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Today’s Learning Objectives
 Explain how environmental scanning provides information 

about social, economic, technological, competitive, and 
regulatory forces.

 Describe how social forces such as demographics and 
culture can have an impact on marketing strategy. 

 Describe how economic forces such as macroeconomic 
conditions and consumer income affect marketing.

 Describe how technological changes can affect marketing.
 Discuss the forms of competition that exist in a market, key 

components of competition, and the impact of competition on 
corporate structures.
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Environmental Scanning
- Environmental forces 
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An environmental scan of today’s marketplace
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Social Factors
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Demography in Thailand
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Household data of selected Asian Countries 
in 2006 Case
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SOCIAL FORCES

 Generational Cohorts
 Baby Boomers - born between 

1946 and 1964
 Generation X - born between 

1965 and 1976
 Generation Y - born between 

1977 and 1994
 Millennials – born after 1994

 Generational Marketing
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Olay Total Effects 
Which generational 

cohort is being 
reached?
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American 
Express

Which 
generational 

cohort is being 
reached?
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DKNY Kids 
Which generational 

cohort is being 
reached?
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Motorola 
Which 

generational 
cohort is being 

reached?
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SOCIAL FORCES

Racial and Ethnic Diversity
Multicultural Marketing - consists of 

combinations of the marketing mix that reflect 
the unique attitudes, ancestry, 
communication preferences, and lifestyles of 
different races.

Culture - incorporates the set of values, 
ideas, and attitudes that are learned and 
shared among the members of a group

 Changing Values
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Migrant-contributing countries and 
migrant-receiving countries in Asia
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Trend Research
 A trend is “a prevailing or general movement or inclination”.

 Relevance of trends

 Every trend has a counter-trend
      

Macro trends* are the broad forces of change that create the future context of today’s world. They represent the sudden appearance 
and ongoing progress of emerging global phenomena, such as market motivators and consumer values. Understanding and 
utilizing macro trends is now seen as a prerequisite for excelling in business. Understanding macro trends—and determining their 
significance to current challenges—allows us to strategically anticipate and adapt to change, and alerts us to the threats and 
opportunities in our future business environments. 



 MACRO TRENDS

Shifting power...
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12 Top Global Macro Trends (Source:IMD)
• Economic Power Shifting: The focus of economic power is shifting to Asia and BRIC in terms of 

investment and output, away from the outdated “Triad” markets of the 1980s and 1990s. The question is 
how independent the BRIC markets will be in driving global growth and what the role of the Triad will be.

• Shifting Market Landscape: While developed countries will remain the largest consumer and industrial 
markets, the rise of a massive global “middle class” in rapidly developing economies (RDEs) will shift the 
demand landscape radically. The competition for these markets will be intense, but which competitors 
will succeed? 

• Changing Geopolitical & Security Landscape: Globalization is driving new dimensions of power 
beyond military might, including economics, resources and technology. But the new global landscape is 
not stable: risks and nationalism are rising. 

• Fracturing Global Social Fabric: Globally the population is becoming older, more urban, more Asian 
and more mobile. At the same time, traditional social structures are fragmenting, shifting notions of 
personal identity. With demands for greater inclusion by previously isolated segments of society, divides
—and associated tensions—are increasing. 

• Growing Stakeholder Demands on Business: More stakeholders—public and private—are actively 
demanding transparency and accountability from business. Corporations are seen as part of society’s 
problems. Can they also become critical contributors to required solutions? 

• Changing Consumer Landscape: In more diverse and mobile societies and economies, new consumer 
groups are emerging. Consumer segmentation now requires new lenses, as new sources of similarity 
and difference emerge. Consumers increasingly demand more involvement in and customization of 
consumption experiences.   
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12 Top Global Macro Trends (Source:IMD)
• Changing Industry Landscape: Business models must become more flexible. Power is shifting along 

the value chain and the competition to create and capture value—and profits—is intensifying. The 
emergence of BRIC multinationals means more intense competition. Flexibility and innovation are critical 
to avoid being “stuck in the middle.” 

• Changing Nature of Capital: Global financial flows are accelerating, with Asia increasingly funding the 
deficit spending of the US and, partly, Europe, leading to global systemic risks now being realized as the 
current credit crunch redefines the global financial system. New power brokers are emerging, reshaping 
market dynamics and potentially raising tensions. 

• Changing Labour Landscape: A raging global war for talent for both skilled and “low cost” jobs is 
increasing. Asia is increasingly important for all types of skills. Partnering and outsourcing is on the rise 
within and across borders. 

• Growing Pressure on Natural Resources: Basic resources are under threat, including water, energy, 
food and habitats/climate. Consumption of critical resources is outpacing the rate that the planet can 
sustain. Public and institutional activism is rising, demanding action. 

• Changing Technology Landscape: A global technology revolution is gaining pace, crossing national 
borders and scientific disciplines. New technologies, including biotechnology and nanotechnology, will 
reshape industries and our daily lives. 

• Changing Economics of Information & Knowledge: Exploding connectivity and channels for 
information are making knowledge creation a global imperative. Networking is critical! Gaining an 
advantage in and protecting knowledge is difficult to achieve—and even more difficult to sustain.  
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How to Spot Trends

 Read current publications - some you don’t typically read
 Watch the top TV shows – sometimes! (In fact: very 

occasionally…)
 See the top 10 movies.
 Talk to at least 150 customers a year about what they’re 

buying and why.
 Talk with the 10 smartest people you know.
 Listen to your children
 Leave your social circle more often!



 VIDEO

Future of Consumerism



 CONSUMERISM 1.0 – 4.0
• Consumerism 1.0: Consumers buying and possessing more 

and/or better stuff than fellow consumers.
• Consumerism 2.0: Consumers driven by experiences instead of 

the fixed—and enjoying the status derived from the stories they 
can tell afterwards, too. Freeing oneself from the hassles of 
permanent ownership and possessions is big for this one.

• Consumerism 3.0: Consumers participating, creating, 
developing skills and acquiring knowledge. Status comes from 
finding an appreciative audience, impressed with what one 
knows and can create, instead of what one consumes or 
experiences. 

• Consumerism 4.0: For some, giving, caring, contributing, being 
generous, and yes, consuming less are the new status symbols. 



 VIDEO

Informed



 VIDEO

Outspoken
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ECONOMIC FORCES

Economy
Macroeconomic Conditions
Consumer Income

Gross Income
Disposable Income
Discretionary Income
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Household gross income and disposable 
income in 2006
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Internet Case

 Study the National 
Statistical Office 
website 
http://web.nso.go.th (or 
any other relevant site) 
to find out the income 
distribution in Thailand. 
What are the 
implications of your 
findings to marketing in 
Thailand?
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TECHNOLOGICAL FORCES

 Technology refers to inventions or innovations from 
applied science or engineering research.

 Technology of Tomorrow
 Technology’s Impact on Customer Value

 (1) Consumers assess value on the basis of other 
dimensions, such as quality, service, and relationships, 
due to the decline in the cost of technology.  

 (2) Technology provides value through the development 
of new products.

 3) Technology has changed the way existing products are 
produced through recycling and precycling.

 Schumpeter: “Creative Destruction”
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Memorex 
Thumb Drive
What products 

might be 
replaced with 

this?
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Napster
What products might 
be replaced with this?
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LG Plasma 
Screen TV

What products 
might be 

replaced with 
this?
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Source: http://www.internetworldstats.com/stats.htm



Thammasat BEPrinciples of Marketing



Thammasat BEPrinciples of Marketing

TECHNOLOGICAL FORCES
 Electronic Business Technologies
 Electronic Commerce - a commercial transaction 

whereby the order for a good or service is made 
using some form of Internet based 
communication. The delivery and payment may be 
performed off-line in the physical world.
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An information- and 
communication-based 
electronic exchange 

environment mostly occupied 
by sophisticated computer and 

telecommunication 
technologies and digitized 

offerings.

Customers

Sellers

Products

Infrastructure

Shopping cart
E-catalog

Payment
gateway

Order 
fulfillment

Logistics

Accounting

Procurement Inventory mgt.

Marketspace - Electronic Business Technologies
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COMPETITIVE FORCES

Competition
Alternative Forms of Competition

Pure Competition
Monopolistic Competition
Oligopoly
Pure Monopoly

Small Businesses as Competitors
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Continuum of Competition
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COMPETITIVE FORCES
COMPONENTS OF COMPETITION

Barriers to Entry
Power of Buyers and Sellers
Existing Competitors and Substitutes
Small Businesses as Competitors
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COMPETITIVE FORCES
COMPONENTS OF COMPETITION

Barriers to Entry
Power of Buyers and Sellers
Existing Competitors and Substitutes
Small Businesses as Competitors
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THE END

Any questions?

A = Ask
S = Seek
K = Knock
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