ciples of Marketing
Philip Kotler and Gary Armstrc

Analyzing the Marketmg
Environment
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Objective Outline

L _I'l_

1T ' ' t
The Macroenvironment
Describe the environmental forces that

affect the company’s ability to serve its
customers. 7

The Demographic Environment

The Economic Environment
Explain how changes in the demographic
and economic environments affect
marketing decisions.

y




Objective Outline

The Natural Environment

E The Technological Environment
Identify the major trends in the firm’s

natural and technological environments.

y

The Political and Social
Environment

The Cultural Environment

E Explain the key changes in the political
and cultural environments




Objective Outline

Responding to the Marketing

Environment
Discuss how companies can react to the
marketing environment.

4




Preview

Marketing Microenvironm Macroenvironm
Environment ent ent

* It is the
actors and
forces
outside
marketing
that affect
marketing
management’
s ability to
build and
maintain
successful
relationships
with target
customers.

* It consists of

the actors
close to the
company that
affect its
ability to
serve 1ts
customers,
the company,
suppliers,
marketing
intermediarie
S, customer
markets,
competitors,

P R T B

* The

macroenviron
ment consists
of the larger
societal forces
that affect the
microenvironm
ent—
demographic,
economic,
natural,
technological,
political, and
cultural forces.




The Microenvironment

® Marketing success requires building
relationships with other company
departments, suppliers, marketing
intermediaries, competitors, various publics,

and customers, which combine to make up
the comnanv’/e vvaliie deliverys netwark

. ~

In ereating value for customers,
marketers must partrer with
giher irms in the company's ’

value delivery network.

Marketers must work &
in harmony with other .Qm
company departments > g
To create customer Q
value and relationships. £

’_

1]

e - -
Lustomers are e mosT

impertant actors in the
company's microenvironment.
The dm of the entire value
gelivery system is o serve
target customers and create

- " o Ry T | S T By
strong relatonshnips with Tnem.




The Company

® With marketing taking the lead, all departments
—from manufacturing and finance to legal and
human resources—share the responsibility for
understanding customer needs and creating
customer value.

Top
manageme
nt

Marketing
manageme
nt

Research
and
developmen
t

operations
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Marketing Intermediaries

® Marketing intermediaries help the
company promote, sell, and distribute its
products to final buyers.

® Physical distribution firms help the company
stock and move goods from their points of
origin to their destinations.

® Marketing services agencies are the
marketing research firms, advertising
agencies, media firms, and marketing
consulting firms.

® Financial intermediaries include banks,
credit companies, insurance companies and

other businesses that help finance
trancactione or in<iire aadainet the ricke




Saturday morning show-ol
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Competitors

® Marketers also must gain strategic
advantage by positioning their offerings
strongly against competitors’ offerings in the
minds of consumers.

¢ Each firm should consider its own size and




Publics

* hhforepesy th meokatany Qeadsiins onelythim

questioned by consumer organizations,
environmental groups, minority groups,
and others.

Its public relations department can help it
stav in touch with consumer and citizen

This group includes workers, managers,
volunteers, and the board of directors.

cammunity eiinnnvt
A company needs to be concerned about

the general public’s attitude toward its
products and activities.

The public’s image of the company affects
its buying.




Consist of

Customers (individualsand

“Buy-gbods-and—

t countries,

yp including
customers,
producers,
resellers, and

buyers in other

services for
| further

in their
production

processing or use

J

Consist
government
agencies that
buy goods and
services to
produce public
services or
transfer the
goods and
services to

Buy goods and
services to resell
at a profit.

J

Reseller
markets




The Macroenvironment




1ne vpemograpinic
Environment

® Demography is the study of human
populations in terms of size, density,
location, age, gender, race,
occupation, and other statistics.




The Changing Age Structure of
the Populatlon

Millennials into teens and young adults. » 13

Thus, marketers need to form more precise age-s?
segments within each group. More important, de

seek in the products they buy.

of the baby boomers.




1ne Changing American

Family
® More people are: pEbe
* Divorcing or separating “

*Choosing not to marry
*Choosing to marry later L l”
°*Marrying without intending to have children
*Increasing number of working women
*Increasing number of stay-at-home dads




Geograpnic sniits
Population

® The shift in where people live has also caused a
shift in where they work.

® For example, the migration toward micropolitan
and suburban areas has resulted in a rapid
increase in the number of people who
“telecommute”—work at home or in a remote
office and conduct their business by phone or the
Internet.

- i o
S8

G




Collar, More Professional
Population

® Changes in the Workforc

*More educated
* More white collar




Increasing Diversity

® Markets are becoming more ¢

*International
* National

® Includes:
* Ethnicity
*Disabled
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Changes in consumer
Spending

® In turn, value marketing has become the
watchword for many marketers.

® Marketers in all industries are looking for
ways to offer today’s more financially frugal
buyers greater value—just the right
combination of product quality ang

LEONARD M. LODISH
HOWARD L. MORGAN
SHELLYE ARCHAMBEAU

T UFHOTO: JUSTIM SULLIYAMSG IMAGES




Income Distribution

® Marketers should pay attention to
income distribution as well as income
levels.

® Over the past several decades the rlch




timbarland.com




1hne lecnnological
Environment
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1he rolitical and >So0cClal
Environment

® The political environment consists

of laws, government agencies, and
pressure groups that influence or limit
various organizations and individuals

In a given society.




Le giSla' Table 3.1 | Major U.S. Legislation Affecting Marketing

Legislation Purpose

[
B u S ln eS-‘Hmaln Anfitrust Act (1590} Prohibits monopoies and actties (price-fiking, peedatony picing) that restrain trade or
compatiicn in interstate commenea,

Federal Food and Drug Act {15046) Created the Food and Drug Administration (FOA). It forbids the manufactes or sale of
adulterated or raudulenthy labeied foods and drugs,

Clayton Act (1914} Supplements the Sherman Act by prohibiting certain types of price discrimination, exclusive
chealing, and bying dauses fewhich requing a dealer to lake acdditional prodects in a sellacs lina),
. hd Feders Trads Commission Established the Federal Trade Commission (FTC), which monitors and remadias unfar trade
l I Sl I l eEﬁmHQMl miatrads, e
Robingon-Fatman Act (1935) Amends thi Clayton Act 1o deting prce discrimmalion &8 unbawiul, Empowers the FTC

to establish imils on quantity discounts, forbid some brokerage allowances, and peohibi

fO I'I a l l 'L peomotional allowances except when made avalable on proporlionately equal lems,

‘Wheealsr-Lea Act [1938) Makes deceptive, miskading, and unfair practices llegal regardiess of injury to compealition.
Placas achertesing of Tood and diugs under FTG jurisdiction

Y P ro te C t Lannam Trademark Act {1946) Protects and requiates distingiive brand names and frademarks.

Mational Tratfic and Safaty Act (1950)  Provides for the creation of compulsarny safety standards for automobiles and tires.

Fair Packaging and Labeing Provickes for ik reguistion of the packaging and labeling of consumer goods, Bequires 1hat
[ } P I‘O te C t Act [1566) manufacturers state what the package containg, who made it, and how much it confains.
Child Protection Act {1966) Bans the sala of hazardous toys and articsss, Sals standards for child-resistant packaging.
L]
ra C t]. C eFochr::' Cigaratte Labaling and Fequras that cigarelio packages comlain the Tollowing statement; “Warning, The Surgoon
p Acheartising Act (196T7) General Has Determined That Cigarette Smoking 1s Dangerous 1o Your Healih.”
Mational Ervinanmental Establishes a national poficy on the enviroamant, The 1570 Beorganization Plan oslabished
Y P ro te C t Poloy Act (106 the Emvironmental Protection Agancy (EPA).
Consumer Proguct Salaty Estatishes the Consurner Product Safaty Commession and aulhorizes it to sel safaty standands
Act (1972) for consumer proclucls as well as exact penalties for fading 1o upheld those slandands,

Magruson-hMaoss Waranty Autharizes the FTG to determine rules and regulations for consumer warranties and provides
At {(1975) CONSUMEr 3008ss Lo nadress, SUch a5 he class aclion sul.

Children's Telenision Act (1950) Lirmids the rumoer of commercials alred during children's programs.

MNutrilion Labeding and Recuiras that food product labals provide detaiked nutriional ormation,

Echucation Act [1590)

Tetsphona Consumer Establishes procadunss 1o evoid unwanted telephona solicitations. Limets marketers’ use of
Protection Act {1991) autornalic teephond dalng systerms and arificial or prarecorded wiicos,

Amancans wih Disabilites Makes discrimination against people with disebilties dlegal in public accommadations,

e At {1991) transportation, and eecommunicalions.

Children's Crling Privacy Prohibits Web sites or onling senaces operaions from collecting personal information from
Pridection Act (2000) children wilhaut cotaining consent rom a parant and allwing panents to review information

collecied from thesr chidhen,
Do-Not-Call Impiementation Authorizes the FTG to collect fees from sellers and telemarketers for the implementation and
Act {2003 anfoicament of a Mational Da-Met-Call Fagisiry,
CAMN-SPAM Act (2003 Regufates tha dstribution and content of unsolicited commercial e-mail.
Francial Reform Law (2010) Craated tha Bursao of Consumer Financial Prolacton, which weiles and anforoes nies for tha

meartating of fnsncial procucts 10 consumerns., | 1B sso responstle for enforcement of the Truth-
inLending A, the Home Morgags Desclesuns Aol and olher laws designed 1o prodect consumans,




Ethics and Socially
Responsible Actions

® Socially Responsible Behavior:

* Enlightened companies encourage their
managers to look beyond what the regulatory
system allows and simply “do the right thing.”

* These socially responsible firms actively seek
out ways to protect the long-run interests of
their consumers and the environment.

v
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POWERRELIEF

HELPING PEOPLE

c G Duraced, one of the most inested Sources of power, i there (o help
R E H A R E COMMUnIbEs n times of need. When dsaster sinkes, i°s important

for famibies to have the righl power for their critical devices. That's
HEG 0 " NEGT why wi crealed the Power Rele! program. It provides dependable

power for families dunng these times of crisis, helping people
RECOVER ===

WYg

* It has s¢
cause-r

related’
marketi

SPREAD THE WORD ON

fB

A

k|

COMMUNITIES WE'VE HELPED

Click on a lecation below to learn more aboul how Duracells Power Reliel Trailer
has helped those in nead

THE POWER RELIEF TRAILER

The Duracell Power Relief Trailer is equipped for immediate response to
areas aflected by nalural disasters. The trailer opens up lo become a
comiorable sale haven, offering information about local resources and
distributing Resef Kits to those in need. Recharging stations, satellite
phones and WiFi-enabled computers give people the opportunity to
connect with friends and family during this emotional time

DURACELL

POWERRELIEF

TRUSED EVERYWHERE ®

ause-Related
arketing




® Cultural environment consists of
institutions and other forces that affect
a society’s basic values, perceptions,
preferences, and behaviors
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1he rersistence ol
Cultural Values

® People in a given society hold many beliefs
and values. Their core beliefs and values
have a high degree of persistence.

® Secondary beliefs and values are more open
to change. Believing in marriage is a core
belief; believing that people should get
married early in life is a secondary beliet.

® Marketers have some chance of changing
secondary values but 11ttle chance of

_" GorTHEE Y/ MD'T'NISGK&“" AFTER A
(N Gy | e ) s
3 mmw 1
" mmws
FEAT SHoTS
E'

- . I
“a e af A K 4 e L e 5
o BRAL. AR W S A
s - “ . L% O
. > N GG b : =
EEA E " i y v
15 -Wolr ey i v i 4
ﬁT‘Tii | : i '
Y i
= if /8
'.‘l’ ) 4 \‘+1 & e
s i = e
| | H
¥
ozt i / ;e =
) | { Tag — -
!_ 11y i 4| . -l 3 1 \
s i ] Sy e =

. # : N £

< \ - N 4

dew T

= &




SNIITS
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SNIITS 1N dSeconaary
Cultural Values
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SNIITS 1N dSeconaary
Cultural Values

® People’s Views of Organizations.

* People vary in their attitudes toward
corporations, government agencies, trade
unions, universities, and other organizations.

*The past two decades have seen a sharp
decrease in confidence in and loyalty toward
America’s business and political organizations
and institutions.

* Many people today see work not as a source of
satisfaction but as a required chore to earn
money to enjoy their non-work hours.

° This trend suggests that organizations need 1 .chici,

find new ways to win consumer and employe l‘"?- al t ]
confidence. 10yadlity

''''''




SNIITS 1N dSeconaary
Cultural Values

® People’s Views of Society.

* People vary in their attitudes toward their
society—patriots defend it, reformers want to
change it, and malcontents want to leave it.

* People’s orientation to their society influences
their consumption patterns and attitudes toward
the marketplace.

* Marketers respond with patrlotlc products and
promotlons offermg every ?
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SNIITS 1N dSeconaary
Cultural Values

® People’s Views of Universe.

* People vary in their beliefs about the origin of
the universe and their place in it.

*In recent years, some futurists have noted a
renewed interest in spirituality, perhaps as a
part of a broader search for a new inner
purpose.

* This affects consumers in everythmg from
television shows they wal piese

1
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Responding to the Marketing
Environment

*React and *‘Aggressive *Watching
adapt to actions to and reacting
forces in the affect forces to forces in
environmen in the the

t environment environment
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