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PREFACE

Welcome to the exciting,ﬁynamxc, and challenging field of marketing! If you've
been on the Web, in a store, part of a company, or a consumer of any of the thou-
sands of products and services available in our marketplace, you’ve probably already
noticed many of the extraordinary changes taking place. onalized advertising,.
multichannel retailing, cashless vegding, customized products, online C(()ig(ﬁs’ web-
based surveys, and interagtive me(ﬁa e just a few of the many indjcati at mar-
keting is racing into &gdiv era. At the same time, many traditionh® Elements of the
discipline such as segmen% ion, new-product development, and pricing are growing
in importance and use. Th bination of the corge orary and the traditional ele-
ments of marketing create a truly excep& 1 tqpi tudy and understand.

Marketing: The Core draws upon th %ﬁ t and highly successful approach,_,
we’ve used in seven edjtjops of our other, longer, text en%g{:d Marketing. Our goal
with this new text is toMent the basic concepts essential™o an introductory mar-
keting course, yet retain the pedagogy that has made Marketing a best-selling text.

What is our pedagogical framework? First, we use an active-learning approach
that involves students in the text by combining facts, figures, information, cases,
exercises, and photos in an engaging, experiential fashion. Second, we incorporate
many current examples using firms, products, and services that students recognize
and may have purchased as consumers. Third, our in-chapter study aids and design
elements—such as concept checks and easy-to-read figures—are developed to match
the learning styles of today’s students. Finally, we have invested in the most effec-
tive educational technologies.

We are gratified by the growing interest in our approach to the study of market-
ing. Feedback from students and instrygtgrs from around the world continues to rein-

e our pedagogical style. Marketi its translations and adaptations are now

ué&l extensively throughout the United States and in Canada, Poland, Russia, China,
and many Spanish- and Portuguese-speaking countries. We hope that you will find
Marketing: The Core a useful companion in your exploration of the knowledge,
skills, and tools of the marketing discipline.

DISTINCTIVE FEATURES FOR MARKETING STUDENTS

Through our own classroom experiences we have developed many important, stu-
dent-focused features that are gnggent in every chapter:

* Engaging writing style. Our easy-to-read writing style engages students
through active-learning techniques, timely and interesting examples, and chal-
lenging applications.

¢ Personal look at marketing professionals. Our text provides vivid and accu-
rate descriptions of contemporary marketing professionals—through cases,
extended examples, and testionials—that allow students to personalize mar-
keting and identify possib]e%er interests and role models.

* Contemporary and classic real-world examples. We use up-to-date examples
that students are likely to recognize from their own experiences in the market-
place, plus classic examples that students of business and marketing can easily
relate to text concepts and typical marketing decisions.

* Built-in learning aids. Learning objectives, concept checks, marginal key
terms, chapter summaries, Internet exercises, and application questions are used
to reinforce learning and to allow students to self-assess their progress.
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ORGANIZATION AND CONTENT

Marketing: The Core is divided into four parts. Part 1, “Irfi‘t?z%ng the Marketing
Process.” looks first at what marketing is and how it creates customer value and cus-
tomer relationships (Chapter 1). Then Chapter 2 provides an overview of the strate-
gic marketing process that occurs in an organization, which provides a framework™
for the text. Appendix A provides a sample marketing plan as a reference for stu-
dents. Chapter 3 analyzes the major environmental factors in our changing market-
ing environment, and Chapter 4 provides a framework for including ethical and social
responsibility considerations in marketing decisions. gé

Part 2, “Understanding Buyers and Markets,” first describes, in Chapter 5, how
individual consumers reach buying decisions. Next, Chapter 6 looks at industrial and
organizational buyers and how they make purchase decisions. And finally, in Chap-
ter 7, the nature and scope of world trade and the influence of cultural differences
on global marketing practices are explored.

In Part 3, “Targeting Marketing Opportunities,” the marketing research function
and how information about prospective consumers is linked to marketing strategy
and decisions are discussed in Chapter 8. The process of segmenting and targeting
markets and positioning products appears in Chapter 9.

Part 4, “Satisfying Marketing Opportunities,” covers the four Ps—the marketing
mix elements. The product element is divided into the natural chronological sequence
of first developing new products and services (Chapter 10) and then managing the
existing products, services, and brands (Chapter 11). Pricing is discussed in terms
of the way organizations set prices (Chapter 12). Two chapters address the place
(distribution) aspects of marketing: “Managing Marketing Channels and Supply
Chains” (Chapter 13) and “Retailing and Wholesaling” (Chapter 14). Chapter 15 dis-
cusses i%ﬁ ted marketing communication and direct marketing, topics that have
grown in gmance in the marketing discipline recently. The primary forms of mass
market communication—a@g{j%g,_s_@otion, and public relatiopns—are cov-
ered in Chapter 16. Personal selling and sales management are covered in Chapter
17. The text concludes with a description of specific techniques and issues related
to creating customer value through interactive and multichannel marketing
approaches (Chapter 18).

.l

CHAPTER H'I&,‘I’J}Iﬁ(’}/HTS

o The role of the Internet and technology in marketing today. We recognize
that the Internet and other digital technologies provide us with powerful new
tools that can greatly enhance communication and commerce. From cover to
cover, all chapters integrate coverage of e-commerce topics such as e-market-
places, dynamic pricing, viral marketing, personalization, multichannel retail-
ing, eCRM, collaborative commerce, file sharing and peer-to-peer communica-
tion, cyberservices, Internet appliances, interactive television, online secondary
data sources, and virtual advertising.

. Emphasis on customer value. Chapter 1 presents an enhanced emphasis on
customer value, the role of brands and how they make firms accountable to con-
sumers, new products, the breadth of marketing and how it is used by many
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types of organizations, and a complete update of Rollerblade’s marketing
© program. ) _

o Creating an effective marketing plan. Howling Coyote Chili’s marketing plan
follows Chapter 2 in Appendix A, to provide context for the student through an
early example of a marketing plan.

« Overview of the marketing environment. Chapter 3 now includes a discus-.
sion of the dramatic impact of file-sharing on the music industry; the shifting
age distribution of the population; and the changing attitudes and roles of men
and women. It also provides an introduction to current electronic business tech-
nologies, including the Internet, the World Wide Web, e-commerce, and the
growth of collaborative commerce.

« Ethics in marketing. Chapter 4 is devoted to the topic of ethics and social
responsibility in marketing. In addition, most chapters also integrate ethics cov-
erage in the Ethics and Social Responsibility Alert boxes.

 Consumer behavior. Chapter 5 includes current examples related to the stages
of the consumer-decision process; it provides discussions of customer satisfac-
tion and retention and looks at marketing strategies for high- and low-involve-
ment products.

» Organizational buying. Chapter 6 features sections on online buying in orga-
nizational markets, e-marketplaces, and online auctions.

« Global coverage. Chapter 7 includes discussions of the e&@g)ence of a net-
worked global marketspace and the influence of the World Trade Organization
on the global rules of trade between nations.

o Market research technology. Chapter 8 includes discussions of creative
research techniques, such as hiring “cool hunters” to identify important cultural
trends, and coverage of Internet and fax survey techniques, data mining, and
the impact of research on marketing actions.

» Brand equity. Chapter 11 includes the customer-based brand equity pyramid,;
which helps explain the relationship between brand awareness and how con-
sumers think and feel about a brand. This helps students understand how the
added value of a brand name gives a product competitive and price advantage.

» Channels coverage. Chapter 13 includes examples related to multiple channels
of distribution, strategic alliances, vertical marketing, exclusive distribution,
slotting allowances, and satisfying buyer requirements. Current examples, such
as “Dell Computer Corporation: A Responsive Supply Chain,” and “Wal-Mart,
Inc.: An Efficient Supply Chain,” are used to explain the role of supply chains
and logistics management in marketing and how a firm balances distribution
costs against the need for effective customer service.

» Retailing and wholesaling coverage. Chapter 14 discusses the repositioning
of Target as an upscale discount store; it also covers the global expansion of
many retailers and e-tailers and popular retail formats such as franchising. This
chapter also provides coverage of important new technologies, such as cashless
vending systems, as well as new concepts such as everyday fair pricing and
multichannel retailing.

« Advertising coverage. Chapter 16 discusses virtual advertising, interactive tel-
evision, satellite radio, and Internet advertising. Up-to-date examples of the lat-
est forms of promotion, including sweepstakes, product placement, and online
coupons, are also provided.

» Interactive and multichannel marketing. Chapter 18 provides a framework
for how to think about and implement marketing strategy in an Internet/Web-
enabled marketspace. Emphasis is placed on interactive marketing practice and
the growing application of multichannel marketing. Students will also find this
chapter of interest because they will see how important it is for companies to
forge collaborative channel relationships to improve their global market com-
petitiveness.



AN INSTRUCTOR’S GUIDE

TO SUPPLEMENTS

With this greatly enhanced package, you and your students are covered from the
basic supplements to the latest in educational technologies. Check it out for your-
self.

LECTURE PREPARATION TOOLS

viii

Instructor’s Box—All of your resources in one package. The new Instructor’s Box
is a convenient way for you to keep all of your class materials in one place. This
box contains the fully integrated Instructor’s Manual in a loose-leaf, three-hole-
punched format along with two three-ring binders that allow you to carry only what
you need to class. Color tab dividers are also included in the package to help you
organize your class materials. The box is designed with an easy-to-carry handle and
also comes with your PowerPoint CDs, instructor CDs and VHS video library inside.
It's everything you need in one easy package.

Instructor’s Manual. The thoroughly revised Instructor’s Manual includes lecture
notes; discussions of the Marketing NewsNet boxes, Ethics and Social Responsibil-
ity Alerts, and Internet Exercises; answers to the Applying Marketing Concepts and
Perspectives questions; case teaching notes; in-class activities; supplemental lecture
notes; teaching suggestions; and detailed information about integrating other sup-
plements into the course and classroom.

Instructor’s CD-ROM. The CD-ROM includes the print and electronic supple-
ments, so you have access to all of the supplements on one disk. It also contains the
Computest package.

Online updates and current events. Adopters can sign up to be e-mailed updates
on cases and material specific to the text and postings of new BusinessWeek articles,
all accompanied with teaching notes and new PowerPoint slides as appropriate.



LECTURE PRESENTATION TOOLS

end-of-chapter case in the text.

PowerPoint presentation and digital assets. Fea-
tured is a high-quality photo and art program,
including figure slides, commercials, product shots,
advertisements, marketing-in-practice shots, and
video segments from the video package.

Video case studies. A unique series of 18 contemporary marketing cases is avail-
able on cassette. Each video case corresponds with chapter-specific topics and an




ASSESSMENT TOOLS

3,000+ question test bank. The test bank contains 3,000 questions categorized by
topic and level of learning (definitional, conceptual, or application). The instructor-
friendly format allows easy selection of questions from any part of the text, boxed
materials and cases.

Computest program. This Computest contains all of the multiple-choice questions
and the short essay questions from the test bank, and questions from the web quizzes.
The Computest program allows you to select any of the questions, make changes if
desired, or add new questions—and quickly print out a finished set customized to
your course.

PageOut quizzes with instructor gradebook. Assign quizzes in PageOut to give
students incentive to read the text and prepare for class. Grades for each student will
automatically post to your class gradebook.

Online learning center and Web quizzes. These tools help to prepare students for
taking tests: www.mhhe.com/kerin. Fifty percent of the questions in each Web quiz
are also in the test bank to reward students who utilize this study aid.



ONLINE TECHNOLOGY

Online Learning Center with PowerWeb

This robust book-specific website includes resources for both instructors
and students. For the instructor, we offer downloadable supplement mate-
rials and continuous updates. Students have a 24-7 study center to keep
them up-to-date, to provide examples for application, and to prepare for
a test. The website also includes PowerWeb, featuring its online readings
and daily newsfeed.

Instructor Center

o “Ask the Authors”

» Instructor’s Manual

» PowerPoint. Includes concept screens and art from the text and
notes on other digital assets available in the PowerPoint Presentation
Assembly Guide.

« Content updates and current events. You can sign up for e-mail
updates on material specific to the text, postings of new BusinessWeek
articles, and new case updates on PowerWeb—all accompanied with
teaching notes and new PowerPoint slides as appropriate.

 Test bank. This is available through PageOut.

Student Center with PowerWeb

« Business Week updates. Important articles related to marketing will
be posted.
o Internet exercises
o Key term flash cards
o Self-quizzes with feedback
o Online video cases. Includes video case text and several video
clips.
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« Daily news feed. Headlines with annotations from the leading
periodicals and news sources—searchable by topic.

» Weekly case updates. Each week a new short case dealing with
a company in the headlines is presented.

« Readings in Marketing. A collection of important articles
selected by a team of marketing professors provides deeper top-
ical study.

« PowerSearch current journals and periodicals. Search engine

powered by Northern Lights.
« Career resources

« Web research

Study tips

L

PowerWeb elements have been integrated into the OLC to give students
quicker access to additional online resources.
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CouSeS | COMpUS - community

www.blackboard.com 5
Fully Compatible

You can use Marketing: The Core online material with any online plat-
form—including Blackboard, WebCT, and eCollege—to expand the reach
of your course and open up distance learning options.

e] PageOut
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This unique point-and-click course website tool enables you to cre-
ate a high-quality course website without knowing HTML coding.
With PageOut you can post your syllabus online, assign McGraw-
Hill Online Learning Center or e-Book content, add links to impor-
tant off-site resources, and maintain student results in the online
gradebook.

Create a course website in no time!

xii



ERCHIE

By BB ... e 2
#=1E BEUTRENETFARABPRAAMNEEME - e 4
oS ERMIHESFIATEE ..o 22
A FFREBBIEEIR .o o ie i iniieeiieeasa. .. 43
3B EBMIDIIIRIE ... e cseniiss iR R aE i e ey s 60

ot TRRMTEERBIE .. ..ot 96
S SR SEITRETT I mia s m i 0 s W B L8 SR 6T 4 B e n o e e o e 98
SBEE SRR E LTI o et 120
ETE R - i i i 138

3RS B EEALE ... e 160
E83E IBHAESRHCNEHETH . e 162
98B  RBITBEDFIEIRTID - oevvrvrrrreneiiiniienenns 184

AR BB .o i e i 206
ZI0EB HFARF RIS .- - cver ittt it it i 208
F£11E BEFR. BB ~ccivcvrivvisvniisnivsosisssnnssnas 232
e == = 1 256

JERE BEEBHBBEAMRABE .. 280
RO 1) - AN SSRGS 302
EI5E BEEHOBAIEREEEE ..o ittt i 322
EIFE [ &, BHEHIAERR it e 342
EI1ITE ARHERBEEBIE ... i e 364
188 LR OBIFIZEEBIEEE - oo ccve i 386

TI3E3E © o ettt e e e s G1

T o P CN1

ey PP CR1




BRIEF CONTENTS

Part 1 Initiating the Marketing Process 2

1 Developing Customer Relationships and Value through Marketing 4
2 Linking Marketing and Corporate Strategies 22

APPENDIX A Creating an Effective Marketing Plan 43

3 Scanning the Marketing Environment 60

Part 2 Understanding Buyers and Markets 96
5 Consumer Behavior 98
6 Organizational Markets and Buyer Behavior 120
7 Reaching Global Markets 138

Part 3 Targeting Marketing Opportunities 160
8 Turning Marketing Information into Action 162

9 Identifying Market Segments and Targets 184
Part 4 Satisfying Marketing Opportunities 206

i0  Developing New Products and Services 208

11 Managing Products, Services, and Brands 232

12 Pricing Products and Services 256

i3 Managing Marketing Channels and Supply Chains 280

i4  Retailing and Wholesaling 302 '

Integrated Marketing Communications and Direct Marketing 322
6 Advertising, Sales Promotion, and Public Relations 342

7 Personal Selling and Sales Management 364

&  Implementing Interactive and Multichannel Marketing 386

Glossary Gl
Chapter Notes CNI1
Credits CRI1
Indexes 11

Xiv



DETAILED CONTENTS

Part 1

Initiating the Marketing Process 2

1

DEVELOPING CUSTOMER RELATIONSHIPS AND VALUE
THROUGH MARKETING 4

After Huge Success . . . What’s Next? 5
What Is Marketing? 7
Marketing: Using Exchanges to Satisfy Needs 8
The Diverse Factors Influencing Marketing Activities 8
How Marketing Discovers and Satisfies Consumer Needs 9
Discovering Consumer Needs 9

Ethics and Social Responsibility Alert: Student Credit Cards: Ultimate
Benefit or the Disaster Waiting to Happen? 12

Satisfying Consumer Needs 12

The Marketing Program: How Customer Relationships Are Built 13
Customer Value: Developing Loyal Customers 13
Relationship Marketing and the Marketing Program 14
A Marketing Program for Rollerblade 15

How Marketing Became So Important 17
Evolution of the Market Orientation 17
Ethics and Social Responsibility: Balancing Interests 17
The Breadth and Depth of Marketing 18

Summary 19

Key Terms and Concepts 19

Applying Marketing Concepts and Perspectives 19

Internet Exercise 20

Video Case | Rollerblade™: Bene fits bevond What I"-""‘,H“'." fli‘,\,'" ¢t 20

LINKING MARKETING AND CORPORATE STRATEGIES 22

Where Can an “A” in Ice Cream Making Lead? 23
Organizations and Their Levels of Strategy 24
Levels in Organizations and How Marketing Links to Them 24
Strategy Issues in Organizations 25
Setting Strategic Directions 27
A Look Around: Where Are We Now? 27
Growth Strategies: Where Do We Want to Go? 29
The Strategic Marketing Process 32
Strategic Marketing Process: The Planning Phase 33
Strategic Marketing Process: The Implementation Phase 37
Strategic Marketing Process: The Control Phase 38
Summary 40
Key Terms and Concepts 40
Applying Marketing Concepts and Perspectives 40
Internet Exercise 40



