CHAPTER FOUR: KEY CONCEPTS


MARKETING Environment & behavior
ECONOMIC ENVIRONMENT:  Shaped by the way all parts of the macro-economic system interact. Recession, Inflation, Interest Rates P80

TECHNOLOGICAL ENVIRONMENT:  The level of application for science to convert an economy’s resources to output. Wireless, Internet, Packaging P89
POLITICAL ENVIRONMENT: The impact of government & popular policy changes on market entry, sales, distribution.  Protectionism, Tariffs P90

LEGAL ENVIRONMENT: The basic rules for how a business can operate in Society.  Consumer Protection, Competition, Contracts, Safety P92

CULTURAL & SOCIAL ENVIRONMENT: Variables that impact how & why people live & behave as they do.  Urban vs. Rural, GNP, Income, Age P94
Mission Statement: A description of an organization’s basic purpose for being (practice writing this for your product or service in the marketing plan) P81

Competitive Environment: The number and types of competitors that a marketing manager must face, which impact their planning and how they compete. P83

Competitor Analysis: An organized approach for evaluating the strengths and weaknesses of current or potential competitor’s marketing strategies. P85

Competitive Rivals: Firms that represent the closest competitors, offering similar products that are easy to identify. P85  (Levi’s vs. Lee, Nike vs. Adidas)

Competitive Barriers: Conditions that make it difficult or even impossible for a company to compete in a given market. P86

Technology: The application of science to convert a nation’s resources to output P89 Microchips (1980’s) Personal Computers (1990’s) Internet (2000’s) Bluetooth, Wireless USB

Nationalism: Emphasis of a country’s interests before everything else, affecting a nation’s macro-economic policies. P90

CONSUMERISM: Social movement that seeks to increase the rights and powers of consumers P91
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