Lesson 2

Evaluating
Opportunities in the
Changing Marketing
Environment
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Lesson 2

When you finish this chapter, you should

1. Know the variables that shape
the environment of marketing
strategy planning.

2. Understand why company
objectives are important in
guiding marketing strategy
planning.

3. See how the resources of a
firm affect the search for
opportunities.

4. Know how the different kinds
of competitive situations
affect strategy planning.

5. Understand how the economic
and technological
environment can affect
strategy planning.

6. Understand how to screen
and evaluate marketing
strategy opportunities.

7. Understand the important new
terms.
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The Importance of Objectives

Setting

Company
Objectives
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A Hierarchy of Objectives
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Limits on Opportunity Search
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The Competitive Environment @

Key
Concepts
in the

Competitive
Environment
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Major areas of the external market
environment

® Demographic environment

® Economic environment

® Technological environment

® Political and legal environment
® Cultural and social environment

® Natural environment
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Demographic development Il
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Real Income in CZ
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The Economic and
Technological Environment @

Key /

Economic
Forces
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The Economic and
Technological Environment

Cena ropy na svétovych trzich { USDibarel )
45

40

35

30

25

20
15

10 1
5

0

Fok 1974 1876 1875 19830 1982 14984 14836 19833 1990 149492 14844 1996 1995 2000

For use only with Perreault and McCarthy texts.
© The McGraw-Hill Companies, Inc., 1999
Irwin/McGraw-Hill




The Impact of Technology e

® Technology is the application of science
to convert and economy’s resources to
output

® Technology impacts marketing both
through opportunities for new products
and new ways (processes) for handling
marketing functions

® Example: consider the Internet
® Products: software for computer users
® Process: selling from a web site
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The Political and Legal Environment @

Characteristics
of the Political
Environment
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Legal Regulation Covers

® Companies vs society
® Companies vs companies

® Companies vs customers

Exhibit 4-4
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The Cultural and Social Environment
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Cultural Environment: ,,time dimension*
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Continuum of Environmental Sensitivity @

«nsitive Sensiti»

Industrial Basic Consumer
products commodity-type products that
consumer are linked to
products cultural
variables
Exhibit 4-8
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Key Terms

Mission Statement Technology
Competitive Environment Nationalism
Competitor Analysis NAFTA
Competitive Rivals Consumerism
Competitive Barriers Cultural and Social Environment
Economic and Technological
Environment
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