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Figure 1.9: Competing orientations in marketing

Product concept: In this phase, the key focus is on product quality. It assumes 
consumer value to be inherently linked to the availability of products of highest 
quality and performance. Hence, the marketing role was to o! er products that the 
company determined to be of ‘best value’ to the consumer. A classic example was 

Ford’s Model T, where 
the company was sever-
ally cited to have said that 
customers could have 
any colour ‘so long as it’s 
black’. " e focus is on the 
product and not on the 
customer. Nonetheless, 
consumers’ perception of 
quality varies and may be 
di! erent from the # rm’s. 
" is is the main di$  culty 
associated with this 
orientation to marketing. ist
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Production Concept Era

• The role of marketing was to ensure low-
price value, typically achieved through mass 
production and intensive distribution. 

• Value: Product availability and affordability
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Production Concept Era

Selling Approach: "Make it cheap and make it available." 

• Method: Minimal marketing; focus on wide distribution 
and availability. 

• Message: “You need this because it’s finally accessible.” 

• Customer Role: Passive. They buy because it’s the only 
option or the most affordable. 

• Example: The early Ford Model T had few variations. No 
frills. Low cost.
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Production  
Concept Today

What China did in 
manufacturing, 
India did with 
information 

technology (IT) 
services by mass 
producing talent 

for IT.



Product Concept Era

• The role of marketing was to offer 
products that the company determined 
to be of ‘best value’ to the consumer 

• Value: Product quality
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Product Concept Today

• Apple is a company that works heavily on 
product concepts to deliver the best 
products to its consumers. Apple's 
products are renowned for their 
exceptional quality, innovative features, 
and outstanding performance. Customers 
seek out Apple's products, creating a 
marketing pull.
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Product Concept Today
Selling Approach: "Build a better product and they will come." 

• Method: Emphasise quality, innovation, and performance. 

• Message: “Our product is superior. Trust us to know what you 
need.” 

• Customer Role: Assumed to value excellence and innovation 
over price or accessibility. 

• Example: Apple markets innovation, aesthetics, and 
performance, often before demand exists.
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Selling Concept Era

• The marketing role is about 
enabling the company to maximise 
sales through transactions. 

• Value: Sales stimulation
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Selling Concept Today
One of the most common examples of 
selling a concept is the insurance industry. 
Insurance companies allocate a significant 
portion of their budget to promoting 
insurance products, with sales efforts 
being a substantial part of it. Insurance 
agents and managers promote the 
products on a large scale and explain the 
benefits to the target audience. Insurance 
companies also form partnerships at the 
group level with other companies. 
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Selling Concept
Selling Approach: "Convince them to buy it." 

• Method: Aggressive promotion, persuasion, often 
with high-pressure sales. 

• Message: “You need this. Here’s why. Buy now.” 

• Customer Role: Passive recipient of the sales pitch. 

• Example: Insurance or timeshare sales—driven by 
cold calls, emotional appeal, and urgency. Emotional 
selling techniques – focusing on fear (e.g., “what 
happens to your family if you die unexpectedly?”).
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Marketing Concept Era
• Marketing is focused on identifying 

consumer needs and wants, and designing 
the marketing mix elements to meet these 
needs and wants more effectively and 
efficiently than the competitors. 

• Value: Consumer satisfaction and long-
term relationships

GBADAMOSI, BATHGATE & NWANKWO  15

1

Production
concept era

Value:
Product 

availability and
affordability

Value:
Product 
quality

Value:
Sales stimulation

Value:
Customer

satisfaction
and long-term

relationship
Value:

Sustainability

Product
concept era

Selling
concept era

Marketing
concept era

Societal 
marketing

concept era

Figure 1.9: Competing orientations in marketing

Product concept: In this phase, the key focus is on product quality. It assumes 
consumer value to be inherently linked to the availability of products of highest 
quality and performance. Hence, the marketing role was to o! er products that the 
company determined to be of ‘best value’ to the consumer. A classic example was 

Ford’s Model T, where 
the company was sever-
ally cited to have said that 
customers could have 
any colour ‘so long as it’s 
black’. " e focus is on the 
product and not on the 
customer. Nonetheless, 
consumers’ perception of 
quality varies and may be 
di! erent from the # rm’s. 
" is is the main di$  culty 
associated with this 
orientation to marketing. ist

oc
k 

© 
Pe

te
r M

ah

Dr Nigel Fulchan©



Marketing Concept 4 P’s
• The Product can be either tangible, which has an independent physical existence 

(from needles to motor parts), or intangible, such as services in the IT and tourism 
industries. 

• The Price of a product determines the offering which customers are willing to give 
to buy that product. 

• The market where the product is sold is known as the Place. The markets should 
be convenient for consumers to access. 

• The method of communication by which the marketer provides information about 
the product is known as Promotion. It included advertisements, personal selling, 
word-of-mouth publicity, and other forms of promotion. 

Dr Nigel Fulchan©

The original 4Ps were introduced by E. Jerome McCarthy (1960). 
The addiKonal 3Ps were added by Booms and Bitner (1981) to tailor the model for service-based industries.





Marketing Concept 4 P’s
Selling Approach: "Find out what people want—and give it to them." 
• Method: Research-based, needs-driven marketing and product design. 
• Message: “We understand you. Let us serve you better than anyone 

else.” 
• Customer Role: Central and empowered. Products are tailored to their 

preferences. 
• Example: Amazon uses data to refine and personalise product 

recommendations and experience.
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Societal Marketing Concept Era
• The marketing concept era was good for both 

customers and companies. However, it needs 
to incorporate social welfare. 

• Customers are now more informed and 
challenging companies to be more 
responsible to society 

• Value: Sustainability
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Societal Marketing Today
The Body Shop is a well known cosmetic brand which has followed the societal 
marketing concept rigorously. The company uses only plant-based materials for its 
products. It is against animal testing, defends human rights, supports community 
trade, and works for the overall protection of the planet. They have established their 
own charity foundation to support the cause.
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Societal Marketing Concept Era
Selling Approach: "Do good while doing business." 

• Method: Combine consumer needs with environmental or social ethics. 

• Message: “Buy from us, it’s good for you, and good for the world.” 

• Customer Role: Conscious consumer who cares about values and 
sustainability. 

• Example: The Body Shop markets ethically sourced, cruelty-free 
products with a purpose.
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Digital Marketing Era &  
Relationship Marketing Era (2000s – Present)

Focus: Leveraging digital technologies, data 
analytics, social media, AI, and personalisation to 
engage customers. 
Value Proposition: Real-time interaction, 
convenience, targeted marketing, and customer 
empowerment. 
Key Features: 
• SEO, content marketing, email campaigns 
• E-commerce and mobile marketing 
• Customer data tracking and behavioural targeting 
• Use of platforms like Google, Facebook, 

Instagram, and TikTok
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Digital Marketing Era &  
Relationship Marketing Era (2000s – Present)

2. Relationship Marketing Era (runs parallel to 
digital marketing) 

Timeframe: 1990s to present 
• Focus: Building long-term customer 

relationships over one-time transactions. 

• Value Proposition: Trust, loyalty, 
engagement, and lifetime customer value. 

Key Features: 
• Loyalty programs 
• CRM systems 
• Customer feedback loops 
• Personalised communication and service
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Digital Marketing Era &  
Relationship Marketing Era (2000s – Present)

Selling Approach: "Engage, personalise, and 
build loyalty." 

•Method: Use data, CRM systems, and 
platforms to create personalised experiences. 

•Message: “We know what you love and we’re 
here for the long term.” 

• Customer Role: Active partner in co-creating 
value through engagement and feedback. 

• Example: Starbucks utilises its app, loyalty 
rewards, and user data to foster emotional 
connections and encourage repeat 
purchases.

GBADAMOSI, BATHGATE & NWANKWO  15

1

Production
concept era

Value:
Product 

availability and
affordability

Value:
Product 
quality

Value:
Sales stimulation

Value:
Customer

satisfaction
and long-term

relationship
Value:

Sustainability

Product
concept era

Selling
concept era

Marketing
concept era

Societal 
marketing

concept era

Figure 1.9: Competing orientations in marketing

Product concept: In this phase, the key focus is on product quality. It assumes 
consumer value to be inherently linked to the availability of products of highest 
quality and performance. Hence, the marketing role was to o! er products that the 
company determined to be of ‘best value’ to the consumer. A classic example was 

Ford’s Model T, where 
the company was sever-
ally cited to have said that 
customers could have 
any colour ‘so long as it’s 
black’. " e focus is on the 
product and not on the 
customer. Nonetheless, 
consumers’ perception of 
quality varies and may be 
di! erent from the # rm’s. 
" is is the main di$  culty 
associated with this 
orientation to marketing. ist

oc
k 

© 
Pe

te
r M

ah

Dr Nigel Fulchan©



From Transactional to Relational
Transactional Marketing

Focus on Obtaining new customers

Orientation to Service features

Timescale Short
Customer service Little emphasis

Customer commitment Limited

Customer contact Limited

Quality Primarily operations concerns
(Payne, 1994)
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Assignment
External environment analysis – 30% of the total mark 
Using appropriate markefng models, such as PESTLE, Porter's Five Forces- Benchmarking, compeftor 
analysis, to include the analysis of: 
MACRO environment analysis: 
• PESTLE analysis to iden2fy key drivers of change (based on the possible level of impact) 

MICRO environment analysis: 
• Industry Five Forces analysis to understand the intensity of compe22on and the rela2ve aBrac2veness of 

a market. 
• Customer Segmenta2on analysis to share a summary of current customers/ users u2lising segmenta2on 

variables. 

These analyses should point to the company’s opportuniKes and threats.



Why can’t he get breakfast?

Are 
customers 

always 
right?

Why can’t he get breakfast?
 UK University of the year 2023/24



   This part of the book introduces the concept of strategic management.  Chapter   1    outlines the 
main elements of the subject and explains its importance and its role in delivering the purpose 
of the organisation. The two main approaches to the process of strategic management are 
outlined and explored.  Chapter   2    gives a fuller review of how strategic management has 
evolved and discusses in greater depth the two main approaches in its development. 
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Taking into account 
the analysis of the 

internal and 
external 

environment 
conducted, 

recommend a new 
product or service 
(or modification/
improvement or 
expansion of an 

existing product/
service) for the 

chosen company.
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PRESTCOM
P = Political 
R = Regulatory 
E = Economic 
S = Social 
T = Technological 
C = Competitive 
O = Organisational 
M = Market

 

CHAPTER 2 THE ENVIRONMENT54

INTRODUCTION

The environment is what gives organisations their means of survival. In the pri-
vate sector, satisfied customers are what keep an organisation in business; in the
public sector, it is government, clients, patients or students that typically play the
same role. However, the environment is also the source of threats: for example,
hostile shifts in market demand, new regulatory requirements, revolutionary
technologies or the entry of new competitors. Environmental change can be fatal
for organisations. To take one example, after 200 years of prosperity, print 
publisher Encyclopedia Britannica was nearly swept out of existence by the rise
of electronic information sources, such as Microsoft’s Encarta and the online
Wikipedia. It is vital that managers analyse their environments carefully in order
to anticipate and – if possible – influence environmental change.

This chapter therefore provides frameworks for analysing changing and com-
plex environments. These frameworks are organised in a series of ‘layers’ briefly
introduced here and summarised in Exhibit 2.1:

● The macro-environment is the highest-level layer. This consists of broad en-
vironmental factors that impact to a greater or lesser extent on almost all organ-
isations. Here, the PESTEL framework can be used to identify how future
trends in the political, economic, social, technological, environmental (‘green’)
and legal environments might impinge on organisations. This PESTEL analysis
provides the broad ‘data’ from which to identify key drivers of change. These
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PESTLE - Ecological - Organisational purpose
• The world is facing numerous urgent challenges, and the awareness of these 

issues has reached unprecedented levels. Business is now seen as part of the 
problem in these challenges. The legitimacy of business today is at its lowest, 
enriching a few without benefiting many. 

• Milton Friedman - ‘A company's social responsibility is to maximise profits.’ The 
goal is shareholder benefit, not social benefit. If the company spent money on 
‘social things’, that was the misuse of corporate resources.  

• Philanthropy was a big move. How many CSRs move the needle - the bottom line? 

• The problem is that social responsibility is often viewed as distinct from business. 

• Solution: Reimagine how we do business to impact society while creating 
economic value positively.
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PESTLE - Ecological - Organizational purpose
Corporate Social Responsibility (CSR) vs Creating Shared Value (CSV) 

• CSR - how we behave in business, comply with ethical standards, be good citizens, 
behave sustainably - codes of conduct, many certifications to prove they care…CSR 
reduces the risk or harm it creates, rather than doing good, building trust, and 
earning a license to operate, as well as separate budgets. These critical ideas 
underpin CSR. The law in India stipulates that 2% of the profit is allocated to 
Corporate Social Responsibility (CSR). 

• CSV mobilises the corporation's entire budget to impact social issues. 

• CSV is not just about doing good; it's about integrating social impact into the core 
strategy. This strategic approach keeps the audience engaged and focused on the 
bigger picture.  

• Reengineer products and services to benefit society 

• This will restore the corporation's legitimacy. Dr Nigel Fulchan©



2.1 Introduction

35

2.1 Introduction

Organisations depend upon their environments for their survival. Here environments are being 
understood in their widest sense – to include political, economic, social, technological and 
legal factors as well as ecological ones. These environmental factors supply both opportunities 
and threats. Political factors helped knock 20 per cent o! Facebook’s share price when it was 
revealed in 2018 that it had allowed Russian meddling in the American presidential elections 
two years earlier. The clustering of millennials as a social group in high-rent cities has prompted 
the emergence of new co-living businesses, such as Roomi and Bedly, o!ering cheap and flex-
ible accommodation. Drone technologies are creating opportunities ranging from audit for 
accounting firms such as Deloitte and Ernst & Young to wildlife protection in Africa. It is clearly 
important that entrepreneurs and managers analyse their environments as carefully as they 
can in order to anticipate and – if possible – take advantage of such environmental changes.

Environments can be considered in terms of a series of ‘layers’, as summarised in 
Figure 2.1. This chapter focuses on organisations’ macro-environments, the outermost layer. 
The macro-environment consists of broad environmental factors that impact to a greater 
or lesser extent many organisations, industries and sectors. For example, the e!ects of 
macro-environmental factors such as the Internet, economic growth rates, climate change 
and aging populations go far beyond one industry or sector, impacting a wide-range of 
activities from tourism to agriculture. The industry, or sector, makes up the next layer within 
this broad macro-environment. This layer consists of organisations producing the same sorts 
of products or services, for example the automobile industry or the healthcare sector. The 
third layer is that of specific competitors and markets immediately surrounding organisa-
tions. For a car company like Nissan, this layer would include competitors such as Ford and 
Volkswagen; for a hospital, competitors would include other hospitals and markets would 
be types of patients. Whereas this chapter focuses on the macro-environment, Chapter 3 will 
analyse industries and sectors and competitors and markets. Chapters 4 and 5 examine the 
individual organisations at the heart of Figure 2.1.

Figure 2.1 Layers of the business environment

The macro-environment

Industry (or sector)

Competitors

Markets

The
organisation

PESTLE ANALYSIS

Legal

The final element in a PESTEL analysis of the macro-
environment refers to legal aspects. These can cover a wide 
range of topics, such as labour, environmental, and consumer 
regulafon, taxafon and reporfng requirements, and rules on 
ownership, compeffon, and corporate governance. In recent 
years, the relaxafon of legal constraints through deregulafon 
has created many new business opportunifes, such as low-cost 
airlines and ‘free schools’ in various countries. However, 
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Key drivers for change are the environmental factors likely 
to have a high impact on industries and sectors, and the 
success or failure of strategies within them. 

PESTLE - KEY drivers to cHange   PESTLE ANALYSIS

External factors to consider Factors affected within my industry Opportunity Threat

Political Government Stability (4)

Economic

Social

Technological

Ecological

Legal

Dr Nigel Fulchan©



PESTLE - Scenario analysis 
Scenarios offer plausible alternafve views of how the macro-
environment might develop in the future, typically in the long term. 

Step 1: Idenffy Driving Forces - PESTLE 

Step 2: Idenffy Your Crifcal Uncertainfes 

Step 3: Develop Plausible Scenarios 

Step 4: Discuss Implicafons of Paths - Consider potenfal 
acfons you could take if each situafon were to occur, and how 
this may guide your decision making and strategy
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PESTLE - Scenario analysis - example

If the year 2020 has taught us anything, it has taught us that the future is uncertain. 
In business and life, things can take a turn whether you're ready or not. And that's 
what happened. Lockdowns, travel bans and closures have forced people worldwide 
to rethink their businesses, make sharp pivots, or flounder in the face of uncertainty. 

For this example, we'll look at a fme frame of just one year.  
The crifcal uncertainfes that we'll choose are stay-at-home lockdowns and the 
disposable income of our customers.
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PESTEL factors examine macro-environmental factors 
according to six key types: poliKcal, economic, social, 
technological, ecological and legal.

PESTLE ANALYSIS
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Sources of Environmental Information
• Market research reports (such as Mintel, Euromonitor (Passport) etc.) 
• Newspapers and magazines 
• Trade magazines and newsletters 
• Government reports and statistics (e.g. EU reports at www.europa.eu) 
• Companies own records 
• Trade organisations 
• International bodies and committees 
• Trade unions (such as TUC – Britain's Trade union congress) 
• Company websites  
• Customer and consumer online communities and discussion forums 
• News organisation websites 
• Consultancy firms (such as PWC, McKinsey & Co, KPMG)

Dr Nigel Fulchan©

http://www.europa.eu/


Key Sources of Information

•EBSCOhost Business Source Premier 
•IBISWorld 
•FT.com 
•Statista 

•Log In Via Institution 
•Use your ARU Credentials

https://anglia.primo.exlibrisgroup.com/permalink/44APU_INST/1k6g5vr/alma997503520102051
https://anglia.primo.exlibrisgroup.com/permalink/44APU_INST/1k6g5vr/alma997775560102051
https://anglia.primo.exlibrisgroup.com/permalink/44APU_INST/1k6g5vr/alma997503850102051
https://anglia.primo.exlibrisgroup.com/permalink/44APU_INST/1k6g5vr/alma999115040002051


General Tips

•Please use Harvard Referencing System to cite sources and 
produce your Reference List 
•http://libweb.anglia.ac.uk/referencing/harvard.htm  
•https://www.citethemrightonline.com/  

•It is also important that you apply the models 

•Remember you are making recommendations, so speak to 
the company

http://libweb.anglia.ac.uk/referencing/harvard.htm
https://www.citethemrightonline.com/
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PESTLE Analysis Worksheet 

Poli5cal Factors 

    Government stability and policy direc3on 
    Taxa3on policy and rates (corporate tax, VAT, import/export du3es) 
    Trade tariffs and regula3ons 
    Foreign policy and diploma3c rela3ons 
    Labour laws and employment standards 
    Corrup3on and bureaucracy levels 
    Poli3cal support or opposi3on to industry 
    Government funding/subsidies for specific sectors 
    Public sector involvement or priva3sa3on trends 
    Military conflicts or geopoli3cal risks 

Economic Factors 

    Infla3on rate 
    Interest rates 
    Exchange rates and currency stability 
    Economic growth trends (GDP growth) 
    Unemployment and labour market condi3ons 
    Consumer confidence and spending behaviour 
    Disposable income levels 
    Credit availability and lending policies 
    Recession risks or economic recovery 
    Global economic condi3ons are impac3ng the local market 

Social Factors 

    Demographics (age, gender, popula3on growth) 
    Cultural aOtudes and values 
    Educa3on levels and literacy rates 
    Lifestyle trends and consumer behaviour 
    Work-life balance and employment expecta3ons 
    Health consciousness and diet trends 
    Religion and ethical values 
    AOtudes toward sustainability and CSR 
    Migra3on paTerns and diversity 
    Urbanisa3on vs rural living preferences 



Technological Factors 

    Rate of technological innova3on 
    Access to emerging technologies (e.g., AI, IoT, blockchain) 
    Automa3on and digi3sa3on levels 
    Technology infrastructure (internet, mobile, cloud) 
    Cybersecurity and data protec3on technologies 
    R&D investment and innova3on incen3ves 
    Technology adop3on rates among consumers 
    Tech-related regula3ons or standards 
    Disrup3ve innova3ons (e.g., fintech, edtech, healthtech) 
    Intellectual property protec3on 

Legal Factors 

   Consumer protec3on laws 
    Employment and labour laws 
    Health and safety regula3ons 
    An3trust and compe33on laws 
    Data protec3on and privacy laws (e.g., GDPR) 
    Intellectual property law 
    Contract law and dispute resolu3on frameworks 
    Environmental regula3ons 
    Product liability and standards compliance 
    Licensing and permits requirements 

Environmental Factors 

    Climate change and carbon emissions targets 
    Environmental protec3on laws 
    Sustainability prac3ces and green policies 
    Waste disposal and recycling regula3ons 
    Energy consump3on and renewable energy use 
    Natural disaster risks (earthquakes, floods, etc.) 
    Water and resource scarcity 
    Biodiversity and ecosystem conserva3on 
    Pressure from environmental NGOs and consumers 
    Industry-specific ecological impact (e.g., oil & gas vs tech) 


