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Connections with
Customers
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selactver
Some companies go to extremes to home plumbing repair. He visits prides itself on a no-questions- Connecting for We
coddie their customers. Consider the nearty Home Depot stare, asked return policy, Cannecting directty
the following examples: prowds the aistes, and picks upan L - o
omer says he :: 1;‘:)' 9 D":":f m view, these vmpmmsomdwir:l:e
thinks he'l wm‘uh‘dob & Crazy way to do business. How r— i i
, et he gits 4o the can you make money by giving | Connecting Technologies
chetkout codter 5 away your products, providing fred H Commpter
salesparion * h.mcg «' CAW“’“ extra services, talking your cus- i Wlormaon
tomers into paying fess, or letting 1
somie coaxing, the salesperson i Comsnusication
final ng. e customers get away without payin i
ally convinces the do-it-your- their bifls on time? Yet studi § Transposvation
seifer that there’s a simpler soly- 4 Fehos vl ki

that going to such extremes to
keep customers happy, aithough
costly, goes hand in hand with
+ A Nordstrom sslesclerk stops 8 good hmmc al performance. Sa(
K

« An Americar
N, ,\)\W\U‘-@WM xhe store grd-asks if

tion 10 his repair probiem. The
cost: $5.99 and a lot ess trouble.
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PART 11 ASSESSING OPPORTUNITIES IN A DYNAMIC MARKETING ENVIRONMENT

Marketing at Work 3.3
The New World of E-Mail Marketing
E-mail is the hot new marketing tomers to “opt in™ or "opt out,” April and sold 2.4 miflion copies in
medium. in ever-larger numbers, e- ensuring that e-mails are sent only its first week—the biggest open-
mail ads are popping onto our com-  to customers who ask for them. ing since SoundScan started track- s i fafes
puter screens and filling up our e- “That leaves marketers largely ing sales in 1991. *E-malil is a tech- change the world” at
mailboxes. What's more, they're no  immune from the wrath of privacy nolagy that kids are really into, so your fingertips.
longer just the quiet, plain-text advocates and spam fighters,” - It was a great direct-hit way to get H ~
messages of old. The new breed of - states Business Week writer Arlene to them,” says Jeff Dodes, vice- SN VN AANAS
e-mail ad is designed to command Weintraub. president for new media and
your attention--loaded with glitzy Another advantage of e-mail ads Internet operations at Zomba
features such as animation, interac-  is that companies can track cus- Kids aren’t the only target for
tive links, color photos, streaming tomer responses--how many peo- e-mafl ads. Customers of golf-sup- |
video, and personalized audio ple open the message, who dlicks ply retailer Chipshot.com—aver- }
S, . : hrough to the Wab site, at age 4 i eafx fora \/\/\\‘
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in the last chapter, you learnend about the complex and changing marketing environ-

ment. in this chapter, we'll look at how comparies deveiop and manage information
ﬁ@t&@ about important elements of the environment —-about their customers, competitors,
products, and marketing programs. We'll examine marketing information systems

designed to giv nagers the right information, in the right form, at the right time to
heip them make better marketing decisions. We'il aiso take a ose look at the market

m 4\ m % o E i ﬁ EFI B(J —_— /l\ ing resesrch process and at some special marketing research considerations. To succeed
A : B

in today's marketplace, companies must know how to manage mountains of marketing
information effectively.

%Bﬁ, ﬁ%ﬁgﬂﬁmg——ﬁ- bAﬁmnwnglhuchamr,.ynnlshc‘f‘dbemeto
Z‘SL ﬁ By 4B & , % ﬁ: _':;j L ﬁ 2 ﬁﬁ“ﬁl’»’f&‘lﬁlﬁ‘ﬁfiﬂmm it e parts

3. outhne the steps in the marketing research process

4. explain how onnbynuld
e 2 E *__ # ﬂ. QE ﬁ 3 ~u1!cmum(.|mm\ 10 1y hunl\ populated areus 1 offer online grocery »humun«» L~
Z e el 2 g

home delivery. They alsir represent a growing market for travel, sports, and other
H /M
Linking the Concepts

lesure-oriented products wnd services (see Marketing at Work 473
% Putt over here for a moment and think about how deeply these demographic factors impact all of us
mﬁ# and, as a result, marketers’ strategies.

* App\ymd'mugnohkmmmtoywmnﬁ Yhmkohmmmcdmeumﬂnnfhaw
the changing demographic factors affect you and your buying behavio:

“ * identify » specitic company that has done a good job of reacting to the shifting demographic

ﬁ A % % : m (baby boomers,

GenXers, or Generation Y), the changing

Mmmmmmmm Comnthkmmhmmdmumrm
%s 7 jJu ?_:E 3: 'ﬁ - ﬁ B‘J fconomic Environment

BAH, AR OV
CHAPTER & THE MARKETING ENVIRONMENT

TN ~F o 3 BE LAR OR At 7] 3 48 S

HMHFENMS MR, SIQP Rest Stop: Reviewing the Conc

—_— /l\ Dﬁ ﬁ %‘s @ *g —_ /|\ ﬁ g ‘Eﬁ "‘“f’j‘ last chapter. this chapter, and the next two chapters,  combination of good quality and service at a fair price.

vou'll examine the environments of marketing and how  The distribution of income aho is shifting. The rich have
™ companics analyze these envicomments o discover  grown richer. the middle class hiss shrunk. and the poeor
E% J‘L/\ﬁ“_‘\ *ﬂ}ﬁﬁﬁ IEJEO / opportunitics und create effective marketing strategies. have remained poor, Jeading o u two tiered market
Comparies must constantly watch and adapt o e Muny companies now Gailor their marketing offen to two

marketing environment in order 1o seck opportunitics und  diffesent markets the atfioent and the foss affluent

wird off threats. The macketing environment comprises
% ,E, iﬁ ﬁE all the actors and forces infloencing the company s abil 3. Identify the major trends in the firm’s natural and
ity to trunsact business effectively with its tuger market technological environments.

The satural envirmment shows thice major treods: short
ﬁ ﬁ X_j, 1 ibe the environmenta] forces that atfect the
B & [m] a5t RER Pl .

agesgf cogain yan g
cen satd that the single Most important fent perspective take positive proactive stances
A % demographic wend in the United States is the when contronted with problems rather than merely
I% %IE‘ B(J ﬁﬁ 5 %]X— ﬁ Bg changing age structure of the population. Charac- reacting (o advenity. After reading about the contro-
terize the differences between Baby Boumen, Gen sersies presented in Markeung at Work 34, assume
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