NEBRSHRIHERANFESEARRN Ed i1 ] % Education

BUSTHESS
ADMHUINISTRATION
OLASSTOS

(Z3IChR - 55 10hR)

Y (AN MANAGEMENT

| KNOWLEDGE AND SKILLS

(10th Edition)

J-f3% - 178 (J. Paul Peter) "
1 /INERET - H - FEhF] (James H. Donnelly, Jr.)

@e HE AR KSR
|




EHEE.
MARKETING

HEBERIHERARFESEASWERFETHH

THEREREM - HHEHRT

R

(R3ChR - 55100k )

MANAGEMENT

KNOWLEDGE AND SKILLS

(10th Edition)

J- &% - 145 (J. Paul Peter) "
/N - H - E9h#] (James H. Donnelly, Jr.)
B B A%

FEARXZEHMRE
R | -



BHERSKE (CIP) ¥R

HEEHE: MASHEE: BI0M.: FUBEEE; BNk —Ita . FEARAZEME, 2012.6
TRIE S MBM. T ER R

HEH R TRE B RBCEIR TR A S IEHCE A EM
ISBN 978-7-300-15803-7

IO 0O O . OFHEE-_ AR5 IV. DF713.50

[ A B 0 CIP Bz (2012) 451028335

HAFRHR LB ETEERKFR TR N ERF G HAM
IHERZREM - THEHET

EHEE: MIASRKEE (383K - F10kR )

1 RE - piie

NI - H - FEAAF

PR

HARZAT HEARKY AR

# Hb dbEEHeeR REBLS BRBI4RES 100080

B iE 010-62511242 ( B4=E) 010-62511398 ( JFEHE)
010-82501766 ( HRIIEE ) 010-62514148 ([ I )
010-62515195 ( KATAAH) 010-62515275 ( YRR )

g ik http:// www. crup. com. cn
http:// www. ttrnet. com ( A KEHIR )

Z ¥ HERE

DRI EMN TR EIRIA FRA R

M K 215mmx275mm 16574 R R 201246 A% 1

B % 35 #Hul Bl &R 201246 A% 1 REDKI

F % 778000 E M 69.007T




MA&XRBMA WTO, Ak ZHE AL LALRERES PR, AERKRL
BRAGIEZEE, I, RANRHLA R ZTH TN, IHE—FEEHLRA K
BEEAARLE RS —FHAKXLL, BEHFNM., BERBRAR— L T2
FAM BB ESE—HAEEE, TR X —Z R, BHEERAR BTk
HKBGXFRE 1, RBRFHAZIFFT R T H—FEX,

BIEHFERE L EHEREREAGRERT, FEE, SEHFEK

KERCEBRE-ANAEAMIFLT, AEKF A ITOHFRRLLIARDER
“TREPHAXNGESRME, RAF —FEARA, WEHKFALBEE G R A KA
CRAEAMNGFHRE R E P, b, KARAARRAARS, 121RE2ZH R
ESERRMSE L, ERFHAEYAARERANABERET X, HEZX
BBz, —hEERITRERFORRELTRPRETZE, RETmAsit;
—REFRANFLERG P F T, FHANIRRE AX—F7F], §THREKH
BZHEET (LIERE)NRE, FTRGERFTRGHAGEE, A, &
RAEE(FEMARARBERFRIE TGO NEZFRHM, BAVAA, MEHFN
— 43 R EAE ) RR ) B R FAAEM, MARZGRLIHIT A KBOHM, A
TAE S P EAXEEFM, %ﬂun%ﬁﬁﬁﬁo&PK%ﬂ&ﬁﬂxﬁﬁﬁﬁ
FRXAAREZFAIN, ERREICGERFOF TR, E L AEKFRITNE
B, BB BRAEY. SEHMIEFM,

MR —F R A REAY, TEARKFHERARRX 2 BRe L6 X
BRG], mE AT — A RERAS] ., BAEAKEF BRANFEME, @RRXFAFH
AER, BT —REASRKIEFOERZLBREM, FREFLEBR, ASTR
TH, THEHARARMEREE LT AR, FETRAEFE HIE—LHK
FRBABEFGENAEL, SRBREMIITTE LGRS, MR T LR ES
HZEAREARESHKFTONDE; F—F &, REXKFTHAWERFTHEM EREESE,
ENEAER, BNEAFEARAN TR T LHBBEEHELEIR, XL
PR Rk, WARIRBMEAEXRFAMELEKR, REHMALTETAT—
A &

o BREFRLRMEMNFE, AENEHMBRERAARTERFRE R, STRH
HIFT RSB, TE2AMRT —ERESHFURARALSKXEEHEHAS,
{2k R A N 545 &5 BARERE T RREMORR, £ RNGAELZ ST
Z, BAEHMBEEFTFA LA TENE, XWAEPEERF; RAIBEFHT,
XFEFERBATIE,



e RMEREALVEMYGERAM, KEFMUBAF KOG LML, XM
Rz, RMELFAFRAANGERSR, TLRERELEREFX, X
FRIANEMFTE LRGN ETLES, ADTFEBRELABERS, BREH
Lok g

o KAZITM R, REFMAKRZEM AL BRI LT R E ALK
BB B F R E R, B RA AR IR AR A A B FRALAR B AR B 0 A
HATRERM L, ERE LA A CRBEE S L HM, IALHRAF TR
BHIFE R RBHFHEE, FRERFBERERFHEE; LAH TEM
W X T RBHFHEM G, F4F0IE R B0 BB M R H S A,

o Biao, MEARM AR, HELE ARERKF AS RN LHEFREE,
AREFMBFITT —ZOMBFE R, REREREALSE,; MRABIREN, WA
PEEITFEERGUERS, AREAEXEMBRAEALS Kikk,

o RUBAXMKFIH, RILBAFKBRAINAE, AEHMAFITRE
T BBt #AEM A, 3T F M. PowerPoint #F5L. XM ESF, FfHA NAERA
FEHMLRTR, MR FF HEA,

AEHMAASGERFHM BT B —Fp 2K, RNERP . KBA R
HERPRIATEAFESRGER, FF IHFRTF, EREARE, B,
A EANE S RO B M £iE THF, ZMNELABEHPE KiEFRBEZFHE
RAeZ i, TE2HRANHZ, RERKRMNEZSGIRPLREE, 2d TEHM
BHEEFTLHEE, BFPILTTRRE, BPASDTRAREZL, Pikd
ARk iEE RIS,

==
A R B



U ma BYE

AERETHEHFCRLE, CLEEFEBTHARHEHERIBETY
AR, BRBEBE (BHETE. pirbHE (£ 100R)) NBLE45iEH M0
Ao BAGHIEEEHMTANRAERERF ZARBAERKF LG THHL—
BMBRERFO] -RT - RAFFERAFTEAKFGNDEBI - H - BAAHKKLS
XM ZREM, BASRARESFR AL R EATFRITEG KRR,
AELSBARNEFREERPEAZTRNGE (£EE) XFNEE, PRAARKRY
th BR AL R B B IR T % P 69 3E L B R

THEHAMT, LRER (EHEE. pRE5HEE (F10KR)) —H %
FTERARKEET “ABATHR fo “LAETHER HE, BZIFRERAT E4H
FRAGAFN, GoOMAERME, Bl ERE G THRE KRB B 6T,
“REFAEGETHEE IR, X LB A T H A PAT R 6 T 9 B4
B AZ P, AR R SEGELER, ZERNBLELRFLIMALE
B EWIRRE" , ANEE S FORFERPRGAHPRAKFREAPFTEY
BE, APAET “SHEFIFE B, BAEEREHLRORN, AR
WD FERETREFEBHN S THREP BEYANGEEAR, sthmp A S
TAHRRNEEA, PPEAEFRFERABRNSHEFIFE0E. (1) £
ARGEHBRE; (2) FARTEHOMAFTERLTL; (3) »WRMAIRETH
T EBAITE; (4) S EHERES; (5) 2 TEREBBHER; (6) HLT
BB, EEERUAHERREFR B, ¥ARAANEH R BAE. 24
KPR kA TR, ARFIE E4 R RGIAE, VAR FeE e el Bk
BIERBA—, ETHFIIRPRE “27 5 “A” HETEL,

REEREHBFHERRABN G —HE, HFTEREAR, SHEFET
k" BREFRE, TARFEELRRERGF I ERfHF AN, #IF
TABAEHNEE . LESiEETHEHAALRENSHFRF AR MBA H4
TR F A, A4 ZHRAEN EEFRRKBWGEA, flde, 45t F 4,
HIFEETARAEHRFREEAR BHERPBAEGE N, 428 4E
P HFRAFER MBA SARENFE, TR IZHAEGE 25 <Y
B, REEEZAZECHEARAE, & 1 o TUAX&KPLL TH, L £,
HEHIFHERBHFSRBITEHEERE, —ITRERA SHEFEIF X" +
HE - EREFONE; F—ITRERAS ZNERE SHE,

SAPAAMMImAMIL, ZIEFHCEITREHGE 10REMRETA
P (BHEFOAEE—FALEHIT) F6, KREBFIBRT A EZRGEH
AR St THARFPRBRERAKER, RELLXPHXRETH. T



THF RIS FHALGITR, ML, ABEHTRERBETEHLETH
ABfedsF, MMt T FAR ST hAdb b A6, AANRREORAS/F A
S Atk

ATELRRBENTHUOFLETE o EHETRRFTHER, ERFREGH
HMA TR TN ITRT, ZEIKBBRMET RBEHOFSENT LS, 81042
BHHARE, BABRNETLAATH L. NP EERRNLEZFFEHATARTR
ER; BRARBEMERGALE; FRAAIXRSHT TRARNZEERKEFT K,
RESLEHF PG ES,

EABAE BT, G2 THERAGRERSPEE, AL PEAR
KFHBRASZLHBERE . HAMm@mEH TEZAPIRA) BRG A HRIE, £i
HARBHME) RE, REALABHASPRBBETREE S, RAASTR
3 e B Ao TR MR AE S A R S 2 AL, SEBALE Ffeil BRI E,

% 5



Preface’

Our goal for Marketing Management: Knowledge and Skills has always been very clear to
us: to enhance students’ knowledge of marketing management and to advance their skills in
utilizing this knowledge to develop and implement successful marketing strategies. Knowl-
edge enhancement and/or skill development are the purpose of each section in our book.
Our vision always has been to assemble a complete student resource for marketing man-
agement education. This edition is no exception.

THE STRUCTURE OF THE BOOK

During our years of teaching, we have experimented with many different teaching approaches
and philosophies. The structure of this book reflects an evolution from these experiments.
Presently, our model includes a six-stage learning approach that includes (1) mastering basic
marketing principles, (2) learning approaches and tools for performing marketing analyses,
(3) analyzing Internet exercises, (4) analyzing marketing management cases, (5) analyzing
strategic marketing cases, and (6) developing marketing plans.

Our six-stage learning approach is the focus of the seven sections of the book. Each sec-
tion has as its objective either knowledge enhancement or skill development or both. The
framework and structure of our book is presented in the diagram and will appear throughout
the text to integrate the sections of the book.

STAGE 1: MASTERING BASIC MARKETING PRINCIPLES

It is clearly necessary for students to learn and understand basic definitions, concepts, and
marketing logic before they can apply them in the analysis of marketing problems or
development of marketing plans. Section 1 of the book contains 13 chapters that present

Sect i‘on;l
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ii  Preface

the essentials of marketing management. One problem we continually face in more ad-
vanced case-oriented courses is that most students have long ago discarded or sold their ba-
sic marketing texts. Consequently, when they are faced with case problems they have
nothing to rely on but their memories. We believe this seriously detracts from the useful-
ness of case analysis. Thus, we include this section as a reference source for key marketing
concepts. Our objective in this section is to focus on material that is relevant primarily for
analyzing marketing problems and cases.

STAGE 2: LEARNING APPROACHES AND TOOLS
FOR PROBLEM ANALYSIS

The second stage in our approach involves offering students basic tools and approaches
for solving marketing problems. Section 2, “Analyzing Marketing Problems and Cases,”
is a widely praised approach to analyzing, writing, and presenting case analyses. Section 3,
“Financial Analysis for Marketing Decisions,” presents some important financial calcula-
tions that can be useful in evaluating the financial position of a firm and the financial im-
pact of various marketing strategies. Section 4 includes an annotated bibliography of some
of the most widely used marketing databases. It will assist students in researching a par-
ticular industry or firm and can greatly improve the analysis of cases.

STAGE 3: ANALYZING INTERNET EXERCISES

As a way of introducing students to the challenges of case analysis, some instructors utilize
Internet exercises. They find that these exercises are an especially useful way to integrate
text material with case work. Accordingly, Section 4 provides 11 such exercises. Other in-
structors, especially those with more advanced marketing students, find their students are
fully prepared to tackle case analyses. For these instructors, this section is optional.

STAGE 4: ANALYZING MARKETING MANAGEMENT CASES

It has been our experience that few students have the confidence and experience necessary
to analyze complex strategic marketing cases in their first exposure to this type of learning.
We believe it is far better for them to apply their skills by analyzing cases for which tradi-
tional marketing principles can be applied somewhat directly before they attempt more
challenging problems. Accordingly, Section 5 of the book includes 25 marketing manage-
ment cases, organized into six groups: market opportunity analysis, product strategy, pro-
motion strategy, distribution strategy, pricing strategy, and social and ethical issues in
marketing management. Within each group, cases are sequenced so that later cases contain
more information and typically require higher levels of marketing management analysis
skills than earlier ones.

STAGE 5: ANALYZING STRATEGIC MARKETING CASES

Once students have developed sufficient skills to provide thoughtful analyses of marketing
management cases, they are prepared to tackle strategic marketing cases. These cases go
beyond traditional marketing principles and focus on the role of marketing in cross-
functional business or organization strategies. Section 6 of our book contains 10 such cases.
They are sequenced so that the latter cases contain more information and require higher
skill levels to analyze them properly.
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STAGE 6: DEVELOPING MARKETING PLANS

The final stage in our approach involves the development of an original marketing plan. We
believe that after a two-course sequence in marketing management, students should be able
to do one thing very well and should know that they can do it well: Students should be able
to construct a quality marketing plan for any product or service. Section 7 provides a
framework for developing such a plan. Instructors can consult the Instructor’s Manual that
accompanies this book for alternative ways to incorporate this stage into their course.

FLEXIBILITY FOR INSTRUCTORS

The six-stage process is very flexible and we have found that it can easily be adapted to the
needs of students and objectives of instructors. For example, if the course is the first learn-
ing experience in marketing, then emphasis could be placed on the first four stages. If stu-
dents progress well through these stages, then marketing management cases in Section 5
can be assigned on an individual or group basis.

If the course is for students with one or more courses in marketing or in the capstone
marketing course, then major attention should shift to stages 2 through 6. In this instance,
Section 1 becomes a resource for review and reference and the course focuses more on skill
development.

Finally, the text can be used for a two-course sequence in marketing management. The
first course can emphasize stages 1 through 4 and the second can concentrate on stages 5
and 6.

THE PRESENT EDITION

Based on extensive feedback from adopters and students plus our own beliefs and judgments,
we have made numerous changes in this and recent editions. The content of our book must be
continually fine-tuned to ensure that it meets the current and evolving needs of students and
instructors. Thus, the basic structure of the book continues to evolve and expand particularly
during recent editions.

1. The text chapters are an integral component of the book and are continuously revised
and updated. For example, in this and the previous edition we include new or expanded dis-
cussions of the major types of marketing, branding, a comparison of data collection tech-
niques in marketing research, organization of the sales force, relationship marketing in
service organizations, and the difference between customers and clients.

We have altered two important elements in this edition. “Marketing Insight” fea-
tures replace our previous “Marketing Highlight” features. This is more than merely a
name change. We did it to more accurately describe their content and purpose of being a
central resource helpful to students in solving marketing problems, analyzing marketing
cases, and developing marketing plans. About 25 new “insights” have been added and are
an integral part of the book and not the “current events” or “news items” often found in
other texts.

Previously, each chapter ended with a selection of additional readings. This compo-
nent is now called “Additional Resources.” The new focus is to present current resources
that students can utilize in solving marketing problems, analyzing marketing cases, and de-
veloping marketing plans, in addition to assisting in writing projects and case presentations.
As with the new insights, the additional resources reflect our new criteria and focus. Each
resource has been selected with students in mind. There are resources appropriate for both
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advanced MBA students and undergraduate students, and they contain a mix of both aca-
demic and professional publications.

2. Selecting an array of relevant cases is indeed a perpetual challenge. We are fortunate
that approximately two-thirds of the cases in this and the previous edition are new. Our ma-
jor emphasis has always been on finding challenging cases for students to analyze. Our se-
lection includes domestic and global companies, high-tech and low-tech companies,
consumer and organizational products, small and large businesses, products and services,
manufacturers and channel members, well-known and not-so-well-known companies, and
successful and not-so-successful companies.

3. An annotated bibliography of major online databases used in marketing is a valuable
student resource that has been updated in this edition. Students will find it to be a very use-
ful tool in analyzing cases, developing marketing plans, writing assignments, and analyz-
ing Internet exercises. It is presented in Section 4 immediately following the Internet
exercises. The Internet exercises have also been revised and updated.
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