Hansol Moon
September 30th, 2012
MOS 1021A
Notes #2
Chapter 2 – The Marketing Environment
· Marketing Environmental Scan – The process of econtinually acquiring information on events occurring outside an organization to identify trends, opportunities, and threats to a business.
· Demographic Forces
· Regulatory Forces
· Competitive Forces
· Technological Forces
· Economomic Forces
· Socio-cultural Forces
· SWOT Analysis – Assessing how well a company is servicing its buiness and target consumers by assessing an organization’s internal strengths and weaknesses, as well as its external opportunities and threats.
· Strengths
· Weaknesses
· Opportunities
· Threats
· Demographics – The statistical data on a population according to characteristics such as gender, age, ethnicit, income, education , and occupation.
· Baby Boomers – Generation of people born between 1946 and 1964.
· Generation X – People born between 1965 and 1974.
· Generation Y – Also known as the millennials, people born between 1975 and 1991.
· Generation Z – Also known as the net generation, people born after 1992.
· Socio-Cultural Forces – Cultural values, ideas, and attitudes, as well as society’s morals and beliefs.
· Economy- The collective income, expenditures, and resources that affect the cost of running a business or a household.
· Macroeconomic Forces – The state of a country’s economy as a whole as indicated by its growth rates, inflation rates, unemployment rates, and consumer confidence indexes.
· Inflation – A period when the cost to produce and buy products and services gets higher as prices rise.
· Recession – A time of slow economic activity with two consecutive periods of negative growth.
· Microeconomic Forces - The supply and demand of goods and services and how this is impacted by individual, household, and company decisions to purchase.
· Gross Incomes – The total amount of money made in one year by a person, household, or family unit, including taxes.
· Disposable Income – The balance of income left after paying taxes; income that is used for spending and savings.
· Discretionary Income – The money that consumers have left after paying taxes and buying necessities.
· Technological Forces - Inventions from science or engineering research.
· Competitive Forces – Alternative products that can satisfy a specific market’s needs.
· Direct Competitors - Similar products sold in the same category.
· Indirect Competitors – Products competing for the same buying dollar in a slightly different, but related category.
· Monopoly – When only one company sells in a particular market.
· Oligopoly – The type of competition that occurs when a few companies control a market.
· Monopolistic Competition – The type of competition where a large number of sellers compete with each other, offering customers similar or substitute products.
· Perfect Competition – The type of competition where there are many sellers with nearly identical products and little differentiation.
· Regulations – Restrictions placed on marketing practices by government and industry associations.
· Do Not Call List (DNCL) – Gives customers the ability to not receive telemarketing calls on cellphones, landline phones, and fax machines by registering the numbers of their communication devices.
· Spam – The dissemination of unsolicited electronic messages to recipients that have not requested them.
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