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ABSTRACT

The marketplace is changing rapidly due to a number of forces, which include technology,
globalization, social responsibility, and consumer concerns about sustainability. The new forces
resultincapabilitiesofandopportunitiesforbothconsumersandcompanies.Thestudydiscusses
thesecapabilitiesandopportunitiesandtheirimpactonchangingthemarketplace.Thestudyalso
discussesaboutdistributionchannelsandheightenedcompetition.Distributionchannelsaregetting
modifiedduetoretailtransformationanddisintermediation.Intensecompetitionisbeinggenerated
betweendomesticandforeignbrandsduetoglobalization.Companiesneedtobewareoftheseforces,
acknowledgetheforces,andmodifytheirmarketingstrategiestokeepcustomerssatisfiedandto
achievebusinessexcellence.
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1. INTRodUCTIoN

Changes are taking place in the business environment and the marketplace is changing rapidly
(Linton,2019).Thechangesare takingplacebecauseofanumberof reasons.Thereareseveral
forceswhicharechangingthemarketplace.Outoftheseforces,fourforcesarehighlyrelevant.These
includetechnology,globalization,socialresponsibility,andconsumerconcernsaboutsustainability
(Kirkpatrick,2011).Thechangestakingplaceinthemarketplaceareprovidingnewcapabilitiesand
opportunitiesforbothcustomersandcompanies(Smith,Kellison,Pottebaum,&Cianfrone,2019).
Thesecapabilities andopportunities are alsochanging themarketplace.Themarketplace is also
beingtransformedbychangesinchannelstructureandheightenedcompetition(Hempel,2012).Out
ofthefourforces,thechangesbroughtaboutinthemarketplacebytechnologyandglobalizationare
significant.Thestudyfocusesonanalyzingthechangestakingplacemainlybecauseoftechnologyand
globalizationandtheeffectsoftheseforcesintransformingthemarketplace.Inthepresentdigitalage,
thesetwoforcesarehighlyrelevant.Thecapabilitiesofbothconsumersandcompaniesaredecided
toalargeextentbecauseofthesetwoforces.Analyzingthechangesinthebusinessenvironment
andtheforcesoftechnologyandglobalizationcausingthosechangesareimportantbecauseitwill
helpmarketersunderstandthemarketplacebetterandmodifytheirmarketingstrategiesaccordingly.
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startingonFebruary1,2021inthegoldOpenAccessjournal,InternationalJournalofBusinessStrategyandAutomation(convertedtogold

OpenAccessJanuary1,2021),andwillbedistributedunderthetermsoftheCreativeCommonsAttributionLicense(http://creativecom-
mons.org/licenses/by/4.0/)whichpermitsunrestricteduse,distribution,andproductioninanymedium,providedtheauthoroftheoriginal

workandoriginalpublicationsourceareproperlycredited.



International Journal of Business Strategy and Automation
Volume 1 • Issue 3 • July-September 2020

35

Themethodologyusedinthestudyisthatofqualitativeandconceptualanalysisoftheliterature
relatedtothetwoforces–technologyandglobalization.Withintheconstraintsofthevastliterature
ontheforces,effortsweremadetoselectandtoincludethelatestandtherelevantliteratureonthe
forces.Examplesandreal-lifeinstancesweretakenfromtheliteratureandqualitativeandconceptual
analysiswasdonewitharguments.

Thestudyisstructuredasfollows.
Section2discusses thecapabilitiesofandopportunitiesavailable tocustomers.Thevarious

capabilitiesandopportunitiesforcustomersincludecustomerempowerment throughtheinternet
(discussedinsub-section2.1),onlinecommunicationsandpurchasingonthemove(discussedinsub-
section2.2),sharingviewpointsonsocialmediaforums(discussedinsub-section2.3),interactions
betweencustomersandcompanies(discussedinsub-section2.4),andacceptanceandrejectionof
offerings(discussedinsub-section2.5).Section3discussesthecapabilitiesofandopportunities
availabletocompanies.Thevariouscapabilitiesandopportunitiesforcompaniesincludeusageonthe
internetascommunicationsandsalesdistributionchannel(discussedinsub-section3.1),information
collection about the marketing environment (discussed in sub-section 3.2), communications
with customers (discussed in sub-section 3.3), scope of improvement in internal and external
communications(discussedinsub-section3.4),andcostminimizationbycompanies(discussedin
sub-section3.5).Section4discussesaboutchangesinthechannelstructurewithsub-sections4.1and
4.2focusingonretailtransformationanddisintermediationrespectively.Section5discussesabout
theheightenedcompetitiontakingplaceinthemarketplaceduetoglobalization.Section6discusses
thesalientpointsofthestudywithsub-section6.1focusingonmanagerialimplicationsofthestudy.
Section7concludesthestudywithsub-section7.1focusingonavenuesoffutureresearch.

2. CAPABILITIeS ANd oPPoRTUNITIeS FoR CUSToMeRS

Thevariousforceshaveresultedinnewcapabilitiesandopportunitiesforcustomers.Thefollowing
sectionsandsub-sectionsdiscusstheimpactoftwoforces–technologyandglobalizationoncustomers.

Now-a-days,customersareempoweredduetovariouscapabilitiesandopportunities.Theinternet
andthewidespreadusageofsocialmediaareprovidingenormousopportunitiesforindividuals.Even
theoldergenerationisconnectedtotheinternetandmakingmaximumusageoftheinternetforvarious
purposes(Israeli,Lee,&BoldenIII,2019).InGermanyalone,thepercentageofcustomersover
65yearsaccessingtheinternetincreasedfrom24percentto33percentinbetween2011and2012
(Mansell,2012).Theyusedtheinternetextensivelytoremainconnectedwithotherindividualsonthe
socialmedia.ThenumberofGermansbrowsingthewebincreasedfrom6.5percentin1997to89.9
percentin2017(Schmidt-Lauff,Schwarz,Femi-Aderinto,&Olatunji,2019).Mostofthemusedtheir
smartphonesandtabletstoremainconnectedtotheinternet.MorethantenpercentoftheGermans
usedtabletstousetheinternetin2012(Schmidt-Lauffetal.,2019).Asurveywasconductedamong
theGermancompaniesin2012andmorethantwo-thirdsofthecompaniesprovidedpositivefeedback
totheirsocialmediaactivitieswhichincludedFacebook,Twitter,customerfeedbackcommunities,
andsocialmedianewsrooms(Kiron,Prentice,&Ferguson,2012).

Customershaveinstantaccesstoanyinformationbecauseoftheinternetandthedevelopmentsin
technology.Customersareempowerednow-a-days.However,customerempowermentisnotonlyabout
theinternetandtechnology.Apartfromhavingaccesstoinformationattheirfingertips,customers
haveanumberofchoicesandarewillingtomovetoanotherbrandiftheyarenotsatisfiedwitha
specificbrand.Customersfeelthatthetreatmentwasnotrightortheirrequirementsandpreferences
arenotbeingmetbythebrand(Mohammad,2020).

Companiesexperiencetheeffectsofcustomerempowermentanumberoftimes(Mohammad,
2020).KateFisherwasacustomerofProgressiveInsurance.Shewaskilledwhenanunderinsured
driverranaredlight.Herfamilywasoftheopinionthatthecarelessdrivershouldbesuedbecause
of negligence of duty. They also expected Progressive Insurance to compensate them for the
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irreparableloss.Onthecontrary,ProgressiveInsuranceactivelyparticipatedinthelegaldefense
of thenegligentdriver (Holm,2012).Kate’sbrotherMattFisherwas furiousabout the action
takenbyProgressiveInsuranceandtooktoTumblranduploadedapostwhichread,“Mysister
paidProgressiveInsurancetodefendherkillerincourt”(Holm,2012).Usersonthesocialmedia
welcomedthepost.MediaoutletspickedupthepostandsparkedpublicoutrageonProgressive’s
FacebookandTwitterpages.Theinitiativemotivatedmorethan1000customerstodiscontinue
their services with Progressive Insurance. Many other individuals who were not customers of
Progressive, promised to never do any business with Progressive (Holm, 2012). Progressive
Insurancedefendeditsactionsbyprovidinglogic.Thecommunitywascriticaloftheinsensitive
responseofProgressive.OneoftheresponsesofProgressiveInsurancereadlikethis:“Wefully
investigatedthisclaimandrelevantbackgroundandfeelweproperlyhandledtheclaimwithinour
contractualobligations”.TheresponsesofProgressiveresultedintensionbetweenthecompany
andthepublic.Finally,ProgressivehadtosettlewiththeFishersfortensofthousandsofdollars.
Theamountwasmuchmorethanthe$76000thefamilyhadsought(Holm,2012).Thepublicwere
appalledattheinsensitivityofProgressiveandcommunicatedastrongmessagetothepublicthat
thecompanydoesnotcareforitscustomersandforthecommunityatlarge.

Theabove-mentioned incidentdemonstrated thepowerofcustomerempowerment.Updated
information,communication,mobility,andempowermentallowcustomerstomakebetterchoices
andtakestrongdecisions.Theinternetandthesocialmediaallowindividualstosharetheiropinions
andpreferenceswithothersandhavetheirvoicesheard.Allthesehaveresultedinnewconsumer
capabilities(Peeroo,Samy,&Jones,2019).

2.1. Customer empowerment Through the Internet
Theinternetprovidesseamlessaccesstoinformation.Individualshaveaccesstoalmostanyinformation
ontheinternetattheirfingertips.Theinternetactsasapowerfulinformationandpurchasingaid.
Customerscangoonline,compareproductpricesandfeatures,consultuserreviews,andordergoods
onlinefromanywhereintheworld24hoursaday,sevendaysaweek.Theycanperformtheseactivities
ontheirsmartphonesfromhome,andalsowhentheyare‘onthego’fromoffice,whiletraveling,or
onvacation.Theinternetallowscustomerstosearchfromanywhere,matchtheirpreferenceswiththe
productsandservicesoffered,bypasslimitedlocalofferings,andreceivesignificantpricesavings.
Customersalsoengagein‘showrooming’.Theycanseetheproductsinphysicalstores,searchfor
themonline,makethecomparisonsoffeaturesandpricesonline,andfinallybuytheproductsonline
(Fassnacht, Beatty, & Szajna, 2019). Similarly, now-a-days, consumers can get any information
aboutcompaniesonline.Companiesneedtobetransparentintheirwordsandactions.Customers
cancomparetheirwordsandactionsinrealtime(Kuczenski,2019).

2.2. online Communications and Purchasing on the Move
Customersembracethelatesttechnologies,smartphones,andtabletsintheirdailylives.Research
provesthatamajorityofcustomersanalyzeandevaluateproductsonlinebeforeactualpurchase.
Europeancustomersareparticularaboutproductqualityandprices.MajorityofEuropeancustomers
analyze the informationaboutproductson their smartphonesbeforepurchase (Molenaar,2016).
Now-a-days,smartphoneshavebecomeanintegralpartoflifeandeachindividualhasmorethanone
smartphone.Also,mobilephonesaremanufacturedtentimesmorethanbabiesareborn(Molenaar,
2016).Telecommunicationsisoneoftheworld’strillion-dollarindustries,alongwithtourism,military,
food,andautomobiles(Workneh,2018).

2.3. Sharing Viewpoints on Social Media Forums
Customerscanusethesocialmediatohaveseamlesscommunicationswithothers,havediscussions,
share theiropinions,andprovidesuggestions toanumberof issues.Socialmediaplatformslike
Facebook,Flickr,Wikipedia,YouTube,andInstagramallowindividualstoconnectwithothersand
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shareideasandviews(Shareef,Mukerji,Dwivedi,Rana,&Islam,2019).Therearedifferentsocial
mediaforumswhichcatertotherequirementsandpreferencesofdifferentindividuals.Forexample,
websiteslikeTripAdvisorfortravelers,Dogsterfordoglovers,andMoterusforbikersbringtogether
customerswithacommoninterest(Stuart,2008).Autoenthusiastscantalkaboutchromerims,the
latestBMWorPorschemodel,andwheretofindalocalmechanic.

2.4. Interactions Between Customers and Companies
Customerscanhavedirectandseamlessinteractionswithcompaniesthroughcorporatewebsitesand
appsmaintainedbycompanies.Theycanchoosethecompaniesandtheirbrandsfromwhichthey
wanttobuytheofferings.Theycanalsodecideonwhichcompaniestheywillgivepermissionto
communicatewiththemtoreceivemarketingandsales-relatedcommunications,discounts,coupons,
andotherspecialdeals. IndividualscanscanbarcodesandQR(QuickResponse)codeson their
smartphonestoaccessabrand’swebsiteandotherinformation(Heggde,Jaladi,Boravelly,Misra,
&Barma,2020).

2.5. Acceptance and Rejection of offerings
Customershaveaccesstoalltypesofinformation.Theymaybeoverloadedwithinformation,seefewer
productdifferences,andfeellessbrandloyal(Mohana&Suriakala,2017).Customers,now-a-days,
aremoresensitiveaboutpriceandqualitythanever.Theylookforthevalueprovidedandfinalizeon
abrandonlyafterathoroughanalysisofthevalueprovidedbythebrand.Customersselectwhattype
ofcommunicationstheywishtoacceptandwhattypestheywanttoreject.Theyareoverloadedwith
theinformationprovidedbydifferenttypesofcommunicationchannels.So,theyaremoreintolerant
aboutundesiredcommunicationsandmarketing.Theymaychoosetooptoutfromcommunications
offeredbycompanies,screenoutonlinemessages,skipcommercialswiththeirDVRs,andavoid
marketingappealsthroughe-mailsoroverphone(Heggdeetal.,2020).

3. CAPABILITIeS ANd oPPoRTUNITIeS FoR CoMPANIeS

Globalization, social responsibility, widespread usage of the internet, and the applications of
technologyhavegeneratedanewsetof capabilities andopportunities for companies.The study
focusesmainlyonthetwoforces–technologyandglobalization.Thecapabilitieshelpcompanies
tocopeandrespondtotheenvironment.Thefollowingsectionsandsub-sectionselaborateonthe
variousinitiativesandstrategiesadoptedbycompaniestocopewiththeforces.

3.1. Usage of the Internet as Communications and Sales distribution Channel
Companiesmakeuseoftheinternetextensivelyascommunicationsandsalesdistributionchannel,
includingforindividuallydifferentiatedgoals.Corporatewebsitesofcompaniescanlistproducts
andservices,history,businessphilosophy, jobopportunities,andother informationof interest to
consumersworldwide.Socialmediahelpcompaniestopromotetheirproductsandservices,contact
existingcustomers,andalsoattractprospectivecustomersonline.Forexample,SoloCupmarketers
realize that linking their storefronts to their website and Facebook page makes it easier for the
companyandalsoforcustomerstobuySolopapercupsandplateswhileengagingwiththebrand
online(Horovitz,2006).

3.2. Information Collection About the Marketing environment
Companiescancollectdetailedandin-depthinformationaboutmarkets,customers,prospects,and
competitors.Theinternetactsasafacilitatorforcompaniestoconductmarketingresearch.They
canarrangefocusgroups,collectprimarydatabydistributingquestionnairesonline, receiveand
analyzecustomeropinions,andgatherprimarydatainseveralotherways(Roy,Datta,&Basu,2017).
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Companiesalsostrivetocollectinformationaboutpreferencesanddemographicsofcustomers.For
example,thedrugstorechainCVSusesloyalty-carddatatobetterunderstandpurchasingbehaviorof
customers,recencyandfrequencyofstorevisits,monetaryvaluespent,andotherbuyingpreferences.
CVShas initiatedanExtraCareprogramwhichsupports69millionshoppers inmore than7300
stores.TheExtraCareprogramcontributes tomore than eighty-twopercent ofCVS’ front store
(non-pharmacy)sales(Gownder,2011).

3.3. Communications with Customers
Socialmediaallowcompaniestocommunicatewithcustomersquicklyandeffectively.Companies
maintain webpages on social media websites like Facebook, Myspace.com, and LinkedIn to
communicatewithcustomers.Companiesalsousemobilemarketingeffectively tosend targeted
advertisements,coupons,andotherpromotionalmessages(Tong,Luo,&Xu,2020).GPStechnology
allowscompaniestoknowtheaccuratelocationsofcustomers.Companiescansendpromotional
messageswhencustomersareinsideshoppingmalls.Companiesmayremindthemaboutpromotional
offersandcouponsoroffersvalidonlyforthatday.Thisformoflocation-basedcommunicationis
beneficialforbothcustomersandcompanies.Suchstrategiesmayhelpcompaniestoincreasetheir
sales.SocialmediabuzzandwordofmouthhelpedDelloveratwo-yearperiodtotakeinmorethan
$2million inU.S. revenue fromcouponsprovided throughTwitterandanother$1million from
peoplewhostartedatTwitterandboughtanewcomputeronDell’swebsite(Gonsalves,2009).The
TwitteraccountofDell,@DellOutletwasabletoattractmorethan1.6millionfollowersbymid-
2012(Menchaca,2009).Wordofmouthmarketingagency,BzzAgentrecruited600000customers
tospreadpositivewordofmouthaboutproductsandservicesusedbythem.Suchcustomersjoin
variouspromotionalprogramsvoluntarilyandpromoteproductsandservicestheythemselvesare
satisfiedwith(Gonsalves,2009).

3.4. Scope of Improvement in Internal and external Communications
Companieshavetheopportunitiesofimprovingtheirinternalandexternalcommunicationsbecause
oftheinternet.Theycanimprovepurchasing,recruiting,andtrainingwiththehelpoftheinternet.
Companiescanadvertiseaboutvacantpositionsonline,shortlistpotentialcandidates,andconduct
recruitment processes online. Many companies conduct training sessions for their employees,
dealers,andagentsonline.Companiesanalyzeblogstounderstandcustomerreactionsandreviews
ofproducts.BankofAmericasays,“Wewanttobewhereourcustomersare”(Raajpoot&Ghilni-
Wage,2019).BankofAmerica,now-a-days,focusesmoreonFacebookandTwitterratherthanon
blogstounderstanditscustomersbetter(Akter,Bhattacharyya,Wamba,&Aditya,2016).Employees
canqueryeachother,seekadvice,andexchangeinformationviaintranetsanddatabases.In2006,
GeneralMotorslaunchedanonlineinitiativecalledMySocratestocommunicateannouncements,
news,links,andhistoricalinformationtoitsemployees.Thissingleonlineemployeeportalallowed
GeneralMotorstotranscendbusinessunits.GeneralMotorswasabletosave$17.4milliononits
costbecauseofthisinitiative(Yu,2012).PopularhybridTwitterorFacebook-typeproductsdesigned
especiallyforbusinessemployeeshavebeenintroducedbySalesforce.com,IBM,andseveralstart-
ups(Acohido,2012).

3.5. Cost Minimization by Companies
Conductingbusinessesonlineallowscorporatebuyerstoachievesubstantialsavings.Theycanuse
the internet tocompareseller’spricesandpurchasematerialsatauction.Theycancommunicate
theirowntermsandconditionsinreverseauctionsonline(Dodes,2012).Companiescanstreamline
theirlogisticsandoperationsbytrackingonline.Thisalsoimprovesaccuracyandservicequality.
Smallbusinessescanalsousetheinterneteffectivelytodobusiness.Physiciansoperatingasmall
practicecanuseFacebook-likeservicessuchasDoximitytoconnectwithreferringphysiciansand
specialists(Dodes,2012).
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4. CHANGeS IN CHANNeL STRUCTURe

Retailtransformationanddisintermediationhavechangedthemannerinwhichdistributionchannels
work.Thisisalsooneofthereasonswhycustomershaveagreaternumberofchoices.

4.1. Retail Transformation
Major retailers all over theworld are changing at a fast pace and are going online. Store-based
retailers are facing tough competition from different players. These include direct-mail firms,
magazines,home-shoppingTV,e-commerce,direct-to-customeradvertisements,newspapers,and
cataloguehouses.Retailersofferentertainmentintheirstorestoattractcustomers.Theyoffercoffee
bars,demonstrations,andperformance,marketinganexperienceratherthanaproductassortment
(Morrison&Marcotte,2019).

4.2. disintermediation
Variouse-commerceplatforms,Amazon.com,E*TRADE,andothersarechangingtheconceptof
traditionalflowofgoods.Thesecompanieshavesuccessfullycreateddisintermediationinthedelivery
ofproductsandservices(BrianLee&Li,2018).Traditionalcompaniesarebecomingbrick-and-click
retailersbyengaginginreintermediation.Theyprovideonlineservicestoprocesstheirofferings.
Someretailerswithplentifulresourcesandestablishedbrandsbecomecontendersthanpure-click
firms(Atsmon,Child,Dobbs,&Narasimhan,2012).

5. HeIGHTeNed CoMPeTITIoN

Competitionhasincreasedbecauseofglobalizationandbecauseofpresenceofbothdomesticand
foreignbrands.Customershavebecomethriftyandpreferprivate labelsoverestablishedbrands.
Theyalsoprefermegabrands.Deregulationandprivatizationhavemadethecompetitiontougher
(Wang&Mogi,2017).

Privatelabelsarethosebrandswhicharethestorebrandssoldbyretailers.Customersprefer
privatelabelsbecausetheirpricesarelowerthanthatofestablishedbrands.Privatelabelsarealso
indistinguishable from any other type of brand (Hökelekli, Lamey, & Verboven, 2017). Many
establishedbrandsarediversifyingintorelatedproductcategoriesandbecomingmegabrands.These
brandsareexploringatthelevelofintersectionoftwoormoreindustriestofindbetteropportunities.
Severalindustrieslikecomputing,consumerelectronics,andtelecommunicationsareconverging.
CompanieslikeApple,Samsung,andMotorolareleaseastreamofstate-of-the-artdevicesfromMP3
playerstoLCDTVstofullyloadedsmartphones(Hempel,2012).Deregulationshavebeenenforcedby
governmentsofvariouscountriestoencouragehealthycompetitionandcreategrowthopportunities.
CountrieslikeIndiaandtheUnitedStateshaverelaxedlawsrestrictingaviation,electronicutilities,
telecommunications,andfinancialservicestoencouragegreaterandhealthycompetition(Kirkpatrick,
2011).Publiccompaniesaregettingconvertedtoprivateownershipandmanagementinmanycountries
toincreasetheirefficiencies.Thetelecommunicationsindustryhasbeenprivatizedincountrieslike
Australia,Turkey,Italy,Germany,France,Japan,andIndia(Trubnikov,2020).

6. dISCUSSIoNS

The marketplace and the marketing environment are changing rapidly because of continuous
developments. At present, the marketplace is different because of a number of forces. These
includetechnology,globalization,socialresponsibility,andconsumerconcernsaboutthephysical
environment.Theseforceshavecreatedchallengesandopportunitiesandhavechangedmarketing
managementsignificantly.
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Newconsumerandcompanycapabilitieshavebeengeneratedbecauseoftheforces.Thestudy
focusedontwooftheforces–technologyandglobalization.Theimpactofthetwoforcesincreating
impactandchangingthemarketplacecannotbeoveremphasized.Thereiswidespreadusageofthe
internetbothbyconsumersandcompanies.Consumerscangetalltypesofinformation,socializewith
others,andpurchasegoodsonline.Informationtechnologyallowsconsumerstosearch,communicate,
andpurchaseonthemove.Consumersusethesocialmediatoshareopinions,seeksuggestions,and
expressloyalty.Consumerscancontactcompaniesandinteractwithcompanypersonneldirectly.
Consumersdecidewhichmarketingcommunicationstheywillacceptandwhichcommunications
theywillreject.Consumersareempoweredenoughtorejectanycommunicationswhichtheyfind
irrelevantorinappropriate.

Companiescollectinformationaboutcustomers,competitors,suppliers,andotherstakeholders
byusingtheinternet.Theyusetheinternetasastrongdistributionchannel,includingforindividually
differentiatedgoods.Companiesapplymarketing intelligence tocollectandanalyze information
aboutmarkets,consumers,prospects,andcompetitors.Theinternetallowscompaniestoreachtheir
customersfasterandefficientlywiththehelpofsocialmedia,variousapps,andmobilemarketing.
Companies can streamline their communications and send targeted advertisements, offers, and
information topotentialcustomers.Companiescan improvepurchasing, recruiting, training,and
internalandexternalcommunications.Companiescancutdownontheircostsduringpurchasing.They
cancompareseller’sprices,purchasematerialsatauction,andposttheirowntermsandconditions
inreverseauctions.

6.1. Managerial Implications
The discussions have both theoretical and managerial implications. Academicians may aim to
understandthechangingmarketplacebetter,conductafurtheranalysisofthechangestakingplace
in themarketplace,analyze thecapabilitiesofandopportunitiesavailable tobothcustomersand
companies,andsuggestimprovedstrategiesformarketers.Thediscussionswillsensitizemanagers
aboutthenecessityofunderstandingthechangingmarketplaceandalignandimplementtheirmarketing
strategiestofitthedynamicrequirementsofthemarketplace.Effortsweremadetoincludethelatest
andtherelevantliteratureforunderstandingthedynamicmarketplace.

Thestudywillhelpacademicians tounderstand thechangingmarketplacebetter.Theymay
conductanin-depthanalysisofthetwoforces–technologyandglobalizationactinginthemarketplace.
Theymayanalyzeandtrytounderstandwhatstrategiesarerequiredtokeepcustomerssatisfied.
Basedonstudyingandanalyzingthechangesinthemarketplace,theymightsuggestnewerandbetter
initiativesforsatisfyingcustomers.Practicingmanagersandmarketersmayanalyzethechanging
marketplace,forcesactinginthemarketplace,aligntheirexistingstrategies,anddevelopeffective
strategiestosatisfytheircustomers.Theymayalsoevaluatewhichofthestrategiestheyneedto
adopttodelighttheircustomers.

7. CoNCLUSIoN

The study discussed the various aspects of the marketplace and the forces (mainly technology
and globalization) which are changing the marketplace. The major forces which are changing
themarketplace include technologicalchanges,globalization, social responsibility,andcustomer
concerns about sustainability. These forces have created capabilities and opportunities for both
customersandcompanies.Distributionchannelshavechangedasaresultofretailtransformationand
disintermediation.Competitionhasbecometougherbecauseofglobalization,intensecompetition
amongdomesticandforeignbrands,theriseofprivatelabelsandmegabrands,andatransformation
towardsderegulationandprivatization.
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7.1. Avenues of Future Research
Thestudyfocusedondoingaconceptualandqualitativeanalysisoftheliterature.Thestudydidnot
collectprimarydataandconductanempiricalanalysis.Infuture,researchersmaycollectprimary
dataandconductempiricalanalysistoquantifytheimpactcreatedbythetwoforces–technology
andglobalizationonthemarketplace.

Researchersandpracticingmanagersmayutilizethediscussionsdoneinthestudytodelvedeeper
intounderstandingthedynamicrequirementsinthemarketplaceanddevelopstrategiesaccordingly.
Theycanstudymorein-depthaboutthetwoforces–technologyandglobalization,andtheimpacts
createdbythesetwoforces.Theyalsorequirekeepingthemselvesupdatedaboutthelatesttrends
anddevelopmentstakingplacetodelightandtodeveloplong-termrelationshipswithcustomers.
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