JOURNAL OF NEW BUSINESS ATTITUDES
Vo2, No 2, 2021, (1-9)

3L g SR, ole aollad
(V=) V¥ e o=l 3A olo) Yojless ¥ )90

Sxo (QbI5L ¢ Fae Jauxe Jolge (w9 (2l
' (539 550 ol g5 4ebold

O 5 ply oils G 51l 1 8IS 5 Sy e Al i) (g il

Voo e/ o8l A b pdy g6

Veoolo¥]of :28b 50 & 56

Identify and investigate environmental factors affecting industrial marketing
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Abstract:

Marketing is an important principle of business
and the industrial sector is considered as the
primary source in the formation and creation of
marketing. Marketing is not an auxiliary factor
for the success of companies, but an essential for
all companies in competitive markets. In general,
marketing research as a discipline, and especially
industrial marketing, is designed on a number of
different theoretical perspectives from different
fields such as organizational theory, system
analysis, economics, psychology, sociology and
anthropology. The main purpose of this study is
to investigate and identify environmental factors
affecting industrial marketing; The type of
research is analytical. Descriptive research
describes and interprets what is and focuses on
existing conditions or relationships, common
beliefs, current processes, tangible effects, or
evolving trends. The statistical sample of this
study included 15 academic experts and
managers active in the field of industrial
marketing. The results of content analysis of
interviews with experts (during three rounds of
Delphi interviews) show that there are two types
of micro and macro environments in industrial
marketing. The micro environment is made up of
actors close to the company who have an impact
on its ability to serve customers. Companies,
suppliers, marketing intermediaries, customer
markets, competitors and the community. The
macro environment is made up of social forces
that affect the micro environment; Economic,
natural, technological, political and cultural
forces.
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