Components of the macro-
marketing environment




Relevance of the marketing
vironment

fketing organizations are part of a larger
Vironment

keters have to respond to changing
V|ronment or will risk on surviving

=== Environmental factors bring both opportunities
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-'- = and threats to marketers

- ® E.g.s of organizations that have proactively
responded to changing environment are-ITC, Air
Deccan, Nestle
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Demographics
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Creasing population: world’s population was 5.77
n'in 1996—it is expected to grow to 7.47 billion
j15.
@ has about 57 million urban and 136 million rural
seholds

80% of world’s population live in developing nations
where 95% of the increase in population takes

—— 'place—populatlon of Africa is expected to double by

. 2025 and that of Asia is estimated to grow at 40%

with China and India contributing to maximum

Increase.
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fope is expected to have a decllnlng
pulation.

ater Increase in over 65-year age group.
Rising life expectancy-life insurance, health-care.
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= etlrement planning

-——‘0 Rapld shift from rural areas to urban areas in
developing nations

® In china-one child per family-greater opportunity
for marketers for children’s products
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ysical environment-

ns depend on natural resources
al resources are depleting-non-
_.éshable
changes-global warming-pollution
T ns are responding by creating organic

: 'su oducts-‘green products’-packaging decisions

__fr'Consumers becoming more aware of natural
environmental issues

® E.g- protest against Pepsi and Coca Cola over
pesticide issue and ground water issue.

® Organization that has taken advantage of this
environment-Bisleri packaged water




—

“hnological environment

Rapid changes esp. in areas such as
ecommunications and commuters

MA technology more advantageous than
5SM technology in case of telecomm.

_adll 1n addition to creating new products,

= technology affects all dominant areas of
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:_-'l—: marketing-communication (new medium-

= internet advertising); distribution (electronic);
packaging(new materials); market research
(scanners , CRM)

® Organizations that are responding to this
environment-Suzlon energies, Toyota

(Cars, Acs that are eco-friendly)
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Jal'and political environment™

Jal and political changes have impact on firms
90s-liberalization and deregulation of the

dian market—newer competition, more
portunltles removal of entry barriers

‘fincreased foreign investments in sectors

-'-' = allowed—in telecom-FDI increased to 74% from
earlier 49%; retail sector is also being opened

up

® Ban on alcohol and cigarette advertising-
surrogate advertising
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Cietal environment ~

eprese alues, general behaviour of
viduals of a partlcu ar soaew

| anges In social structure-nuclear families,
vorking women, couples opting for no
_.-_-'~1' lldren, spend now, save later attitude.

| Opportunltles for credit cards, travel, leisure.
-'-'-' =% Greeter health consciousness—maggi dal atta

L

noodles, sunfeast wheat biscuits, McDonald's

changing menus, sugar-free products-amul 'S
iIce-creams

® Rise of individualism.
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)P of a nation creates opportunities for
ywth due

posable incomes---travel, health,

= :f nanC|aI insurance, leisure, malls
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. Dlsposable incomes affect consumer
spending
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