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Marketing Environment

e |t is the actors
and forces
outside
marketing that
affect
marketing
management’s
ability to build
and maintain
successful
relationships
with target
customers.

Microenvironment

e |t 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.

Macroenvironment

e The

macroenvironme
nt consists of the
larger societal
forces that
affect the
microenvironmen
t—demographic,
economic,
natural,
technological,
political, and
cultural forces.




The Microenvironment

» Marketing success requires building relationships
with other company departments, suppliers,
marketing intermediaries, competitors, various
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» Marketers also must gain strategic advantage by
positioning their offerings strongly against
competitors’ offerings in the minds of consumers.
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LIFE CAN HURT

PLAY CAN HEA

A PLAYMAKER IS
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0 MAKE GREAT THINGS HAPPEN IN THE LIVES OF KIDS
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The Demographic Environment
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* More people are:

« Divorcing or separating
Choosing not to marry
Choosing to marry later
Marrying without intending to have children
Increasing number of working women
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» 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
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» Markets are becoming more diverse
* International
« National

* Includes:

» Ethnicity
« Gay and lesbial
 Disabled
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» Marketers should pay attention to income
distribution as well as income levels.

* Over the past several decades, t g
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® Table 3.1 | Major U.S. Legislation Affecting Marketing

Legislation

Purpose

Sherman Antitrust Act (1890)
Federal Foed and Drug Act (1805)
Clayton Act (1914)

Federa Trace Commission

Act (1914)

Robinson-Patiman Act (1936)

Wheeler-Lea Act (1938)

Lanham Trademark Act (1946)

National Traffic and Safety Act (1958)

Fair Packaging and Labeing
Act (1966)

Child Protection Act (1966}

Federa Cigarette Labeling and
Advertising Act (1967)

National Erwironmental
Poicy Act (1969)

Consumer Product Safety
Act {1972)

Magruson-Moss Warranty
Act {1975)

Children's Television Act (19S0)

Nutriticn Labeling and
Education Act (1990}

Telephone Consumer
Protection Act (1991)

Americans with Disablites

B Act (1991)

Children's Online Privacy
Protection Act (2000)

Do-Not-Call Implementation
Act {2003)

CAN-SPAM Act (2003)
Financial Reform Law {2010)

Prohibits monopoies and activities {price-fixing, predatery pricing) that restrain trade or
competiticn in interstate commerce.

Created tha Food and Drug Administration (FDA). It forbids the marufacture or sale of
adulterated or fraudulently labefed foods and drugs,

Supplements the Sherman Act by prohibiting certain types of price discrimination, exclusive
cealing, and tying clauses (which require a dealer Lo 1ake additional proGucts in a seller's line).

Established the Fedzral Trade Commission (FTC), which menitors and remedies unfar trade
methods.

Amends the Clayton Act to defing price discrimmnation as unlawdul, Empowers the FTC
to establish imits on quantity discounts, forbid some brokerage allowances, and prohibit
promoticnal allowances except when made avalable on proportionately equal terms,

Makes deceptive, misieadng, and unfair practices llegal regardless of injury to competition.
Places advertising of food and drugs under FTC jurisdiction.

Protects and regulates distingtive brand names and trademarks.
Pravides for the creation of compulsory safety standards for automobiles and tires.

Pravides for the reguiation of the packaging and fabeling of consumer geods, Requires that
manufacturers state what the package contains, who made it, and how much it contains.

Bans the sale of hazardous toys and articies, Sets standards for child-resistant packaging.

Requres that cigarette packages contain the following statement: “Warmning: The Surgeon
General Has Determined That Cigarette Smoking Is Dangerous to Your Health.”

Establishes a naticnal policy on the envircnment. The 1870 Reorganizalion Plan estabished
the Environmental Protection Agency (EPA).

Estabishes the Consumer Product Safaty Commission and authorizes it to set safety standards
for consumer products as well as exact penalties for faiing 1o uphekd those standards,

Authorizes the FTC to determine rules and regulations for consumer warranties and provides
CONSUMEr aC0ess Lo redress, such as the class action Sult,

Limits the number of commercials aired during children’s programs.
Reqgures that food product labels provide detailed nutritional infermation,

Establishes procedures 1o avoid unwanted telephona solcitations. Limts marketers' use of
automatic telephone dialing systems and artificial or prerecorded voices,

Makes discrimination against people with dsabiities flegal in public accommodations,
transportation, and telecommunicalicns.

Prohibits Web sites or onlng senices operators from collecting personal information from
children without cbtaining consent from a parent and allowing parents to review infermation
collected from their chicren.

Authorizes the FTC to collect fees from sellers and telemarketers for the implementation and
enforcement of a National Do-Not-Call Registry,

Reguiates the distributicn and content of unsolicited commercial e-mail.

Craated the Bureau of Consumer Financal Protection, which writes and enforces nies for the
marketing of fnancial products 10 consumers, it & #so responsbie for enforcement of the Truth-
in-Lending Act, the Home Mortgags Disciosure Act, and other laws designad 1o protect consumers.
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» 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 flrms actively seek out
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HELPING PEOPLE
RECHARGE b rottuhd sl vom. s hars o b
RECONNECT o v o e e cosanean

power for families during these times of crisis, heiping people
RECOVER ===

SPREAD THE WORD ON

POWERRELIEF

COMMUNITIES WE'VE HELPED

Cilick on a location below to learn more about how Duracell's Power Relief Trailer

has helped those in need

Flooding in Nashvilie, TN
Tornadoes in Tuscaloosa, Al
Tornadoes in Jopln 0
Hurmricane in the Catsklis, NY
Snowstorm in Avon, CT

THE POWER RELIEF TRAILER

The Duracell Power Rebef Traller is equipped for immediate response to
areas affected by natural disasters. The trailer opens up to become a
comfortable safe 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

DURACE
POWERRELIEF
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e Cultural environment consists of institutions and

other forces that affect a society’s ba51c values,
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/// * 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 belief.
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* 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 to find new
ways to win consumer and employee confidence.




» 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.
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What makes a product good? At Tom’s, it includes hg}v_v we make it.

dest rO "","’ No animal testing or animal ’ 0 artificial colors, flavors N Sustainable practices are a priority
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e Marketing Environme

Reactive

e React and e Aggressive « Watching and
adapt to actions to reacting to
forces in the affect forces forces in the
environment in the environment

environment



