AARKETING

Workshop 2
Marketing Environment
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MARKETING
Workshop style class

- Workshop style — meaning that you should ask questions and proactively

participate. Interact, network and learn.
- Ask questions

Proactively participate — draw from examples

in your own life and don't be afraid to question
what you are learning.

Remember to justify and explain
what you say.

Please be courteous to students and the lecturer when they are speaking.
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AARKETING

Activity Icon

Icon

Meaning

Activity

Take notes

These are important points and you should take notes.

You will be required to know this information.

Individual Activity

Students complete an individual task.

Group Activity

Students discuss/ complete activities in groups and report back to the

class.

Research required

You will need to research this and do some reading before the next class.

Important Concept

You MUST understand this concept to successfully complete the subject.

Seek help if you don't understand.

& (= Jl-Ub

Practice Questions

Students will complete these questions as practice.
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MARKETING
Marketing Environment

* It is useless to tell a river to stop running; the best thing is to
learn how to swim in the direction it is flowing.

— Anonymous
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MARKETING 1\ oy TERNAL ENVIRONMENT

The general environment can be grouped into four environmental
segments:

1. political/legal
2. economic

3. sociocultural
4. technological

* To successfully deal with uncertainty in the external environment

and achieve strategic competitiveness, firms must be aware of
and understand these segments.
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FIGURE 2.1

THE

EXTERNAL
ENVIRONMEN
T
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MARKETING  THE EXTERNAL ENVIRONMENT

* Firms cannot directly control the general
environment’s segments.

- However, these segments influence the actions
that firms take.

- Successful firms learn how to gather the
information needed to understand all segments
and the implications for selecting and
implementing the firm's strategies.
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MARKETING THE EXTERNAL ENVIRONMENT:
THE DEMOGRAPHIC SEGMENT

Demographic segments are commonly analysed on a
global basis because of their potential effects across
national borders and because many firms compete in
global markets.

Elements of the demographic segment include:
— population size

— age structure

— geographic distribution

— ethnic mix

— income distribution.
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MARKETING THE EXTERNAL ENVIRONMENT:

i

Crenohil

THE ECONOMIC SEGMENT

- This segment refers to the nature and direction of the

economy in which a firm competes or may compete.
Firms generally seek to compete in relatively stable
economies with strong growth potential.

- Elements of the economic segment include:

Chcs Shianlo

— inflation rates

— Interest rates

— trade deficits or surpluses
— budget deficits or surpluses
— personal savings rate

— business savings rates

— gross domestic product.
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MARKETING

SO

Workshop activity

Brainstorm Session

If you suddenly lost a big part of your income, what
would be the first things you give up?

Share your thoughts with the rest of the class.
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MARKETING THE EXTERNAL ENVIRONMENT:
THE POLITICAL/LEGAL SEGMENT

* This segment represents how organisations and
governments mutually try to influence each other and
how firms try to understand these influences (current
and projected) on their strategic actions.

* Elements of the political/legal segment include:
— antitrust laws
— taxation laws
— deregulation philosophies
— labour laws
— educational philosophies and policies.
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NMK"E i“ﬁ THE EXTERNAL ENVIRONMENT:
- THE SOCIOCULTURAL SEGMENT

* This segment is concerned with a society’s attitudes and
cultural values. Because attitudes and values form the
cornerstone of a society, they often drive demographic,

economic, political/legal and technological conditions and
changes.

- Elements of the sociocultural segment include:
—percentage of women in the workforce
—workforce attitudes to the natural world
—diversity of attitudes about the quality of work life
—shifts in work and career preferences
—shifts in product and service preference characteristics.
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MARKETING

SO

Workshop activity

Brainstorm Session

What major social influences is impacting the world?
What businesses might this influence?
Disadvantage?

Advantage?

Share your thoughts with the rest of the class.
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AMARKETIVNG Workshop activity

Case Study

H 45" CostcoiBBIHEEE X
https://mp.weixin.qg.com/s/Z_hIUKFj3AmM20XzvemHYhQ

Can you identify some cultural values that are very different
between China and other cultures?

Share your thoughts with the rest of the class.
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HARKETING

* Cultural relics a part of Chinese daily lives
- https://mp.weixin.qq.com/s/ghjKcnQ5IB5SnBdxsO0TXPCQ

* Chinese Cultural Values and Their Implications in Business

- http://www.chinawindow.com/china_business/
china_business_tips/chinese-cultural-values-a.shtml
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MARKETING  THE EXTERNAL ENVIRONMENT:
~ " THE PHYSICAL ENVIRONMENT SEGMENT

* Concerned with sustaining the world’s physical environment, firms
recognise that ecological, social and economic systems interactively
influence this segment. This segment refers to potential and actual
changes in the physical environment and business practices that are
intended to positively respond to and deal with those changes.

* Elements in the physical environment segment include:
— energy consumption
— practices used to develop energy sources
— renewable energy efforts
— minimising a firm’s environmental footprint
— availability of water as a resource
— producing environmentally friendly products
— reacting to natural or man-made disasters.
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MARKETING 11E EXTERNAL ENVIRONMENT:
THE GLOBAL SEGMENT

- Markets and consumers are more global. This
segment includes relevant new global markets,
existing markets that are changing, important
international political events, and critical cultural and
institutional characteristics of global markets.

* Elements of the global segment include:
—important political events
—critical global markets
—emerging countries and markets (China)
—different cultural and institutional attributes.
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MARKETING THE EXTERNAL ENVIRONMENT:

iz epenohil

THE TECHNOLOGY SEGMENT

- The technological segment includes the activities
involved in creating new knowledge and translating
that knowledge into new outputs, products,
processes and materials.

- Elements of the technology segment include:

Chcs Shianlo

product innovations

new communication technologies

applications of knowledge

focus of private and government-supported R&D
expenditures.

. T
Foalwacchinig LA



AARKETING

SO

Workshop activity

Brainstorm Session

What influences does digital technology have on
marketing?

Share your thoughts with the rest of the class.
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MARKETING
Digital perspective

In the 12 months to June, Australians spentan estimated
$26.5 billion on online retail—a level that is equivalent
to around 8.4% of the traditional bricks and mortar
retail sector (which totalled almost $315.1 billionin the
yearto May 2018 according to the Australian Bureau of

Statistics).
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HARKETING

Mobile Commerce Spending by Category
APPAREL GROCERY

$4.1B coragory as

G 20 @2 2013 @3 2043 @4 2019 ol 2020

™, comscore
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HARKETING

Total Digital Visits to Food/Grocery/Supermarket Subcategory
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AARKETING

SO

Workshop activity

Case Study

What are the influences of COVID-19 on the global
marketing environment?

Share your thoughts with the rest of the class.
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HARKETING

In the wake of the ongoing global
COVID-19 pandemic, Yext usage
has increased by 54%.

Consumers worldwide are
depending on accurate and
up-to-date information more than
aver. Ag the situation develops, Yext
helps our customers update their
core business data and publish
COVID-related answers - with key
peaks in activity aligning to major
developments across the globe.
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HARKETING

Foct i = — Consumer Impact
B4% I':: the past 30 d':;,. . thrr In turm, Yext has deliverad over 109 Bilion impressions from
previous period businesses leveraging Yext to global consumers,
el Yext Knowledge Network Reach
= POENO08
- — ; '.E.‘.' _:;_-f _:! 109,571,954,529
{ TR
SR— The following slides lluminate how global search behavior has evolved
during the COVID-19 pandemic in key consumer industries by
I comparing trends in aggregated Yext customer data o third-party
e coronavirus-related dala sels.
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HARKETING

Key Metrics and KPIs

For each region, we explore the relationship between the following metrics by industry:

Yext Metrics
Search Volume  Consumer Behavior Global Trends
Hre consumers searching for How hawe consumers changed When do these luctuations ocour in
businass In this industry mone howe they engage with redation to COVID-19 events for
or hEss? buginessEs? . aach country? Do he reaclion imes
E (= L @ wary acrass industry?
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HARKETING

Global Search Impact of COVID-19
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MARKETING

Industry Outlook: Retail

" Grocery and Pharmacy

Volume in his segment has
boomed warkiwile. Mo
Ihll'l EVED CONSUMErs A
saarching for mformation
about which businessas are
open of how and when hay
cin make a punchase. In
twm, wa've sean tha numbar
of phona calls and local
wabsite veils ncresse
significantly across every
Caulry

Clothing amd Luxury

&) N\

Lusury retailars hignse HEan
more sefously impacted than
clolhing slores, bul both
sRQMeNts expenancad
gradual drops in foot traffic
priar ko counbry lockaowns or
mandaled cdosunes. In llaly,
wr've seen websin clicks
begin to racovar first
alongsica a8 modest incraase
in saanch volurms alter irends
had balbormed oul an 3714,

1r Specialty Ratall

1=
=l

I Morih America, spacialty
ralailers like o
imgrovesnent o office
suppliers have seen significand
increases in search, wabsita,
and phone call raffic. Foot
trafhic has besn Bas impaciad
than tha other redail
businesses - indicating (had
CONSUMErs areg continuing o
fraquent these busnassas
iwhan critcal.
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HARKETING

Industry Outlook: Hospitality

" Habals

Hotals wers the first 1o
decline in search welume -
likely as consumer booking
behavior stalled duwa io
uncestainty around the
developing scenario in each
country. Phane calls have
saan the least devistion from
axpecied volumes when
companed bo weh and ool
traffic as consumars may ka
calling o modiy bookings.
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Car Rantal businesses have
trended very similary to
Hobels - seanch volume dips
aarly In aach country
analyzed. In some cases
businesses saw labe spikes in
Phone Calls that aligned with
AnNOUNCESTIBNts O News
aboul travel resrichions oF
quaranlinges s consumers
attemipt to directly contaci
agencias for Inquiries.
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‘ Restauranis
Rastsurant search vwolume
has beean the most impacied.
There ane low kevels of phone
calls moaw in countries that
ware claar aboul resirictions,
whila tha U.S. and UK 28a
late spiles in calls likely dus
o uncertainty about closuras
Wabslte ke are laast
impacted as many guasts
ham fo third-parly platforms or
order from & local paga.




HARKETING

Industry Outlook: Financial Services

'- Banks and ATMs
Sane ) %;I;_EJ

Banks ard AThE have seaen
elevated search woluma
comparad b the year prior.
Fool irafhic o ATMSE is
nvwerthaless diminished as
consumers prafer o stay
inside when possible. Phone
Calls and Websie lrallic 1o
retal branches haves
increasad significantly since
the begnning of March.
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I the LIS, Invesiment and

Morigage businesses saw an
immediate spike in seanch
wiplume alter 20189 - ihe day
the S&P 500 crashed. In the
faca of uncertain aconomic
conddions, clands am most
likaly o call hair advisons:
phone volume has tended
up with local wabsita traffic

walume tralling not far behind.
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Search volume for Insurance
apgents in the LS. and
Germany has trended down
lasg than -2353%: comparad to
last year. Fool iraff is ol
impacied as many Insurance
agents have shut down their
offices - however websie and
phone call selume ramain
dosa o normal lgvals
indezating that businass is in
tact continuing.




AARKETING

Industry Outlook: Healthcare

10

" Hespital. ER, Urgant Care
+

|§Ei

In the U5, hospitals saw a drop in
direclions chcks beginmng 352 as
hospitals started canceling
glaclive proceduras 1o consarve
space and prevent Turther spresd
of COVID. As a result, phone calls
and websile clicks spiked across
rmiedical-cane facilities with mons
and more people seeking meadical
advice virtually,
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&

‘With mare people searching fore
healthcare information without
having to visit a doctor while
sheltering in place, search volurms
and driving direction clicks decline
for doctors, specialtes, and
clinics. Howewves, consumeas
uncartainty around COVID and
canciladions of procedures resull
in phone call volume spikes
across thesa sub-varticals.
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MARKETING

Workshop activity DG

Marketing Practice

Does China have a positive marketing environment?
Use PESTEL analysis method, and do some detailed
researches on Chinese cosmetics market environment.

Share your thoughts with the rest of the class.
=INHERIRE:

« https://www.mosoteach.cn/web/index.php?c=res&m=index&clazz_course_id=45C54F05-
F7B4-11E9-9C7F-98039B1848C6
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MM Kﬂ i“s INDUSTRY ENVIRONMENT ANALYSIS:
THE FIVE FORCES OF COMPETITION MODEL

INTERPRETING INDUSTRY ANALYSES

L ow entry barriers
y N
Strongly positioned

suppliers and buyers > Unattractive

Strong threats from > industry
substitute products

Intense rivalry among /
competitors
LOW PROFIT
POTENTIAL
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MARKETIWG INDUSTRY ENVIRONMENT ANALYSIS:
THE FIVE FORCES OF COMPETITION MODEL

INTERPRETING INDUSTRY ANALYSES

High entry barriers —

Weakly positioned
suppliers and buyers =— Attractive
Few threats from > industry

substitute products

Moderate rivalry 7

among competitors

HIGH PROFIT
POTENTIAL
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Find More in the
Amazing China
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MARKETING
Amazing China

*Vision China event highlights key role of science
*https:/mp.weixin.qq.com/s/jPGA6gwlq6fNcl6ozghNfA

vlslmu - HIHA -

BIEENME . HEMNES & e 718
*https:/mp.weixin.gg.com/s/DnRSRLIcQhwemPHGIzf5bw

Fi A R BRGNS E 2R The B6aC0N ot Selence

*https://search.weixin.gg.com/k/
QIRWXVJCbI5bRT1dXQFVfbUNcSk5eakdWVF5tR1dSbTNYVCRHLzQKkKERV?
scene=3#wechat_redirect

*1410012! PEZFRHES HKLER", #5002 ERATE
*https:/mp.weixin.qq.com/s/AvmckLs9dGjBkJYceaK2zg

MR BE TEFRENFETE, FEEINKET
*https:/mp.weixin.qq.com/s/sQqj_yXfvwwb632cGdh2gw
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Assignment 2 Report on Chinese Marketing
Environment using the PESTEL model

* Do some market research.
* Write a report.
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Thank You.

EVERY
THING
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