After 2021...what will happen? How could these
factors become opportunities for Marketers?

« Automation

» Cashless

* Robots, Al, self taught

« Data Power

* Cyber

» Population

» Superbugs

» Collapse in Economy

« Extinction...Bio Diversity

» Shortages

« Social Media Addiction

+ Genetics

» Technology

* Environment
Corvid-19
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Company-Wide Strategic Planning

® FIGURE | 2.1
Steps in Strategic
Planning

Defining
| the compary
mission

Lks the marksting
sy, te troada

COTTarY ST must
ba cuiomer foouzad

Corporate level

Satting compary

objectives r

and goals

Business unit, product,
and market leval

Planning marketing

{ and other functional

strategies

Compny-wica syetag: panring
quicis merkeing siralegy and piarming
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Marketing Strategy and the Marketing Mix

Customer Value-Driven Marketing Strategy

Marketing strategy is the marketing logic by which the company hopes to
create customer value and achieve profitable customer relationships.
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Marketing Strategy and the Marketing Mix

® FIGURE | 2.4
Managing Marketing Strategies
and the Marketing Mix

Marketing strateqy imolves two key questions:

‘Which customers will we save [s2gmentation
and targeting)? and How will we create value
for thern (differentiation and positoning)?
Then the compary designs a marksting
pragram—the four Ps—that deivers the
intended value o targeted consumers.

Marketing
intermediaries

Customer
value and
relationships

At itz core, marketing
ig all about creating
customer value and
profitable customer

| relatarships.
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Learning Objectives

3-1 Describe the environmental forces that affect the company’s
ability to serve its customers.

3-2 Explain how changes in the demographic and economic
environments affect marketing decisions.

3-3 ldentify the major trends in the firm’s natural and technological
environments.

3-4 Explain the key changes in the political and cultural
environments.

3-5 Discuss how companies can react to the marketing
environment.
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Learning Objective 1

Describe the environmental forces
that affect the company’s ability to
serve Its customers.
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A Company’s Marketing Environment

The marketing environment
Includes the actors and forces
outside marketing that affect
marketing management’s ability
to build and maintain successful
relationships with target
customers.
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A Company’s Marketing Environment

Microenvironment consists of the

actors close to the company
that affect its ability to serve its
customers—the company, suppliers,
marketing intermediaries, customer
markets, competitors, and publics.

"l -
l' v
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A Company’s Marketing Environment

Macroenvironment
consists of the larger

socletal forces that affect
the microenvironment—
demographic, economic,
natural, technological
political, and cultural forces.
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The Microenvironment

® FIGURE | 3.1
Actors in the Microenvironment

-

In creating value for cusiomers,
marketers must pariner with
other firms in the company's
value delivery netwaork,

| Customers are the most
important actors in the
Company' s microenvironment.

Marketers must work " The alm of the entire value

In harmory with other delivery system s to serve

company departments target customers and create

to create customer gtrong relationships with them.

value and relationships. . L /
g J Marketing
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The Microenvironment

The Company

In designing marketing
plans, marketing
management takes other
company groups into
account.

« Top management
* Finance

« R&D

* Purchasing
Operations
Accounting
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The Microenvironment

Suppliers

* Provide the resources to produce goods and services
 Treat as partners to provide customer value

Copyright © 2018 Pearson Education Ltd. All Rights Reserved.
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Consumers at the heart of our Supply
Chain - LOreéal
LOreal Groupe - 6.6K views - 2 years ago
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b

L'Oréal - Management Trainee Supply
Chain

Felicia Faeravaag - 1.7K views - 4 years ago
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The Microenvironment

Marketing Intermediaries

Marketing intermediaries are
firms that help the company to
promote, sell, and distribute its
goods to final buyers.

@ Partnering with intermediaries: Apple provides its retail
partners with much more than just phones. It also pledges
technical support.

FC2/Picturesbyrob/Alamy Stock Photo
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The Microenvironment

Marketing Intermediaries
Physical

Resellers distribution
firms

Marketing
services
agencies

Financial
Intermediaries
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The Microenvironment

Competitors

Firms must gain Strategic

advantage by positioning
their offerings strongly
against competitors” offerings
In the minds of consumers.
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The Microenvironment

Publics
Any group that has an actual or potential interest in or impact

on an organization’s abllity to achieve its objectives:
 Financial publics

* Media publics

» Government publics
* Citizen-action publics
* Local publics

* General public

* Internal publics
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The Microenvironment

Customers
« Consumer markets

* Business markets

* Reseller markets

* Government markets
* International markets




Learning Objective 2

Explain how changes in the demographic
and economic environments affect
marketing decisions.
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The Macro environment

® FIGURE | 3.2
Major Forces in the Company’s Macroenvironment

Concem for the natural emvirsnment
has spawned a so-called gresn

'. Marketers alzo want to be

mcwviement, For example, Timbadand
I= on a miszion to develop products soclally responsible citizens
that do less harm to the environment. in their marketz and

communities. For example,
online eyeware seller

- Warby Parker was founded
Changing demographice mean changes in on & cause; For every pair
markets and marketing strategies, For of glasses Warby Parker

gells, it diziributes a free

example, Netflx created a “Just for Kids”
pair o sxmeone in need,

portal and app targeting today's fast-growing
young, tech-savw “Gen £7 segment.,
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The Macroenvironment

Demographic Environment

- Demography is the study of human populations—size, density,
ocation, age, gender, race, occupation, and other statistics.

 Demographic environment involves people, and people make
up markets.

 Demographic trends include changing age and family
structures, geographic population shifts, educational
characteristics, and population diversity.
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The Macroenvironment

Demographic Environment

Baby Boomers — born 1946 to 1964
Generation X — born between 1965 and 1976
Millennials — born between 1977 and 2000
Generation Z — born after 2000

Copyright © 2018 Pearson Education Ltd. All Rights Reserved.



GEN Z
AGE:

13 - 23

\\ & =
N

' HOW DO THEY COMPARET]

Millennials vs Generation Z - How Do :
They Compare & What's the Difference?
The Infographics Show - 5.8M views - 3 years ago
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The Macroenvironment
Demographic Environment

Generation

1997-2015

they are
born digital
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The Macroenvironment
Demographic Environment

WHY DOES GEN YBUY? e

Generation Y spends an estimated $20 billion in online purchases alone each year.

internet meme

O knit cap hides rising hairline
from 3 days ago.

under guise of youthful fashion.

o turn-by-turn navigation app
ensures he never has to look
up to see where he is going

-

OUT OF of their daily activities
[HE mp involves the use of technology.

FREEF

expensive accessory to
legitimize claims of creativity

GenYis

-d Trend Setters: 30%

o music, Facebook and texting device.

> BEEEE 9/10
ojojojojog:-y

electronic device

"’IIU’I
o
=
*

O skinny jeans necessitate
1 of only 12 pairs hand sewn external placement of keys.

by small sect of silent Japanese monks.

0 ‘ Gen Y-ers desire an authentic 90%
7\ relationship with the sellers
of the products they buy 2 Gen Y influences at feast of auto purchases

M

and 30% of the spparel purchases in their homes.

'throwback' design
l\ replicates original style from 2004.

Sznn::ounufuv
chases

(@

® More than 50% often share
m-mmn about interesting
® products with their friends

g

www.getsatisfaction.com



HOW BRANDS VIEW GEN Y

The Macroenvironment

_ _ LARGEST
Demographic Environment SPENDERS
LARG[ST = the mlt:lztrﬁgtt)ﬁtable BlG
GENERATION INFLUENCERS
- the largest = directly impacting
e decsions

SOCIALLY

CONNECTED WORKFORGE
= huge potential = representing
for digital word-of- LOYAL over hﬁgf’f the
th workplace
e CUSTOMERS
= lifetime of
potential repeat
purchases
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The Macroenvironment

Demographic Environment

Generational marketing
IS Important in
segmenting people by
lifestyle or life stage
Instead of age.
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The Macroenvironment — —

y N
UR | HE

Demographic Environment v

« Changing American family
» Changes in the workforce
ol ol 0N

® Targeting Generation Z: The North Face engages young consumers directly
and lets them help to define their brand experiences. Such efforts have helped

to make The North Face one of today’s hottest brands among teens and

tweens.
VF Corporation
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The Macroenvironment
Demographic Environment

Geographic Shifts in
Population

 Growth in U.S. West
and South and decline
In Midwest and
Northeast

* Change in where
people work
= Telecommuting
= Home office
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The Macroenvironment

Demographic Environment

Markets are becoming more diverse.
* International

National

Ethnicity

Gay and lesbian

Disabled
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The Macroenvironment
Economic Environment

e

EXPect more.
pay \ess.

@ Economic environment: Consumers adopted a new back-to-basics

sensibility in their lifestyles and spending patterns. To serve the tastes
of these more financially frugal buyers, companies like Target are
emphasizing the “pay less” side of their value propositions.

Associated Press

@ Pearson
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The Macroenvironment

Economic Environment

Changes in Consumer Spending

Value marketing involves offering financially cautious buyers
greater value—the right combination of quality and service at a
fair price.
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The Macroenvironment

Economic Environment

Income Distribution

Over the past several decades, the rich have grown richer, the
middle class has shrunk, and the poor have remained poor.
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Learning Objective 3

ldentify the major trends In the
firm’s natural and technological
environments.
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The Macroenvironment

The Natural Environment

The natural environment is
the physical environment and
the natural resources that
are needed as inputs by
marketers or that are
affected by marketing
activities.

@ Pearson
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The Macroenvironment

The Natural Environment

Trends In the Natural Environment

» Growing shortages of raw materials
* Increased pollution

* Increased government intervention
» Developing strategies that support environmental sustainability
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The Macroenvironment

Natural Environment

Environmental sustainability
Involves developing strategies
and practices that create a world
economy that the planet can
support indefinitely.

® The natural environment: Nike has tried to advocate sustainability through its own
practices and its impact on the actions of its value chain.

david pearson/Alamy Stock Photo
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How Adidas Turns Plastic Bottles Into :
Shoes

Tech Insider - 9M views - 1 year ago

TECH
INSIDER

@ Pearson Copyright © 2018 Pearson Education Ltd. All Rights Reserved.



The Macroenvironment

Technological Environment

* Most dramatic force in changing
the marketplace

* New products, opportunities

« Concern for the safety of new
products

® Marketing technology: Disney is taking RFID technology to new
levels with its cool new MagicBand RFID wristhand.

Bob Croslin
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Learning Objective 4

Explain the key changes In the
political and cultural environments.
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The Macroenvironment

Political and Social Environment

Legislation regulating business is
Intended to protect

« companies from each other

* consumers from unfair business
practices

* the Interests of society against
unrestrained business behavior
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The Macroenvironment

Political and Social Environment

* Increased emphasis on ethics
 Socially responsible behavior
» Cause-related marketing

it can wait S

N

@ Cause-related marketing: AT&T joined forces with competitors
Verizon, Sprint, and T-Mobile to spearhead the “It Can Wait”
campaign, which urges people of all ages to take the pledge to
never text and drive.

Courtasy of ATET Intellactual Property. Usad with parmission.
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The Macroenvironment

Cultural Environment

The cultural environment consists of institutions and other forces
that affect a society’s basic values, perceptions, and behaviors.

cation Ltd. All Rights Reserved.




The Macroenvironment

Cultural Environment

Core beliefs and values are persistent and are passed on from parents to
children and are reinforced by schools, churches, businesses, and
government.

Secondary beliefs and values are more open to change and include
people’s views of themselves, others, organizations, society, nature, and the
universe.
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5.

me Oor we.

Me or We? Cultural Difference between
East and West

Knovva Academy - 211K views - 3 years ago
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Learning Objective 5

Discuss how companies can react to
the marketing environment.
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Responding to the Marketing Environment
Views on Responding

 React and e Take * Watch and
adapt to aggressive react to
forces in the actions to forces in the
environment affect forces environment
In the

environment
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Group Homework:

Micro and Macro Environment

1. Each team to assess the company in your industry on the
following charts.. How do each micro and macro factor
influence your company

2. Please submit ppt slides by Monday June 21 by 8 am in

CEO messenger group. No need to present ©

® FIGURE | 3.1
Actors in the Microenvironment

In creating value for customers,
marketers must pariner with
other fims in the company's
value delivery network,

Marketers must work
In harmary with other
company departments
fo create customer
value and relationships.

Customers are the most
Important actors in the
company's microenvironment,
The alm of the entire value
delivery system Is to serve
target customers and create

strong relationships with them.

® FIGURE | 3.2
Major Forces in the Company's Macroenvironment

Concem for the natural emvironment
has spawned a so-called green
miovement, For example, Timberiand
12 on a mission to develop products
that do less harm to the environment,

Changing demographics mean changes in
markets and marketing strategies, For
example, Netfl: created a *Just for Kids"
portal and app targeting today's fast-growing
young, tech-sauvy “Gen 27 segment,

Marketers alao want to be
soclally responalble citizens
In thelr markets and
communities, For example,
online eyeware seller
Warby Parker was founded
on & cause; For every pair
of glagses Warky Parker
sells, it distributes a free
palr to someane in need.
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The Microenvironment

® FIGURE | 3.1
Actors in the Microenvironment

-

In creating value for cusiomers,
marketers must pariner with
other firms in the company's
value delivery netwaork,

| Customers are the most
important actors in the
Company' s microenvironment.

Marketers must work " The alm of the entire value

In harmory with other delivery system s to serve

company departments target customers and create

to create customer gtrong relationships with them.

value and relationships. . L /
g J Marketing
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The Macro environment

® FIGURE | 3.2
Major Forces in the Company’s Macroenvironment

Concem for the natural emvirsnment
has spawned a so-called gresn

'. Marketers alzo want to be

mcwviement, For example, Timbadand
I= on a miszion to develop products soclally responsible citizens
that do less harm to the environment. in their marketz and

communities. For example,
online eyeware seller

- Warby Parker was founded
Changing demographice mean changes in on & cause; For every pair
markets and marketing strategies, For of glasses Warby Parker

gells, it diziributes a free

example, Netflx created a “Just for Kids”
pair o sxmeone in need,

portal and app targeting today's fast-growing
young, tech-savw “Gen £7 segment.,
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