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SO, WHAT IS MARKETING?
PULLING IT ALL TOGETHER

Create value for customers and
build customer relationships

customers and
the marketplace

Manage marketing
information and
customer data

Understand the Design a

marketplace and customer-driven

customer needs * marketing
and wants strategy
Research Select customers

to serve: market
segmentation and
targeting

Decide on a value
proposition:
differentiation and
positioning

-

Construct an
integrated
marketing program
that delivers
superior value

&

Product and
service design:
build strong
brands

Pricing:
create real value

Distribution:
manage demand
and supply chains

Promotion:
communicate the
value proposition

-

Build profitable
relationships and
create customer

delight

&

Customer
relationship
management: build
strong relationships
with chosen
customers

Partner relationship
management: build
strong relationships
with marketing
partners

Capture value from

customers in return

Capture value
from customers to
create profits and
customer equity

Create satisfied,
loyal customers

Capture customer
lifetime value

Increase share of
market and share
of customer

Harness marketing
technology

Manage global
markets

Ensure ethical and
social responsibility
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THE 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 customers
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THE 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
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THE COMPANY’S
MICROENVIRONMENT

Actors in the Microenvironment
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THE COMPANY’S

MICROENVIRONMENT
The Company

Top management

. Target
Finance Markets
R&D Eirl}fannnifnl Marketing
Purchasing Goals
Operations pennition af - Dhlactives
. buBalnaBsE 18 prafitpkl IHy
Accounting Sampets  marer
ETER 3'?':'3'
bem otc.

Cristribution

Manufacturing
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THE COMPANY’S
MICROENVIRONMENT

Suppliers
C]lgln ﬁyﬂﬂﬂf o Provide the resources to produce

Wil 05 |..l.| ul]ul.l.ll-ll.ll r,.-ml |||||| Ls goods and SerViceS
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o Treat as partners to provide
customer value

IKEA: the world’s largest
furniture retailer

el

A1gsm = -

“ w"""“ - o 2000 suppliers in 50 countries

_ wWw ||| m ' o Systematically develop a network of
; = suppliers-partners that reliabley
i_l provide the 12000 1tems in stocks.

E‘l- , -1 ?HHE! Jﬁ o Not just buy from suppliers

— ._ .rm. = 2. o Works together for quality, design,
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THE COMPANY’S
MICROENVIRONMENT

Marketing Intermediaries

Help the company to
promote, sell and
distribute its products
to final buyers

#



THE COMPANY’S
MICROENVIRONMENT

Types of Marketing Intermediaries

Marketing
services
agencies

Financial
Intermediaries
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THE COMPANY’S
MICROENVIRONMENT

Competitors

o Firms must gain strategic advantage by positioning
their offerings against competitors’ offerings
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THE COMPANY’S

MICROENVIRONMENT
Publics

o Any group that has an actual
or potential interest in or
1mpact on an organization’s
ability to achieve its
objectives

» Financial publics

» Media publics

» Government publics
» (Citizen-action publics
» Local publics

» General public

» Internal publics
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THE COMPANY’S
MICROENVIRONMENT

Customers

Consumer markets
Business markets
Government markets

International markets
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THE COMPANY’S
MACROENVIRONMENT
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THE COMPANY’S
MACROENVIRONMENT

Demographic Environment

Demography: the study of human population

osize, Demographic trends:
odenS}ty :  gshifts in age,
olocation, .

family structure,
geographic population,
* educational
characteristics,

oage, .
ogender,
orace,

o Occupation
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THE COMPANY’S
MACROENVIRONMENT

Demographic Environment

Baby Boomers (Born 1946 to 1964)

Now entering retirement
the wealthiest generation in U.S. history

Financial services, new housing, home remodeling, new cars,
eating out, travel , healt and fitness products.

Generation X (born 1965 to 1976)

Now parents

Family comes first

Less materialistic

Loves humor

Research products before purchase, prefer quality to quantity,

Millennials (born 1977 to 2000)

Most financially strapped generation
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THE COMPANY’S
MACROENVIRONMENT

Demographic Environment

Generational
marketing is
1mportant in
segmenting people by
lifestyle of life state
instead of age
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THE COMPANY’S
MACROENVIRONMENT

Economic Environment

Economic environment consists of factors that affect
consumer purchasing power and spending patterns

Industrial economies, Developing economies
Consumer spending
Income distribution

(India: growing middle class - potential for car
market)

(Germany — savings pattern )
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THE COMPANY’S
MACROENVIRONMENT

Natural Environment

Natural environment: natural
resources that are needed as inputs
by marketers or that are atfected by
marketing activities

Trends
Increased shortages of raw materials
Increased pollution
Increased government intervention

Increased environmentally sustainable
strategies
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THE COMPANY’S
MACROENVIRONMENT

Technological Environment

o New products, opportunities
o New processes

o Concern for the safety of new
products
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THE COMPANY’S
MACROENVIRONMENT

Political and Social Environment

)

LGnglatIOH regu]‘atlng buSlneSS WE CAME. WE SAW. WE CAME IN SECOND.

The driver with the quickest two out of three qualifying runs was given the choice of lane

for the final, winner-take-all, no-holds-barred, for-all-the-marbles lap. In case you're curious,

C O n S u m er r]._ ght S we've posted all the times from all the laps below.

WELCOME SIGN THE PETITION COMPARE THE CARS RACE RESULTS
QUALIFYING LAP 1: 1:10.620 *®xxx*x x ¥ ¢ 1:10.089 (2 SEC. CONE PENALTY)
I r :] de [ I l :] I‘ I§ QUALIFYING LAP2: 1:09.934 1:08.274
qQuaLiFyiNG LAP 3: 1:10.111 *xxxxxxx 1:08.198
FINAL RACE LAP: 1:09.906 * ¥ x x ¥ xx 1:07.854.

Advertising related issues
Labeling

PEPROEENT - NEW BET TR THAN COLGATE STHENG TERTH,
DELIVERS 130% GERt AT TACK POWER

Copyright ©2014 by Pearson Education, Inc. Al



THE COMPANY’S
MACROENVIRONMENT

Cultural Environment

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

Yapi Kredi'den
Altin Mevduat
Hesabi acin.

Cabnma niski olmadan givenle aftin birkdinn.
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THE COMPANY’S
MACROENVIRONMENT

Cultural Environment
Persistence of Cultural Values

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,
organization, soclety, nature, and the
universe
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THE COMPANY’S
MACROENVIRONMENT

Cultural Environment
Shifts in Secondary Cultural Values

People’s view of themselves

People vary in their emphasis
on

serving themselves versus serving
others.

People’s view of others

More “cocooning” — staying
home, home cooked meals
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THE COMPANY’S
MACROENVIRONMENT

Cultural Environment
Shifts in Secondary Cultural Values

People’s view of organizations
Decline of loyalty toward companies

People’s view of society
Patriots defend it
Reformers want to change it
Malcontents want to leave 1t
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THE COMPANY’S
MACROENVIRONMENT

Cultural Environment
Shifts in Secondary Cultural Values

o People’s view of nature
» Some feel ruled by it
» Some feel in harmony with it
» Some seek to master it
o People’s view of the universe
» Renewed interest 1in spirituality
» Developed more permanent values
family, community, earth,
spirituality, ethics
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RESPONDING TO THE MARKETING
ENVIRONMENT

Views on Responding

Uncontrollable

Reactive
* React and - Aggressive - Watching
adapt to actions to and reacting
forces 1n the affect forces to forces 1n
environment 1n the the

environment environment
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