_\]\ 4“31'5\ 4551 L@"““"“""‘ O™
The Internal Marketing Environment L.éJ g ,{S“ :\_‘LU Cé;’}“‘m z\:‘%)&\ 2‘-3:‘-’1\3

The External Marketing Environment
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Business
Environment
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First: The Internal Marketing Environment

The internal environment encompasses all elements directly
related to the product and in immediate interaction with it,
whether from the perspective of the organization, customers,
or competitors. It includes the following components:

1. Organizational Structure: The organizational structure
represents the internal framework within which marketing
activities operate. It encompasses the organization’s formal
structure, including its various directorates, departments, and
functional units, which coordinate and facilitate the

implementation of marketing functions and strategies.
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2. Suppliers: Suppliers are defined as individuals or
organizations that provide the firm with its required
inputs, including raw materials, semi-finished goods,
machinery, and equipment. They play a critical role in
supporting the organization’s operations and ensuring

the continuity of production and marketing activities.
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3. Intermediaries: Intermediaries represent the linking

mechanism that connects the organization with both suppliers on

one side and consumers on the other.

They operate in two directions within the marketing system:

* The first direction pertains to the relationship with suppliers.

* The second direction pertains to the relationship with
consumers.

Typical distribution channels include:

Supplier - Agent - Wholesaler - Organization

Organization - Agent - Wholesaler - Retailer > Consumer

Intermediaries play a vital role in facilitating the flow of goods and

services, ensuring efficient movement across the distribution chain

from sources of supply to final consumers.

Intermediaries assist the organization in promoting, selling, and

distributing its products, as well as in identifying and reaching

potential buyers. They include: Distributors, Physical distribution

organizations, Marketing service agencies, Financial intermediaries.
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EXAMPLE OF PARTENING WITH INTERMEDIAIRES
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Coca-Cola tries to understand the finer points of
each retailer partners business

It conducts market research and shares the results
with partners

It studies the design of drive-through menu boards
to better understand which layouts, fonts, letter
size, colors, and visual induce consumers to order
more food and drink. Based on these research they
develop marketing programs and merchandising
tools that help its retail partners improve their

beverage sales and profit.
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4. Consumers: Consumers may be classified into two main types: Lé“j 9 L;‘LG-‘ t O sSlgiaal) — ¢
v N - - . - & o S R o s . B -
* Final Consumers: Individuals who purchase products for personal plasiu ] clatinall Gl (Al ALY 1 0edledl) GeSlgiaall o
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* Intermediary Consumers: Individuals or organizations that
purchase products for resale or further distribution, rather than

for direct consumption.
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5. Competitors: Competitors are organizations that j Alee cilams 5133}9 c‘f’:‘ L el 1) sl —o
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same group of consumers.
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The Internal Marketing Environment
It includes the following components:

1. Organizational Structure.

2. Suppliers.

3. Intermediaries.

4. Consumers.

5. Competitors.

Organizational
Structure
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Second: The External Marketing Environment

The external environment refers to the set of variables, forces, and
factors that exist outside the boundaries of the organization, which
influence its marketing activities either directly or indirectly.

In other words, it encompasses all elements that affect marketing

operations, whether positively or negatively.
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It includes the following components:

1.

Demographic Environment:

It relates to the set of population
characteristics that form the human
framework  within  which the
organization operates. These
characteristics include population
size, population composition,
geographical  distribution, and
migration movements between
rural and urban areas, in addition to

social conditions.
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2. Economic Environment:

It represents the framework through
which the market’s capacity for
consumption, the nature of demand,
and its trends are determined. The
economic environment includes a
wide range of factors, most notably:
the local and global economic
system, the financial system, interest
rates, rates of inflation and deflation,
periods of economic prosperity and
recession, the level of national
income  and its  distribution,
prevailing market prices, and

monetary and fiscal policies.
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3. Social Environment: It relates
to a set of values, customs,
traditions, and the prevailing
culture in society, in addition to
other elements such as the level of
education, beliefs, lifestyle, and
family structure. These factors
collectively form the social
framework that guides individual
behavior and determines their
consumption patterns and

preferences.
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4. Technological Environment:
Technological development is
characterized by having two
complementary aspects: a positive
aspect represented by the
opportunities it provides, and a
negative aspect reflected in the risks
faced by organizations that are unable

to keep pace with it.
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5. Legal Environment: It
encompasses the set of laws,
regulations, and systems that
govern economic and commercial
activities, and define the
framework within which
organizations operate in the
market. This environment
constitutes a mandatory element,
as no organization can conduct its
activities outside its boundaries,
whether at the local or

international level.
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6. Natural Environment: It represents
the framework within which economic and
marketing activities are influenced and
interact, as the increase in environmental
problems, such as pollution and resource
depletion, has led to the imposition of new
orientations on organizations, particularly
with regard to production and marketing

methods.
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Second: The External Marketing
Environment
It includes the following components:
1. Demographic Environment.
Economic Environment.
Social Environment.

Legal

2

3

4. Technological Environment.
5. Legal Environment. Environment
. :

Natural Environment.

Technological

Environment
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SWOT analysis is a comprehensive assessment of an
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organization’s Strengths (S) and Weaknesses (W) within its
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internal environment, as well as Opportunities (O) and Threats

(T) within its external environment.

° = I
STRENGTHS W OPPORTUNITIES

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

Strengths Weaknesses Hang on to fhis figure! SWOT analysis
Internal capabilities that Internal limitations that may (pronounced “swat” analysis) isa
| I may help a company interfere with a company's widely used kool for conducting a
Nigma reach its objectives atility to achieve its situation analysis. You'll find yoursel
. . objectives ising it alotin fhe fulure, especially
The goal of SWOT analysis & o when analyzing business cases.
match fhe companys sirengihs io '
atiractive ogporunifies in fhe Opportunities Threats .
environment while efiminating External External factors that the Current and emerging
of overcoming e weaknesses company may be able to external factors that may
and minimizing fhe freats. exploitto its advantage challenge the company's
performance

Positive

Negative
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Marketing Information Systems and Marketing

Research

A Marketing Information System (MIS) can be defined as a
systematic and organized approach that processes marketing
data collected through marketing research in order to
generate meaningful outputs that support decision-making.
The term system refers to a structured sequence of stages,
namely: input — processing — output. In contemporary
practice, information systems are inherently linked to
computer technologies, as modern MIS rely primarily on
computerized systems for data collection, storage, processing,
and dissemination.

Marketing information systems vary across organizations
depending on several factors, including the nature of their
activities, organizational size, and operational scope, which in
turn influence the design, complexity, and functionality of the

system.
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Components of the Marketing Information i

System (MIS): abaiall dus sl ) Adalall ) e lgaas 2 oDl V0
v' Inputs: Data are collected from the internal

. . . "8 3 3 e g dailan Tg Ll s sl & v
or external environment of the organization. ALl Sl (3 alall Gk e ilas] culluly SUT e sl Aadladd

v" Processing and Analysis: Conducted through lashie U8 e Loyl (Sar Al cilaglaal) il il v/
statistical methods and techniques, and by "
means of computer systems at the present PPN [ 0 P P s J DN P e i PN =G| R R QPR E PR BV [ WP
time.

v Outputs: Information generated in the form
of useful and meaningful outputs.

v' Feedback: Used to evaluate the system’s
performance, where results may be either

positive or negative.
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Sub-systems of the Marketing Information

System

The Marketing Information System includes four
main sub-systems, namely:

First: Marketing Research

Marketing research is defined as a systematic
approach based on the collection and analysis of
data with the objective of developing solutions to
specific marketing problems under study.

Marketing research constitutes a component of the
Marketing Information System (MIS). The relative
importance of each—marketing research and the
MIS—varies depending on several factors, such as
the size of the organization and its managerial
philosophy.

In practice, many organizations—particularly small
and medium-sized enterprises (SMEs)—often lack
fully developed marketing information systems and
instead rely primarily on marketing research
activities to support their decision-making processes.
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Sub-systems of the Marketing

Information System

Second: Marketing Intelligence
Marketing intelligence refers to
the methods and techniques used
to collect data and transmit it to
the relevant units within the
organization, such as the
marketing department.

Sales personnel are considered a
key  source of marketing
intelligence, as they gather
valuable information from both
the internal and  external
marketing environments.
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Sub-systems of the Marketing Information
System
Third: Internal Reports

Internal reports constitute an important source of
information for the organization, typically derived from
its maintained records and documented data. These
reports include information related to sales, revenues,
costs, inventories, and customer transactions, and they
play a crucial role in supporting marketing analysis and

decision-making.
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Sub-systems of the Marketing Information System
Fourth: Marketing Analysis

Marketing analysis involves the use of statistical methods and
mathematical modeling techniques to interpret data and support
informed marketing decision-making.

WHAT IS
MARKETING ANALYTICS?
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Types of Data

In marketing, data are broadly classified into

two main types: primary data and

secondary data, which differ in terms of

their source, methods of collection, and

intended purpose.

First: Primary Data

Primary data are defined as data that are

collected for the first time specifically for a

particular purpose, and are often associated

with a clearly defined marketing problem.

These data are characterized by being:

e Current and direct

e Specifically designed to meet the
objectives of the study

* More accurate and relevant for decision-
making

Primary data are typically collected through

various methods, including:

* Questionnaires (Surveys)

* Interviews

* Observation

* Marketing experiments

Statistical Methods
Surveys

Polls

Interview

Delphi Technique

Focus Groups

5

Primary
Data
Collection
Methods

Secondary
Data
Collection
Methods

Financial Reports
Sales Reports
Government Reports
Mission

Vision Statement

Internet
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Types of Data

Second: Secondary Data

Secondary data are defined as data
that have been previously collected for
purposes other than the current study,
and are subsequently utilized in new
marketing research. These data are
characterized by being:

e Readily available

e Less costly

* Quick to obtain

They are typically accessible through
various sources, including:

* Government reports

e Official statistics

* Previous studies

* Internal organizational records

Statistical Methods
Surveys H Sales Reports
Polls E Government Reports

Interview Primary i Secondary TN
Data | Data

De[phi Technique Couedion COllection Vision Statement
Methods [ Methods

Financial Reports

Focus Groups Internet

Secondary

Data Analysis
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numbers or facts. In contrast, information is defined as:

The outcome of the processes of collecting, organizing, JC Silaslaall Lol cdalaia
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Fields of Marketing Research PGl Cigan el

The fields of marketing research vary in accordance with the i ey cdllasgat rsadtl) il Cuilga 2wty 3rgadll Cagan ¥ lae 2
diversity and complexity of marketing activities. Among the T )
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* Whatis the total volume of sales?
* What is the organization’s share of total market sales
(market share)? . 6 e
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market?
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Fields of Marketing Research

Second: Consumer Research

Consumer research focuses on studying

the consumer, including:

e Consumer behavior

e Consumer characteristics

* Purchasing motives

e Age groups and demographic
attributes

This type of research aims to gain a

deeper understanding of how consumers

think, behave, and make purchasing

decisions, thereby enabling organizations

to design more effective marketing

strategies.
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Fields of Marketing Research

Third: Product Research

Product research focuses on studying the

characteristics of the product and its

suitability for consumers, including

aspects such as:

e Product features and attributes

 Compatibility with consumer needs
and preferences

* Product improvement and
development

e Quality levels

e Product benefits and value

e Packaging and design

This type of research aims to enhance the

product’s ability to meet customer

expectations and achieve competitive

differentiation in the market.
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Fields of Marketing Research

Fourth: Competitor Research

Competitor research focuses on

analyzing both current and potential

competitors, including:

* Their capabilities and resources

* Points of similarity and
differentiation

* Pricing strategies

* Competitive strategies

* Financial position and
performance

This type of research aims to provide

a comprehensive understanding of

the competitive landscape, enabling

organizations to develop effective

strategies  for  achieving  and

sustaining competitive advantage.
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Fields of Marketing Research

Fifth: Distribution Research

Distribution research focuses on studying
all marketing channels and points of sale,
including:

* Agents

* Wholesalers

e Retailers

This type of research aims to evaluate
the efficiency and effectiveness of
distribution channels in delivering
products to customers, ensuring
availability, accessibility, and optimal
market coverage.
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{ What is distribution research? ]
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It studies marketing channels like
agents, wholesalers, and retailers to
evaluate their efficiency in delivering
products to customers.




MIDOCEA|

UNIVERSITYl

Fields of Marketing Research
Sixth: Promotion Research
Promotion research focuses on
designing and developing the
appropriate promotional program,
including the selection and
evaluation of suitable promotional
tools and strategies.

This type of research aims to
determine the most effective ways to
communicate with target audiences,
enhance brand awareness, and
influence consumer attitudes and
purchasing behavior.
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Seventh: Motivation Research
Motivation research relies on
behavioral sciences, including
psychology and sociology, to examine
the underlying motives of consumers.
This type of research aims to uncover
the internal drivers and psychological
factors that influence consumer
behavior, thereby providing deeper
insights for developing more effective
and targeted marketing strategies.
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Eighth: Sales Research

Sales research focuses on analyzing
sales volumes, forecasting future
sales, and selecting the most
appropriate selling methods.

This type of research aims to enhance
the effectiveness of sales
performance, improve forecasting
accuracy, and support strategic sales
planning.
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Ninth: Transportation and Storage Research
Transportation and storage research addresses
the logistical aspects of marketing activities,
including:

* Modes of transportation

e Transportation costs

* Storage methods

* Inventory management

This type of research aims to enhance the
efficiency of logistics operations, reduce costs,
and ensure the proper availability and timely
delivery of products to the market.
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Transportation and Storage Research

Transportation
Modes

Exploring different
ways to move goods

Storage
Methods
Optimizing space

and preserving
product quality

Analyzing expenses
associated with
moving goods

—
1
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Ensuring product
availability and
minimizing waste
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1. Problem Definition. LA aaan (\
2. Data Collection.
3. Data Analysis. bl aas (Y
4. P tati f Findings.
resentation of Findings il s (V
'Data Collection ‘ 'Data Analysis Ahpall A anad (€

'Problem Definition

'Presentation of Findings
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1. Exploratory (Investigative) Research. Jae i) Gganl) —)

2. Descriptive Research.

3. Causal Research. (Ldlasiny))

4. Predictive Research. .. .

5. Historical Research. daduasl Sigaidl =¥
o) Gagan) =Y
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