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PREFACE

P eter Drucker once observed, “Business firms have only two major func-
tions—innovation and marketing.” This book describes what modern mar-
keting is and how it is carried out in business firms and other types of orga-
nizations. It also discusses the role marketing plays in influencing the
innovative efforts of business firms. The point of view expressed in this
book is that the most successful business firms over the long term are those
that are relentlessly preoccupied with finding the right customers and then
serving the needs of these customers well. The primary task of modern mar-
keting is to help business firms select the best customers and then satisfy
their needs and wants at a profit.

Every good textbook should have a central theme of some kind that
runs throughout the book and helps to pull together many diverse activities
into a meaningful whole. The central theme of this book is planning, includ-
ing both strategic and operating marketing plans. Planning is the first step
in managing any organization or activity. Business firms need to set clear
objectives and then develop plans to meet these objectives. This is especially
true for marketing activities. In most large, well-managed business firms
today, marketing planners are the people who develop the plans to meet the
objectives set by top management for each product and service line.

ORGANIZATION OF THIS BOOK

“If you don’t know where you are going, any step will take you there!” This
is as true for the marketing operations of business firms and other organi-
zations as it is in everyday life. In order to know where they are going, nearly
all well-managed business firms now rely on formal planning of one kind or
another, In a great many companies, overall strategic planning was first
introduced into the firm by marketing planners. These activities have
assumed much greater importance in recent years because of such factors in
the external environment as recessions, inflation, increased foreign com-
petition, the strong dollar, erratic growth in the economy, and many
others.
This book is divided into five parts:
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Part Topic Chapters

1 Introduction to Marketing 1-2
2 The Framework for Effective Marketing Planning 3-6
3  Understanding Consumer and Organizational Markets 7-10
4  Planning the Marketing MIX 11-19
5  An Expanded View of Marketing 20-23

The heart of this book is Part 2, dealing with planning concepts and
tools. This is what distinguishes the book from most undergraduate mar-
keting texts. It also provides the central theme that runs throughout the
book. Many other texts simply describe and discuss the many diverse types
of marketing activities of large business firms. Our point of view is that these
diverse activities will not make sense unless they are tied to a strategic mar-
keting plan that sets objectives and then defines the major strategies that
will be used to meet these objectives. Then all marketing activities are
designed 10 support these strategic objectives.

Part 1 introduces the student to the basics of what marketing is and
does, with special emphasis on how it applies in U.S. business firms, and to
the Marketing Concept. Then we see that all marketing plans and activities
are greatly influenced by forces in the external environment over which
companies have little or no control: cultural and social forces, economic
conditions, the political and legal climate, technology state-of-the-art, and
the competition.

Part 2 presents the basic framework for strategic corporate planning and
then strategic marketing planning. The latter consists of identifying specific
marketing opportunities, segmenting the market, positioning the product or
service, setting specific goals, and then developing the marketing MIX to
meet these goals. The remainder of this section presents a few of the most
powerful and widely used strategic planning tools and concepts: the product
life cycle, Profit Impact of Marketing Strategies, and product portfolio
management.

Part 3 focuses on the importance of understanding customers, the heart
of the Marketing Concept. One chapter discusses consumer demographics
and psychographics, another presents various psychological concepts such
as learning, motivation and attitudes, and another shows how social and
cultural factors influence what people buy and how. There are many exam-
ples to show how each of these can affect marketing plans of business firms.
A separate chapter is devoted to markets that consist of business firms of all
types and not-for-profit organizations.

Part 4 discusses in detail each element of the marketing MIX: product
or service, price, promotion, and distribution. We show how each of these
can affect the others, but more importantly how each is designed to support
the basic strategic plan for a product or service.

Part 5 discusses other aspects of marketing not tied specifically to the
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planning process. First several ways of controlling progress toward the spe-
cific goals that have been set are presented. Then we discuss how U.S. mul-
tinational firms engage in marketing to foreign markets around the world.
Next is a chapter on what is known “public policy™ issues that affect mar-
keting; specifically, consumerism and the social responsibilities of business.
The final chapter contains an evaluation of the effectiveness of modern mar-
keting in U.S. business firms. It also looks at changes in the role of market-
ing that have come about in recent years, as well as the probable future of
marketing activities.
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