10 KERIN

* harney MARKETING: The Core 5/e

£ * .. RUDELIUS

UNDERSTANDING\
THE MARKETING
ENVIRONMENT,
ETHICAL BEHAVIOR,
AND SOCIAL
RESPONSIBILITY
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WHAT IS THE WORLD’ S THIRD LARGEST NATION?
THE SOCIAL NATION CREATED BY FACEBOOK!

FIGURE 3-1 Environmental forces affect the
organization, its suppliers, and its customers




SOCIAL FORCES
DEMOGRAPHICS—POPULATION

> Environmental Scanning
» Social Forces

> Demographics

@ » Population at a Glance - I

= Population Explosion

@ « U.S. Population

Q ¢ Thai Population

SOCIAL FORCES
DEMOGRAPHICS—GENERATIONAL COHORTS

> Baby Boomers: 1946 — 1964: 25%
» Generation X: 1965 — 1976: 15%
> Generation Y: 1977 — 1994: 24%

> Millennials: 1995+

Ameritrade, American Airlines, and HTC
Which generational cohort is being reached?

HOW DO YOU
RETIRE SO
YOU NEVER
HAVETO
UN-RETIRE?

7] Aameritrade




SOCIAL FORCES
DEMOGRAPHICS—RACIAL & ETHNIC DIVERSITY

> Composition

> Trends
* African Americans

¢ Hispanics

* Asian Americans e o

> Multicultural ' ‘ )
Marketing

SOCIAL FORCES
DEMOGRAPHICS—THE AMERICAN HOUSEHOLD

> Marital Status
> Cohabitation

> Blended Family

SOCIAL FORCES
DEMOGRAPHICS—POPULATION SHIFTS

> Regional Shifts in the U.S.: 2012
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SOCIAL FORCES
CULTURE

» Culture

> Cultural Values i-g _

ECONOMIC FORCES
MACROECONOMIC CONDITIONS

» Economy (e.g., GDP, employment, and
price change)

 Inflation /_//
i

* Recession

ECONOMIC FORCES
CONSUMER INCOME

» Gross Income




TECHNOLOGICAL FORCES
TECHNOLOGY OF TOMORROW

» Technology

¢ Social Networks
¢ Natural User Interfaces
¢ Green Infrastructure

« Biotechnology

Tablet Devices, Etc.

COMPETITIVE FORCES
ALTERNATIVE FORMS OF COMPETITION

» Competition

* Pure Competition
e Monopolistic Competition

* Oligopoly

* Pure Monopoly

FIGURE 3-A Continuum of competition

MANY NUMBER OF SELLERS ONE
BASIS OF PURE MONOPOLISTIC
COMPARISON COMPETITION ~ COMPETITION  OLIGOPOLY MONOPOLY
N Large number Large number A faw large ‘»
) of sellers of sellers competitors producer
Similar Urnique but Similar Unique and
diffe products substitutable peoducts ‘unsubstinutable
Place (distribution)  Pricing Promotion is key to  Unimportant
is important s impartant achieve perceived axe]




REGULATORY FORCES
FEDERAL LEGISLATION

> Protecting Producers and
Consumers

» Patent Law
» Copyright Law
« Digital Millennium Copyright Act (1998)

* Nutritional Labeling

REGULATORY FORCES
FEDERAL LEGISLATION

> Protecting Producers and
Consumers

» Consumer Product Safety Act (1972)
e Consumer Product Safety Commission

* Consumerism

REGULATORY FORCES
FEDERAL LEGISLATION

> Protecting Producers and
Consumers

» Price Fixing

* Price Discounting @




REGULATORY FORCES
FEDERAL LEGISLATION

» Protecting Producers and
Consumers

* Federal Trade Commission Act of 1914

] = Cease and Desist Order = Corrective Advertising

* CAN-SPAM Act (2004: Controlling the Assault
of Non-Solicited Pornography and Marketing)

* Do Not Call Registry

REGULATORY FORCES
FEDERAL LEGISLATION

> Protecting Producers and
Consumers

» Exclusive Dealing
* Requirement Contracts
e Exclusive Territorial Distributorships

» Tying Arrangement

Band-Aid, ChapsStick, Jell-O, Kleenex,
Vaseline, Frisbee, and Q-Tips
Are these brand names generic trademarks?




ETHICAL MARKETING BEHAVIOR
SOCIETAL CULTURE AND NORMS

R
» Ethics _m » Laws ‘

> Current Perceptions of Ethical Behavior

> Culture @

FIGURE 3-2 A framework for understanding
ethical behavior

Business culture Personal moral
and industry » philosophy and
practices ethical behavior

ETHICAL MARKETING BEHAVIOR
BUSINESS CULTURE AND INDUSTRY PRACTICES

> Ethics of Competition
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* Bribes and Kickbacks E

« Economic Espionage




ETHICAL MARKETING BEHAVIOR
CORPORATE CULTURE AND EXPECTATIONS

> Corporate Culture

> Code of Ethics

» Ethical Behavior of Top Management
and Co-Workers

¢ Whistle-Blowers

FIGURE 3-B American Marketing
Association Statement of Ethics (abridged)

AMERICAN MARKETING ASSOCIATION STATEMENT OF ETHICS (Abridged)
Genaral Norms
1. Marketers should do ne harm.

2. Marketers must foster trust in the marketing system.

3. Marketers must embrace, communicate and practice the fundamental ethical values
that will improve consumar confidence in the integrity of the marketing exchange system.

Ethical Values

. Honesty—to be truthful and forthright in our dealings with customers and stakeholders.

A accept the of our ing decisions and strategies.

. Fairness—to try to balance justly the needs of the buyer with the interasts of the saller.
Respect—to acknowledge the basic human dignity of all stakeholders.

. Op 1o create transg in our i i

. € fulfill the ic, legal, phil
that serve stakeholdors in a strategic manner.
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hropic and societal responsibili




ETHICAL MARKETING BEHAVIOR
PERSONAL MORAL PHILOSOPHY AND ETHICS

> Moral Idealism

Nestlé’s Gerber
» Utilitarianism Good Start
Infant Formula

@ SOCIAL RESPONSIBILITY IN MARKETING
THREE CONCEPTS OF SOCIAL RESPONSIBILITY

> Social Responsibility
» Profit Responsibility
» Stakeholder Responsibility

* Societal Responsibility

FIGURE 3-C Three concepts of social
responsibility

Societal Responsibility
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@ SOCIAL RESPONSIBILITY IN MARKETING
THREE CONCEPTS OF SOCIAL RESPONSIBILITY

> Societal Responsibility

e Triple-Bottom Line
« Green Marketing m Haagen-
e Cause Marketing e

MARKETING MATTERS
Will Consumers Switch Brands
for a Cause? Yes, If...

@ SOCIAL RESPONSIBILITY IN MARKETING
SUSTAINABLE DEVELOPMENT

> Social Audit

> Sustainable
Development
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