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	Assignment 2 – Zoe Price
Question 1
i. Marketing Environment is the environment in which an organisation, who is communicating with the outside world, exists. This environment can largely be broken down into External and Internal environments. The external environment, dealing with factors outside of the company’s control, and a marketing manager who is dealing with reactive factors will make adjustments to the marketing plans as these unforeseen events occur. But a marketing manager dealing with more proactive factors is more likely to try to change the organisations environment as most of these factors are controllable or can be influenced. By way of an example, for a company who uses plastic straws and has a marketing manager who thinks reactively, might decide to move to a different market (a developing country who is less sensitive to environmental issues) as he believes the issue around plastic is out of the company’s control. On the flip side, a proactive marketing manager might decide to continue in the same direction, but with a biodegradable straw or a drinks container that doesn’t require a straw, or to create a reusable straw. The external consumer pressure is not something the marketing manger can control, but how they address the issue is directly controllable. 
ii. There are differences between Micro and Macro environments within marketing and these are:
Micro – These are things that are close to the organisation specifically. For example, the company’s customer base, where their offices/warehouses/factories are located, pressure groups opposed to their business activity (eg using animals to test drugs or cosmetics) and can also include the availability of a quality workforce. 
Macro – these are factors which affect all businesses and society as a whole. These may include government and governmental policies, legislation, overseas competition, fluctuations in currency rates and could even include climate change and the threat from terrorism. 
In-between these two categories, I believe social pressure should also be taken into account. Taking the straw example above, it is far more down to social pressure than anything else, that plastic is becoming socially unacceptable. Scenes of widespread plastic waste in our oceans have created a social momentum that has seen a shift in consumer behaviour that is largely out of the control of most companies but how they react to this is, of course, in their control. 
iii. In the event of extreme weather, such as a severe winter, there are winners and losers. Businesses such as ski resorts and year-round hot weather resorts, winter clothing, gas and electric companies – these are examples of businesses who do well during long spells of cold weather. 
Conversely, ice cream and salad producers, any open air venues/activities, retailers are all examples of businesses who don’t come out of a cold winter (or even a poor summer) well. We saw this in the winter of 2017/18 when the ‘Best from the East’ led to poor results in the retail sector as people huddled at home instead of going out to spend money. This long-running summer will see winners and losers too (namely farmers who are unable to water crops or feed livestock easily and ice cream producers who may be struggling to keep up with demand). 
iv. Environmental factors can affect marketing policies and strategies by matching the mindset of the consumer with the marketing messages the business portrays. Going back to the plastic example, the end product might not change, but marketing can communicate that the packaging is now environmentally friendly. Or perhaps the process by which the product is produced is more environmentally friendly. The product itself might not have changed, but the way the company changes its message changes. 
An example of this is with food producers who actively market their products as Farm Assured or British Bacon as the UK’s animal welfare standards are far higher than those of other countries and the UK consumer is beginning to value this and is willing to pay more for the product too. Food retailers are concerned with their carbon footprint and are favouring UK food producers where possible – and actively marketing the fact that the produce comes from UK farmers, even down to naming the actual farmer who produced the milk etc! 
Not directly related to environment, but CocaCola (who needs no help in making more and more sales!!) started to put peoples names on to bottles of coke and sales were huge as a result of people relating to their name on a plastic bottle. This might have been a crazy idea of one employee and I doubt CocaCola could have predicted the success this would have. 
v. All businesses will have a micro and macro environment in which they operate. As I have already talked about, micro factors affect specific businesses or industries and each business or industry will have to deal with different micro factors which will affect their ability to operate. Macro factors, in comparison, affect all businesses regardless of where they are located within the country and what line of business they are in. 
Take the banking industry – this will have micro factors which are unique to this sector. Due to adverse risk taking in the past and an oligopoly style control of the market (the big 4 especially: HSBC, Lloyds, Bank of Scotland and Barclays), the banking industry now faces taxes and legislation which are directly related to the banks (and financial services institutions) which don’t affect other industries. These micro factors exert a great deal of influence over the operations and marketing of these companies. This control is aimed at protecting the customers of these companies. 
On the flip side, the banking industry will also be subject to macro factors, which will affect all businesses in the UK. The global financial crisis had a huge impact on the banks and several of them had to have government bailouts to ensure they were kept afloat (in order to protect customers and jobs). The following recession and the banks limited ability to lend caused a lull in business and marketing messages to attract new customers (and messages used to motivate staff) are now subject to strict consumer protection laws which are also in place for other industries such as alcohol, tobacco, fatty foods, sugary drinks, medicines etc. Brexit, which is affecting all businesses, is another macro factor which, along with everyone else, is affecting the banking industry. The affects are around the location of European offices, the ability for European workers to continue working in the UK, the currency fluctuations caused by uncertainty, the ability to trade with European companies and customers. 
The banks have always been very good at adjusting their marketing strategies to these micro and macro changes, although with disruption in the financial services sector (peer to peer lending, crowd funding, growth of ‘fin tech’ businesses), there is a real threat facing the banking industry, threats which may need more than ‘changes to the marketing strategy’ to address! 



Question 2
If the government were to scrap import duty on TV’s, which is a product my company manufactures, this could have some widespread impacts on my business. Assuming my company is a UK company and the UK government has scrapped import duty for TV’s made outside the UK (who will then be importing into the UK), the first consideration would be how much more competitive these imported TV’s could become if the manufacturer passes this cost saving onto the consumer. 
This direct impact on price and availability of cheaper products from abroad could have a significant impact on the sales of UK made TV’s. With increased competition and therefore a smaller market share, this could have a significant downturn to my business. 
In this instance, I would want marketing to take a new message to market. I would look to shift focus from price and turn it entirely onto quality and therefore niche my market. Although this makes the market much smaller, I would purposely distance myself from the cheap, mass market imports and focus entirely on the niche who value quality, exclusivity and innovation/design more than simply price.  Bang and Olufsen have done this exact same thing and hugely successfully too. 
Government decisions are rarely changed in the short term, and therefore this decision to scrap duty on imported TV’s could have a long-lasting impact on my business, if I only have price as my differentiator. In order to succeed long term, when I am unable to control these macro factors which may affect businesses of many kinds, I would have to change the direction my business is heading. Although creating a niche makes the addressable market smaller, if each product sold is to a more wealthy customer who is willing to pay far more for design, quality and exclusivity, then this move would protect my business in the long term. Bang and Olufsen are one of many designer labels who have gone from strength to strength in touch economic times, by addressing a wealthy nice. 
My marketing messages would also be much more direct, as when you’re addressing a niche market, the number of people you need to reach becomes smaller (thus often less expensive) and when the marketing message is much more tailored, you are likely to getting a much improved response rate. 
My marketing messages can also build on micro factors such as buying UK products supports UK businesses and UK jobs, the carbon footprint of non-imported goods is smaller, the quality is far higher and customer services is run by a small, UK based team who will take excellent care of your concerns should you have any (and have a robust returns policy). 
The key here would be to continue to innovate and come up with new designs which satisfy this new niche and ensure my company can gain a greater share of their wallet over the years to come. 
Apple are a great example of not being affected by the price of competitor devices but this is due to their strong brand and loyal customer base. 
In the longer term too, its possible the new imported TV’s will be of a lower quality than those made in the UK, and they may not come with any consumer protection (warranties etc). This is likely to alienate customers over the longer term and those customers will turn to a quality, UK produced TV which is of far higher quality and comes with robust after service. 
According to Neilson.com, a research company, around 60% of UK respondents claimed that country of origin is at least as important to them in their choice of goods, than price, quality or functionality. Given these figures, what might have seemed like a huge problem for a TV company, facing far greater competition from a flood of cheap imports, could in the long-run, turn out to be a great opportunity. 
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