Session 3

The Marketing
Environment

Instructor: svend@itsoneworld.com
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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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Environmental forces
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An environmental scan of today’s marketplace

|IECN)\I_\{E_I;ZEONMENTAL TREND IDENTIFIED BY AN ENVIRONMENTAL SCAN

. * Expanding use of social networks and collaborative web services
Social * Increasing mobility and diversity of the population
* Growing concern over global warming and climate change

* Shift to a global economy and the growing importance of China and India
* Baby boomers begin turning sixty and sEending retirement funds
* Virtual online communities developing their own economies

* Increasing popularity of Mobile TV
Technological * Advances in biometrics as a security solution
* Growing demand for portable, renewable power sources

¢ Dramatic increase in customer-generated content about competitive options
Competitive * New metrics for assessment increase performance comparisons
* Development and growth of competitive intelligence departments

* Increasing legislation requiring digital storage of corporate records
* Greater concern for privacy and personal information collection
* New regulations to respond to fear of terrorism
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Demography in Thailand

Figure 1.6: Population transition
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Household data of selected Asian Countries

In 2006 Case

Asiz Pacific
China

Hong Kong
India

Indonesia
Japan
Malaysia
Philippines
Singapore
South Korea
Taiwan
Thailand
Vietnam

893,327
76477

2,294

209,203

59,447
48,760
5678
17,477
1,039
17,552
1,260
17,500
25,595

4.1
15
eVl
5.4
38
24
47
49
43
27
31
14
33

407,095
187,870
1,058
109,805
34,549
14,619
3,165
11,114
539
8,425
4,656
8,796
19,223

45417
124
22,357
7,598
9,770
624
1,355
123
3,066
778
3,290
1,753

56,945
31,458

9234
1,965
14,344

712
150
3,062
808
1,73
1,842
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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

Principles of Marketing Thammasat BE



*.

WHY JUST WASH A'n".‘.ﬁ."l" -
WHEN YOL

B errcrs T T Olay Total Effects
AP Which generational
cohort is being

reached?

¥
ot B . farw learaing ool

4 o wos of e beas i meeR
3 P Tl P RTOE B Dk O D
B e T e LT
i Feerits mar Mndarnvinbdy s b bk
% [enrm i e
PRl BN O, DSl DT LR

P
oLt FL o] . 1 Pard P Bl PRI il S0P o
ey LT IO Y M, W A G s o D

Principles of Marketing Thammasat BE




PLANNING FOR
RETIREMENT ALWAYS
OUTPERFORMS
WORRYING ABOUT IT.
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DKNY Kids

Which generational
cohort is being
reached?

DKINY KIDS
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Motorola
Which
generational

cohort is being
r(\anhnri?
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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,
iIdeas, 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

i i
Brunei, Hong Kong, Japan, Singapore, South Korea, Taiwan

Migrant-contributing and migrant-receiving countries

Malaysia, Thailand

Sourca: Graema Hugo, *Migration in the Asia-Padhc Ragion,” papar praparad for the Policy Analysis and Researdch
Program of tha Global Commission on Intemational Migration, 2006,
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Fivertalk
Trend Research yertak

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.
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MACRO TRENDS

Sh.ifting poWélr...



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 g N

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!

Principles of Marketing Thammasat BE




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 /ess are the new status symbols.



Informed






ECONOMIC FORCES

Economy

Macroeconomic Conditions

Consumer Income
Gross Income
Disposable Income
Discretionary Income

Principles of Marketing Thammasat BE



L s e e b paw b A on phy gresd e a g Beanpg e 1

el pa mrlan sedn @ delepr e =il

e o i o] e



Household gross income and disposable
income in 2006

China 3,257 30 2 725 50

Indi= 24854 A0 Z 532 80

Japan 7924710 56, 537 00

Philipzines 4,248 50 3. 531 .50

Southh Korea I B25 70 31, 205910

Thailamd 05570 G 51 3 00
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Internet Case

J National Statistical Office Thailand - Microsoft Internet Explorer

Fle Edt Yiew Favoites Took Help ;,

u OBack - J @ @ ;\J /..-\‘Search \_f:::(Favontes {‘} - \_7 - _J lu.f E @ @ -L? f"]'“:' ﬁ & m 3
Stu d y th e N atl O n a I Addhess ‘@jhttp:)‘/wwwmso.guth)‘eng)‘\ndex‘htm j Go Links
GOOglEv v | @ Search Web - @ £2 blocked EOptmns

Statistical Office L —T 1 i O i YL
Welcome to NSO Thadland: offictal itatisticy provider
WebSIte Q NATIONAL STATISTICAL OFFICE
= Thi Version @ Stafiics @ Publication @ Standerd @ Relsted Link @ About NSO
L]
http://web.nso.go.th (or
h I t sit
any other relevant site) e |
. - - i ] Surnmary statistics from censuses and surveys, Compiled statistics by category,
O I n O u e I n CO I I I e » Advance Reports Analytical reparts, Smal area statistics and link to Statistical Information Searching
Syatern [3155). More question about stafistics please emal binfodsmi@nso.ga.th

Latest Release Statistics
[ ] ] ] ] b Popuiation and Housing Census 2000 -
I rI I n I n I h I | n b Key Indicators of pupulation and households, Population and @ Report k Pubiicain

. [Housing Census 1930 and 2000: om Final Report by Region L o
K K The information is avalable in the fams of publications such as census and survey
I Haps of Populaion and Havsing Census 2000 Tepotts, quartetly statistical bulleting, safistical year books. Mare infomation please

email binfopubi@nso.go.th
at a re t e I Lebou Force Statisics M0

@ Statistical Standard

I
ENEEE MNE -ouo

The Mational Statistical Dffice is the core body respansible for Thalland's statistical
activiies inchiding the collection and compilation, disemination of basic stafistical data,
providing recommendations an statisticabrelated matters. arganizing training cowses in
statistical methods and computer data processing as w QBy QQ]-Q disernination 4
data bank of the county T

v <L

Latest Release Reports

i I i t i n S f y u r b ey Statistics of Thailand 2003 bore irformation about Statistical Standand please emal pstand@nso.go.th

Hromgen st @ About NSO and Staistcal Activities
b 2002 Business Trade and Services Census

L] L] L] L}
Functions, Stafistical Act, Organization Struchue, Location and Contact Addiese,
Training Services, Coardination, Techrizal advice and consubant. Mare information

Indicators of Thailand please email polipin@nso.qn th

v Lore Econonic [ndicators

Thailand? s s

start| ) cases | @3 Microsaft 0., v @4 InternetE.. -+ 2] wesks ‘ @2 Microsaft 0., v| programs * i R i o« \)!ﬂ 11:55 P

HOSOUDIN

Principles of Marketing Thammasat BE



TECHNOLOGICAL FORCES

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

L Technology of Tomorrow

L0 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.

L Schumpeter: “Creative Destruction”
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Napster
What products might
be replaced with this?
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WORLD INTERNET USAGE AND POPULATION STATISTICS

March 31, 2011

World Regions Population | Internet Users| Internet Users Penetratif:-n Growth | Users%
(2011 Est) | Dec. 31,2000 | Latest Data | (% Population) | 2000-2011 | of Table

Africa 1037524056  4514400( 118,609,620 4% 25274%) 5T7%
Asia 3.679,740877) 1143040000  922,329,5M 238%| 7069%| 440%
Europe 616426346 105,096,093 476,213,935 8.3%) /3% 227%
Middle East 216,256,643) 3,264,600 68,353,660 7% 19670%[ 33%
North America 47 394,670 106,09,800( 272,066,000 16.3% 151.7%[ 13.0%
Latin America / Carib. 597263165 16068919 215,939,400 36.2%) 1.0374%[ 103%
Oceania / Australia 35426995 7,620 480 1,293,830 601%| 1794%[ 10%
WORLD TOTAL 6,930,095,154| 360,985,492  2,095,006,005 02%| 480.4% 100.0%

Source: http://www.internetworldstats.com/stats.htm
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ASTA INTERNET USAGE AND POPULATION

ASIA Population Internet Users, Internet Users, Penetrati:c:-n U5&r_5 Fa{:eb:nnk

{ 2011 Est.) (Wear 20040) Latest Data (% Population) % Asia Subscribers
China * 1.336,718.015 22,500,000 485,000,000 36.3 %% 52.0 % 504,660
IGEDrgia 4 585,874 20,000 1,200,000 28.3 % 0.1 % 630,840
Hong Kong * 7,122 508 2,283,000 4,878,713 B8 5 %% 0.5 % 3,748 580
Im 1.189.172.906 5,000,000 100, 000, 000 8.4 % 10.7 %% 293 475,740
I|I1l:|DI1E5iEI 245 613,043 2,000,000 39,600,000 16.1 % 4.2 % 38.860_ 460
IJaEan 126,475 664 47,080,000 99,182,000 T84 % 10.6 %% 3.812.450
Il‘{ﬂlﬂkhﬁtﬂn 15,622 373 70,000 5,300,000 34.1 % 0.6 % 293.040
IHDrea. Morth 24 A5T 492 - -- - - n/a
IKDTEEI. South 48,754 657 19,040,000 39,440,000 80.9 % 4.2 % 3.697 020
Iﬂyrg]gstan 5,587 443 51.600 2,194,400 39.3 % 0.2 % 49,820
Il_a_ns 6. 47T 211 B,000 527,400 8.1 % 0.1 % 70,420
IMacaD* 573.003 50,000 280,900 49.0 % 0.0 %% 207.440
IMEI'EIIEiEI 28,728,607 3,700,000 16,902,600 58.8 %% 1.8 %% 11,221,040
Il'ulaldives 394,995 6,000 107,460 27T 2% 0.0 %% 107,460
IMDHQD“E 3,133,318 30,000 350,000 11.2 % 0.0 %% 182,600
IMIanmar 53,999, 504 1,000 110,000 0.2 % 0.0 %% n/a
IE;LHI 29,391,883 50,000 1,072,900 3.7 % 0.1 % 1,072,900
IPakistan 187,342, 721 133,900 20,431,000 10.9 % 2.2 5% 4,795 200
IPhiIiEEines 101,833,938 2,000,000 29,700,000 292 % 3.2 % 25,307,800
ISiI‘IgEIEDrE 4. 740,737 1,200,000 3.658,400 Ti 2% 0.4 %% 2,488,900
ISri Lanka 21,283,913 121,500 1,776,900 8.3 % 0.2 %% 973,720
ITaiwan 23,071,779 6,260,000 16,147,000 700 % 1.7 %% 9,932,740
ITEIiikiStEII‘I 7,627,200 2,000 700, DD 9.2 % 0.1 %% 20,260
| 66, 720153 2,300,000 18,210,000 274 % 2.0 % 10,612,380

Thailand




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.

INntermnaet Extramnet INntranet

AT

Extae il
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Marketspace - Electronic Business Technologies

Procurement Inventory mgt.
Accounting © ©
ustomers
O Cust
An information- and
o communication-based
Logistics electronic exchange
environment mostly occupied © sellers
O by sophisticated computer and
telecommunication
technologies and digitized
offerings. O
Order Products
fulfillment @
o o Infrastructure
Payment o .
gateway E-catalog Shopping cart
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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

Number of sellers

BASIS OF PURE MONOPOLISTIC
COMPARISON  COMPETITION COMPETITION OLIGOPOLY MONOPOLY
* Large number J§|+ Large number @§|+ A few large = Single
of sellers of sellers competitors producer
« Similar * Unique but * Similar * Unigue and
differences products substitutable products unsubstitutable

* Distributlion is

* Importance of :
important

market mix

* Pricing is
important

* Promotion is
key Lo achieve
perceived
product
differences

* Unimportant
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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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