An Introduction




MARKETING

An Introduction

sixth
edition

GARY ARMSTRONG

University of North Carolina

PHILIP KOTLER

Northwestern University

Prentice

Hall Upper Saddle River, New Jersey 07458



Library of Congress Cataloging-in-Publication Data
Armstrong, Gary.
Marketing: an introduction / Gary Armstrong, Philip Kotler.--6th ed.
p. cm.

Includes bibliographical references and index.

ISBN 0-13-035133-4

1. Marketing. 1. Kotler, Philip. II. Title.
HF5415.K625 2002
658.8--dc21 2001050074

Senior Editor: Bruce Kaplan

Editor-in-Chief: Jeff Shelstad

Assistant Editor: Melissa Pellerano

Editorial Assistant: Danielle Serra

Media Project Manager: Anthony Palmiotto
Marketing Manager: Michelle O'Brien
Marketing Assistant: Christine Genneken
Managing Editor (Production): Judy Leale
Production Editor: Keri Jean

Production Assistant: Dianne Falcone

Permissions Coordinator: Suzanne Grappi
Associate Director, Manufacturing: Vincent Scelta
Production Manager: Arnold Vila

Manufacturing Buyer: Arnold Vila

Design Manager: Pat Smythe

Designer: Mike Fruhbeis

Cover Photo: Steve Lewis

Manager, Print Production: Christy Mahon
Composition: Progressive Information Technologies
Full-Service Project Management: Colleen Franciscus
Printer/Binder: R. R. Donnelley

Credits and acknowledgments borrowed from other sources and reproduced, with permission, in
this textbook appear on page CRI.

Copyright © 2003, 2000, 1997, 1993, 1990 by Pearson Education, Inc., Upper Saddle River,
New Jersey, 07458. All rights reserved. Printed in the United States of America. This publication is
protected by Copyright and permission should be obtained from the publisher prior to any prohib-
ited reproduction, storage in a retrieval system, or transmission in any form or by any means, elec-
tronic, mechanical, photocopying, recording, or likewise. For information regarding permission(s),
write to: Rights and Permissions Department.

Pearson Education LTD.

Pearson Education Australia PTY, Limited
Pearson Education Singapore, Pte. Ltd
Pearson Education North Asia Ltd

Pearson Education, Canada, Ltd

Pearson Educacion de Mexico, S.A. de C.V.
Pearson Education-Japan

Pearson Education Malaysia, Pte. Ltd

Prentice

Hall

10987654321
ISBN 0-13-035133-4




To Kathy, K.C., and Mandy;
Nancy, Amy, Melissa, and Jessica



About the Authors

As a team, Gary Armstrong and Philip Kotler provide a blend of skills uniquely
suited to writing an introductory marketing text. Professor Armstrong is an
award-winning teacher of undergraduate business students. Professor Kotler is one
of the world’s leading authorities on marketing. Together they make the complex
world of marketing practical, approachable, and enjoyable.

Gary Armstrong is Crist W. Blackwell Dis-
tinguished Professor of Undergraduate Education in
the Kenan-Flagler Business School at the University
of North Carolina at Chapel Hill. He holds under-
graduate and masters degrees in business from
Wayne State University in Detroit, and he received
his Ph.D. in marketing from Northwestern Uni-
versity. Dr. Armstrong has contributed numerous
articles to leading business journals. As a consultant
and researcher, he has worked with many companies
on marketing research, sales management, and mar-
keting strategy. But Professor Armstrong’s first love
is teaching. His Blackwell Distinguished Profes-
sorship is the only permanent endowed professor-
ship for distinguished undergraduate teaching at the University of North Carolina
at Chapel Hill. He has been very active in the teaching and administration of
Kenan-Flagler’s undergraduate program. His administrative posts include Chair
of the Marketing Faculty, Associate Director of the Undergraduate Business
Program, Director of the Business Honors Program, and others. He works closely
with business student groups and has received several campus-wide and Busi-
ness School teaching awards. He is the only repeat recipient of school’s highly
regarded Award for Excellence in Undergraduate Teaching, which he has received
three times.

Philip Kotler is S. C. Johnson & Son Dis-
tinguished Professor of International Marketing at
the Kellogg Graduate School of Management,
Northwestern University. He received his master’s
degree at the University of Chicago and his Ph.D. at
M.I.T., both in economics. Dr. Kotler is author of
Marketing Management: Analysis, Planning, Imple-
mentation, and Control (Prentice Hall), now in its
eleventh edition and the world’s most widely used
marketing textbook in graduate schools of business.
He has authored seventeen other successful books
and has written over 100 articles in leading journals.
He is the only three-time winner of the coveted

xiii



2 Xiv ABOUT THE AUTHORS

Alpha Kappa Psi award for the best annual article in the Journal of Marketing. Dr.
Kotler’s numerous major honors include the Paul D. Converse Award given by the
American Marketing Association to honor “outstanding contributions to science in
marketing” and the Stuart Henderson Britt Award as Marketer of the Year. He was
named the first recipient of two major awards: the Distinguished Marketing
Educator of the Year Award given by the American Marketing Association and the
Philip Kotler Award for Excellence in Health Care Marketing presented by the
Academy for Health Care Services Marketing. He has also received the Charles
Coolidge Parlin Award, which each year honors an outstanding leader in the field
of marketing. In 1995, he received the Marketing Educator of the Year Award from
Sales and Marketing Executives International. Dr. Kotler has served as chairman
of the College on Marketing of the Institute of Management Sciences (TIMS) and
a director of the American Marketing Association. He has received honorary doc-
toral degrees from Stockholm University, the University of Zurich, Athens
University of Economics and Business, DePaul University, the Cracow School of
Business and Economics, Groupe H.E.C. in Paris, and the University of
Economics and Business Administration in Vienna. He has consulted with many
major U.S. and foreign companies in the areas of marketing strategy and planning,
marketing organization, and international marketing. He has traveled extensively
throughout Europe, Asia, and South America, advising and lecturing companies
about global marketing opportunities.



Preface

Marketing: An Introduction, Sixth Edition, guides new marketing students down the
intriguing, discovery-laden road to learning marketing. Its goal is to help students master
the basic concepts and practices of modern marketing in an enjoyable and practical way.
Achieving this goal involves a constant search for the best balance among the “three pil-
lars” that support the text—theories and concepts, practices and applications, and peda-
gogy. Marketing: An Introduction provides the most authoritative and up-to-date coverage
of marketing theory and concepts, brings the theory to life with real examples of marketing
practices, and presents both theory and practice in a way that makes them easy and enjoy-
able to learn.

In the sixth edition of Marketing: An Introduction, we continue to shift the balance
between theory, practice, and pedagogy more towards pedagogy—towards providing an
effective teaching and learning tool. This exciting teaching and learning thrust comes to life
through a short, lively design that features a set of ‘Road to Marketing” learning aids that
begins students on their marketing journey. To help students learn, link, and apply important
marketing concepts more effectively, Marketing: An Introduction, is filled with “road map”
learning tools throughout each chapter. These pedagogical guides help students by:

¢ challenging them to stop and think at important junctures in their journey
previewing chapter material

reviewing and linking key chapter concepts

providing practical Internet and marketing-application exercises through which
students apply newly-learned marketing concepts in realistic situations.

L 2R 2 4

The result is an enhanced learning experience for the student.

Starting Down the Road to Marketing

Marketing is the business
function that identifies cus-
tomer needs and wants;
determines which target
markets the organization
can serve best; and designs
appropriate products, serv-
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ices, and programs to serve Hhs coneryothar

these markets. However,
marketing is much more

coms, Pets.com never
did figure out how to
make money on the
Web. Following the
“dot-com meltdown,”
the once-bold e-tailer
retired its popular Sock
Puppet spokesdog

than just an isolated busi-

ness function—it is a 1
philosophy that guides the B e Y e  a ah
entire organization. The goal of marketing is to create customer satisfaction profitably by
building value-laden relationships with important customers. The marketing department
cannot accomplish this goal by itself. To provide superior value to customers, it must team
up closely with other departments in the company and partner with other organ-
izations throughout its entire value-delivery system. Thus, marketing calls upon everyone

XV
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The Old Marketing Thinking
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all they can to help create and deliver superior

T0e Now Miksthog Thinking customer value and satisfaction.
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Be sales and product centered Be market and customer centered Mal‘ ketlng iS all arOUl’ld us, and we au need to

Practice mass marketing Target selected market segments or individuals kn . . « .

Focus on products and sales Focus on customer satisfaction and value ow Some’thlng abou‘ L. Marketlng 1S used not

:;*eﬂ'“':(uﬂ°me“ i only by manufacturing companies, wholesalers,
new customers eep old customers g . e .

Grow share of market Grow share of customer and retallers, but by a]l klnds Of lndIVIdualS and

Serve any customer Serve profitable customers, “fire” losing ones 3 3 Q

Communicate through mass media Connect with customers directly Organlzatlofls' LaWyerb, aCCOuntantS, and d.OCtOrS

Make standardized products Develop customized products use marketing to manage demand for their ser-

fxvemginmt‘i'sz’:i:n"’;:;m': to sales Enlist all dep in the cause of Vices‘ SO do hospitalsv museums’ and performing
d ketil tisfacti nd val suw %

g Tk oy il arts groups. No politician can get the needed

WM\/&/\WL\ votes, and no resort the needed tourists, without

developing and carrying out marketing plans.

People throughout these organizations need to know how to define and segment a
market and how to position themselves strongly by developing need
satisfying products and services for chosen target segments. They must know how to price
their offerings to make them attractive and affordable, and how to choose and manage
intermediaries to make their products available to customers. They need to know how to
advertise and promote products so customers will know about them and want them.
Clearly, marketers need a broad range of skills in order to sense, serve, and satisfy con-
sumer needs.

Students also need to know marketing in their roles as consumers and citizens.
Someone is always trying to sell us something, so we need to recognize the methods they
use. And when students enter the job market, they must do “marketing research” to find the
best opportunities and the best ways to “market themselves” to prospective employers.
Many will start their careers with marketing jobs in sales, retail, advertisement, research,
or one of a dozen other marketing areas.

Marketing: An Introduction—A New Learning Approach

XVi

Our goal with the sixth edition of Marketing: An Introduction is to create an even more
effective teaching and learning environment. Most students learning marketing want a
broad picture of marketing’s basics. They want to know about important marketing princi-
ples and concepts and how these concepts are applied in actual marketing management
practice. However, they don’t want to drown in a sea of details, or to be overwhelmed by
marketing’s nuances and complexities. Instead, they want a text that guides them effec-
tively and efficiently down the road to learning marketing in an easy to grasp, lively, and
enjoyable way.

Marketing: An Introduction, Sixth Edition, serves all of these important needs of
beginning marketing students. The book is complete, covering all of the important princi-
ples and concepts that the marketer and consumer need to know. Moreover, it takes a prac-
tical, marketing-management approach—concepts are applied through countless examples
of situations in which well known and little known companies assess and solve their mar-
keting problems.

More than ever before, however, the sixth edition of Marketing: An Introduction
makes the teaching and learning of marketing easier, more effective, and more enjoyable.
The “Road to Marketing” aids help students to learn, link, and apply important concepts.
The Sixth Edition’s length makes it more manageable for beginning marketing students to
cover the subject during a given quarter or semester. Its approachable writing style and
level are well suited to the beginning marketing student. A livelier design, the abundant use



of illustrations, and new Marketing at Work W\/\/\/\/\//\/\/\’v\/\/\/\/
exhibits and video Cases help bring life to the PART | UNDERSTANDING MARKETING AND THE MARKETING PROCESS

marketing journey.

Marketing: An Introduction, Sixth Edition,
tells the stories that reveal the drama of modern
marketing:

¢ Ritz-Carlton’s zeal for taking care of
customers

¢ Home Depot’s penchant for taking care of
those who take care of customers

¢ Amazon.com’s pioneering struggle to /
become the Wal-Mart of the Internet

¢ Charles Schwab Corporation’s transformation from a traditional “brick-and-mor-
tar” marketer to a full-fledged, industry-leading “click-and-mortar” marketer

¢ Harley-Davison’s success in selling to “Rubbies™ (rich urban bikers)
rather than rebels

¢ Caterpillar’s and its dealers’ promise to customers of “buy the iron,
get the company”

¢ Microsoft’s passion for innovation and its quest for “the Next Big Thing”

¢ Dell Computer’s stunning direct selling formula, which has made Michael Dell
one of the world’s richest people

¢ General Electric’s massive e-purchasing network which links more that 100,000
trading partners in 58 countries, generating $1 trillion worth of goods and
services purchases annually

¢ Coca-Cola’s international marketing prowess, which has made Coke not only as
American as baseball and apple pie but also as English as Big Ben and afternoon
tea, as Chinese as ping pong and the Great Wall, as Japanese as Sumo and sushi,
and as German as bratwurst and beer.

These and dozens of other examples and illustrations throughout each chapter reinforce
key concepts and bring marketing to life.

Changes in the Sixth Edition

The sixth edition of Marketing: An Introduction offers important improvements in con-
tent, organization, style, and pedagogy.

Content and Organization

As we enter the twenty-first century, the major marketing developments can be summed
up in a single theme: connectedness. Rapidly changing computer, information, communi-
cation, and transportation technologies are making the world a smaller place. Now, more
than ever before, we are all connected to each other and to things near and far in the
world around us. Moreover, we are connecting in new and different ways. The sixth edi-
tion of Marketing: An Introduction has been thoroughly revised to reflect the major trends
and forces that are impacting marketing in this new, connected millennium. It offers
important new thinking and expanded coverage on:

Customers: connecting more selectively, more directly, and for life:

xvii
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CHAPTER 1 MARKETING IN A CHANGING WORLD

Keeping Customers Satisfied Phsaomin i
W ok o Connecing for s

Connecting with suppliers
and distributors

e Connecting through
R strategic aliances

Connections with the
World Around Us
Global connections

Connections with values

and responsibilities Figure 1-5
Brcadened Today's
connections

¢ Relationship marketing—developing profitable customers and capturing customer
lifetime value by building value-laden customer relationships.

@ Delivering superior customer value, satisfaction, and quality—attracting, keeping,
and growing customers by developing market-centered strategies and “taking care
of the customer.”

¢ Connecting technologies—employing the Internet and other information, com-
puter, communications, and transportation technologies to connect directly with
customers and to shape marketing offers tailored to their needs.

Marketing partners: connecting inside and outside the company to jointly bring more
value to customers:

& The company value chain—connecting inside the company to create cross-func-
tional, customer-focused teamwork, and integrated action.

& Value-delivery networks—connecting with partners outside the company to create
effective supply chains.

The world around us:

¢ Global marketing—connecting globally with customers and marketing partners.
The sixth edition offers integrated chapter-by-chapter coverage plus a full chapter
focusing on global marketing considerations.

& Marketing ethics, environmentalism, and social responsibility—reexamining
connections with social values and responsibilities. This edition offers integrated
chapter-by-chapter coverage plus a full chapter on social responsibility and
marketing ethics.

¢ Broadened connections—the increasing adoption of marketing by nonprofit and
government organizations.

A substantially revised Chapter 1 introduces and integrates these important themes
to set the stage at the beginning of the course. The chapter concludes with an innovative
new section on the challenges and opportunities marketers will face in the new, connected
millennium. A new Chapter 3, Marketing in the Internet Age, assesses the impact of the
Internet and other technologies on marketing. Recent technological advances, including
the explosion of the Internet, have created an Internet age, which is having a dramatic
impact on both buyers and the marketers who serve them. To thrive in this new Internet
age—even to survive—marketers must rethink their strategies and practices. This new
chapter introduces marketing in the Internet age and the exciting new strategies and tactics
that firms are applying in order to prosper in today’s high-tech environment. The chapter



explores major forces shaping the Internet age; WWVV\A/WVW/\W
major e-commerce and e-marketing develop-

ments in B2C' BZB. C2C‘ and C2B domainS; m PART Il ASSESSING OPPORTUNITIES IN A DYNAMIC MARKETING ENVIRONMENT

and strategies and tactics for setting up a suc-
cessful e-commerce presence.

Additionally, each chapter of the sixth
edition of Marketing: An Introduction provides
fresh new material on everything from Internet
research and the virtual reality displays that test
new products to the high-tech approaches of
the e-commerce marketers who sell them.
Students will learn about the wonders of new
marketing technologies, from the Internet,
database marketing, customer relationship mar-
keting, and Web-based marketing research to
mass customization, Internet business-to-busi-
ness purchasing networks, Web-based personal selling, and technological advances in
marketing logistics. New and revised Traveling the Net sections at the end of each chapter
provide exercises that guide students through the fascinating world of marketing and the
Internet.

Additional new material has been added on a wide range of subjects, including cus-
tomer management and assessing customer value, brand equity and brand management,
value propositions and positioning, experiences marketing, the new direct marketing
model, “markets-of-one” marketing, internal and online marketing databases, Internet and
online marketing research, cross-functional partnering and supply chain management,
business-to-business marketing on the Internet, value pricing, integrated marketing com-
munications, diversity, environmental sustainability, international marketing strategy, and
much more.

The Sixth Edition contains many other important changes. New chapter-opening
examples and Marketing at Work exhibits illustrate important new concepts with actual
business applications. Countless new examples have been

Click-and-mortar: Staples’ Web site now supplements its brick-and-mortar operations. After
two years on the Net, Staples captured online sales of more than $500 million.

added within the running text. All tables, figures, examples, and WWW
references throughout the text have been thoroughly updated. CHAPTER 5 MANAGING MARKETING INFORMATION

The sixth edition of Marketing: An Introduction contains
numerous new photos and advertisements that illustrate key
points and make the text more effective and appealing. The new
video cases that accompany the text help to bring the real world
directly into the classroom.

PART Il ASSESSING OPPORTUNITIES IN A DYNAMIC MARKETING ENVIRONMENT
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The New World of E-Mail Marketing

new

i Mandsddummbnmpies in
s first week—the biggest open-

-lai
mail ads are popping onto our com- ing since SoundScan started track-

currency of the

economy.

Online database ser-
vices such as Dialog put
an incredible wealth of
information at the key-
boards of marketing
decision-makers. Dialog

puter screens and filling up our e-
mailboxes. What's more, they're no
longer just the quiet, plain-text

! 7 biaed

your attention—loaded with glitzy

tive links, color photos,
video, and personalized audio

tomer

features such as animation, intem _is that companies can track cus-

s—how many peo-
) pkopenthnnmgc.whodlds

puts “information to
change the world" at
nology that kids are really into, so your fingertips.
it was a great direct-hit way to get
to them,” says Jeff Dodes, vice-
president for new media and
Internet operations at Zomba.
Kids aren‘t the only target for
e-mall ads. Customers of golf-sup-
ply retailer Chipshot.com—aver-

ing sales in 1991. “E-mail is a tech-
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Learning Aids

The following “Road to Marketing” learning devices dispersed at critical points through-
out the chapter help students to learn, link, and apply major concepts as they progress
through their journey toward learning marketing.

Road Map

Previewing the Concepts: A section at
the beginning of each chapter briefly
previews chapter concepts, links them
with previous chapter concepts, outlines

chapter learning objectives, and intro/
duces the chapter-opening vignette.

Speed Bump

Linking the Concepts: “Concept checks”
inserted at key points in each chapter as

“speed bumps” slow students down to be
certain they are grasping and applying key
concepts and linkages. Each speed bump
consists of a brief statement and a few /

concept and application questions.

Rest Stop
Reviewing the Concepts: A summary
of key concepts at the end of each

chapter reviews chapter concepts and /
the chapter objectives.

Mastering Marketing
The multimedia tool that means business.
This technologically innovative CD-ROM

uses video and interactive exercises /

to actively engage students in learning
core marketing concepts.

PAVAEN)

I

|
In the last chapter, you learned about the complex and changing marketing environ-
ment. In this chapter, we'll look at how companies develop and manage information
about important elements of the bout their
products, and marketing programs. We'll examine marketing information systems l
!
!

designed to give managers the right information, in the right form, at the right time to
| help them make better marketing decisions. We'll also take a close look at the market-

ing research process and at some special marketing research considerations. To succeed

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

> After reading this chapter, you should be able to

1. explain the importance of information to the company

2. define the marketing information system and discuss its parts ‘

| 3. outline the steps in the marketing research process |
|
|

4. explain how

analyze and

S W ich teams up with
large supermarket chains in many huvnly pnpulu:.d areas 10 offer onhne grocery shopping
and home delivery. They also represent a growing market for travel, sports, and other
leisure-oriented products and services (see Marketing at Work 4-2).25

Linking the Concepts
Pull over here for a moment and think about hese d

eply Impacullqh‘n
and, as a result, marketers’ strategies.
- Awyﬁuhwwhkdmwmmmmlm Think of some specific examples of how
you and your buying behavior.

. mnﬂ!ylspodﬁtcommymnhudonea gwd]obdmmlngmhﬂwﬂumdmmnphk
boomers, GenXers, or Generation ), the
American family, and increased dmmty Compare this company to one mm- poor job.

Economic Environment

STOP Rest Stop: Reviewing the Concepts

7X

In the last chapter, this chapter, und the next two chapters,
you'll examine the envi of ing and how
companies analyze these environments to discover
opportunities and create effective marketing strategies.
Cumpames must constantly waitch and adapt 1o the

in order to seck and
ward off threats. The marketing environment wmpn\u
all the actors and forces influencing the company’s abil-
ity to transact business effectively with its target market.

combination of good quality and service at a fair price.

The di of income also is shifting. The rich have
grown richer, the middle class has shrunk, and the poor
have remained poor, leading to a two-tiered market.
Many companies now tailor their marketing offers to two
different markets —the affluent and the less affluent.

3. Identify the major trends in the firm's natural and
technological environments,
The natural environment \h()w\ three major trends: short-

jbe the environmenta] forces that affect the
as been said that the single most important

ment perspective take positive proactive stances

CHAPTER 4 THE MARKETING ENVIRONMENT m

[ @ markeling]

demographic trend in the United States is the
changing age structure of the population. Charac-
terize the differences between Baby Boomers, Gen-
eration X, and Generation Y. Using a personal com-
puter for your example. indicate how this product
should be sold to someone in each of the three
aforementioned generations. Lastly, let us call the
next generation on the horizon Generation D (the

avaivess

Understanding one's environment is critical for any mar-

Mastering Marketing

keting manager. An environmental management perspec-
tive can literally make or break a company. Examine each
of the environments and their respective publics faced by
CanGo. List the critical factors in each of these environ-

ments that must be proactively met by,
its marketing plan to be implements
ments examined, which one do you
to the firm’s long-term success? Ex|

when confronted with problems rather than merely
reacting to adversity. After reading about the contro-
versies presented in Marketing at Work 4-4, assume
your company is under attack by Mr. Richard Hatch.
What would you do to meet the situation with proac-
tive measures? What could you do to minimize nega-
tive publicity and consumer response? Explain your
plan.

markeling




SIES enfdfe Consumers'Tn n iMeratfion tat
them closer to a direct purchase or other ing out-

come. Beyond simply setting up a site, companies must

For a detailed analysis of the mean-
ing and importance of each of the fol-
lowing key terms, visit our Web page  CI
at www.prenhall.com/kotler

fespite these cha

online

enges, mosl companies are rapidly
keting into their strate-

C2C (consumer-to-consumer)
e-commerce

-and-mortar companies

Click-only companies

The following concept checks and di;
will help you to keep track of and apply the concepts
you've studied in this chapter.

Corporate Web site
B2B (business-to-business) Customerization
e-commerce E-business
B2C (busi to-business) E-
e-commerce E-marketing

Travel Log

gies and mixes.

C2B (consumer-1o-business) Extranet
mography Marketing environment

3.

. One distinguishi

Intranet

Marketing Web site
Online advertising
Open trading networks
Private trading networks
Viral marketing

Web communities
Webcasting

Concept Checks

Fill in the blanks, then look for the correct answers,

1. A company’s consists of
the actors and forces outside marketing that affect
marketing management’s ability to develop and
maintain successful ships with its target

Traveling on the Net

*

=

characteristic of Generation Y
is their utter fluency and comfort with computer,
digital, and Internet technology. For this reason,
this generation has also been called

One of _ laws is that as family income
rises, the percentage spent on food declines.

Marketers should be aware of several trends in the
natural environment. Chiel among these are the

Point of Interest: Placing Ads
and Promotions Online

Move over Barnes and Noble, a new (yet old) player is
about to take some of your bookselling business away.
Borders (www.borders.com) booksellers is tired of finish-
ing last when it comes to innovations on the Web. The Bor-
ders team is betting that its HTML-based e-mail campaign
will be just what the doctor ordered to cure its many ills.
With only $27 million in Internet sales last year, Borders
certainly has room for improvement. However, its new lac-
tic of adomning HTML-based e-mail messages with color-
ful graphics, images, and Web links means that Borders is
delivering a message that looks and acts like a Web page.

Campus Books (www.campushooks.com ), Books-a-

million (www.bamm.com), eCampus (www.ccam-

pus.com), and Half Price (www.halfpricebooks.com)
sites?

What online advertising techniques described in the

chapter were used on the Borders Web site? On the

competitive Web sites?

. Considering the challenges facing e-marketing in the
future, what do you think of using the “cookie™ tech-
nique 10 collect data on customers? Under what cir-

would the app be ble to
you? When would it be unacceptable?

4. If the Borders approach is successful in getting cgn-

2

w

CHAPTER 3 MARKETING IN THE INTERNET AGE

MAP—Marketing Applications

>
MAP Stop 3

One of the oldest forms of marketing and promotion is
word-of-mouth. In the new Internet age, word-of-mouth
has become known as viral marketing. Viral marketing is
really quite simple—tell a friend 1o tell a friend that
something is hot and worth noticing. This has worked
successfully with the Doom video game, The Blair Wirch
Project movie, Harry Potter books, Razor scooters, and
Chrysler’s PT Cruiser automobile, to name only a few. To
create “buzz.” the viral marketer targets a group of care-
fully chosen trend leaders in a community who are likely
to use phone or Internet communication to spread the

SR &

viral marketers have learned it is this: start consumers
talking and you will start selling.

Thinking Like a Marketing Manger

1. What applications can you think of for viral or buzz
marketing on the Internet?

2. List three products that you have heard about from
friends. Describe what you were told, how this
matched ad claims, what action you took because of
the information, and how likely you were to buy the
products.

3. Assume you are the marketing manager for a new

Navigating the Key Terms

A list of the chapter’s key terms and
an accompanying Web site provide

a detailed analysis of the meaning and
importance of each term.

Travel Log

Concept checks and discussion
questions help students to keep
trackof and apply what they’ve
studied in the chapter.

Traveling the Net

Application exercises and questions guide

students through the fascinating real
world of marketing and the Internet.

e

MAP—Marketing
Applications

Interesting case histories, real-life
situations, and timely descriptions
of business situations put students

in the place of a marketing
manager so they can make real
marketing decisions.



Additional Learning

Aids
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time we are buffeted by the rapid pac 3
The result of this “millennial fever™ is a yearing to turn back the clock. to ref
simpler times. This yeaming has in tumn produced a massive nostalgia wav

Full color figures...

vivid photographs, advertisements, and illustrations.

Throughout every chapter, key concepts and applications are

illustrated with strong, full-color visual materials.

Marketing at Work
Exhibits

Additional examples and important
information are highlighted in
Marketing at Work exhibits
throughout the text.

Video Cases

Chapter-Opening Vignettes

Each chapter starts with a dramatic marketing
story that introduces the chapter material and
arouses student interest.

cnarTE]

custom
beau

leascmrd

Customerization: At Reflect.com, people formulate thei

“one of a kind products for ane of a kind you.” More th|
M

ding, lﬂduﬂwﬁﬂ%u

Every chapter is supplemented
with a written case that also has a

video component that brings the/r

material to life.

Glossary
At the end of the book, an extensive

Appendixes

and
predict cated aud itsvery | country, those in higher-
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md-ﬂr—mupn‘t: might have difficutty reaching ' mmmmm
ady it * says Paul the y was made
> =
advantages ate speed and cost-effec-
tiveness. Online focus groups
some advance scheduling, but results
Sodie i Brand manager eliminates
online studies in only a matter of pilot costs, becomes hero
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Video Case 1.

The Journal News: How You Know
Newspapers and Customers
“Unlike many other products, newspapers have the ability to
create a relationship with their customers every single day. Each
day we deliver o completely new product to e/l of our cus
tomers.” said John Green, vice president of marketing for The
Journal News. 1§ customers want 10 read sports first, they pull
that out of the paper: if they want business, the; there first,
They can participate in the newspaper in a way that's comfort
able for them. That's building a relationship with the reader™
What attracts customers 1o # newspaper like The Journal
News 10 begin the relationship-building process? “We deliver 4
ersnn 5 lm,.ll \Anrld suid John. The Journal News sells in

Ind

R 3 MARKETING IN THE INTERNET AGE

As first the Gen Xers
and soon the Gen Ys
have children of their
own, they are creating
2 huge kids and teans
market.
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PART 11 IN A DYNAMIC

Management chose the name The Journal News, taken
The Rockland Journal News. By dropping the word Rock
the newspaper ceased to be identified with just one geogrd
area. If it had chosen The Tarrytown Daily News, resider
places such as Yonkers and White Plains could have usey
name to claim “That's not our paper” Because Rock
County is on the other side of the Hudson River
Westchester and Putnam counties, customers in those cou|
were less familiar with the name and didn’t associate it
specific geographic area.

Journal News comes in four editions: the nort
central, and southern editions for Westchester and Pu
counties and u Rockland edition for Rockland County.
each edition, the staff is able to localize the news to that p
ular region. Of course, sections such as business and lifel
and even classifieds can stay the same across all editions.
haying four editions provides the opportunity to increase

exes

Two appendixes, “Marketing Arithmetic” and

glossary provides quick reference to the
key terms found in the book.
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“Careers in Marketing,” provide additional,

practical information for students.

Author, company and subject
indexes reference all information
and examples in the book.



A Total Teaching and Learning Package

A successful marketing course requires more than a well written book. Today’s classroom
requires a dedicated teacher and a fully-integrated teaching system. A total package of
teaching and learning supplements extends this edition’s emphasis on effective teaching
and learning. The following aids support Marketing: An Introduction.

For the Instructor

*

On Location—Custom Case Videos for Marketing. A new set of custom videos
accompanies the sixth edition, together with new video cases. The new video cases
include companies such as Exclusively Weddings (segmentation and targeting),
Clarins (distribution), and American Standard (integrated marketing communica-
tions).

Instructor’s Resource Manual. This teaching guide contains chapter-by-chapter
teaching outlines and answers to end-of-chapter problems and applications.
Throughout, this guide places special emphasis on media supplements such as
PowerPoint slides and Web resources. Then guide also includes Internet exercises
and class projects.

Test Item File. Acclaimed by users, this test bank has been carefully revised and
tested. The test bank includes up to 85 multiple choice and true/false questions per
chapter, together with essay and application questions. All questions are graded for
difficulty and include section references.

Windows Test Manager. The PH Test Manager offers electronic test generation
and answer keys. All questions can be edited and scrambled to create fully
customized tests.

Color Transparencies. PowerPoint slides and text figures are available as acetate
transparencies and as electronic files on disk.

PowerPoint Slides. Up to 25 slides per chapter, this set of lecture aids follows the
chapter outline and also offers additional material from outside the text. These files
are also included on the CW Web site.

Instructor's Resource CD. This handy resource provides one source for all your
supplement needs. The CD contains the entire Instructor's Resource Manual, Test
Item File, and PowerPoint Slides.

CW (Prentice Hall’s Learning on the Internet Partnership). This Web resource
provides professors with a customized course Web site that features a complete array
of teaching material including downloadable versions of the Instructor’s Resource
Manual and PowerPoint slides, plus great resources such as current events and
Internet exercises. Also included is an interactive and exciting online Student Study
Guide. Try the syllabus builder to plan your course. Go to www.prenhall.com/kotles
to preview this resource.
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For the Student

Marketing: An Introduction, Sixth Edition, can be packaged with any of the following stu-
dent media supplements:

& Mastering Marketing CD-ROM from the Mastering Business Series. Included with
every copy of this text. This technologically innovative CD-ROM uses video and
interactive exercises to actively engage students in learning core marketing concepts.
Mastering Marketing is tied directly to the text through sections at the end of every
chapter.

¢ Marketing Plan Pro CD-ROM. Available at a modest extra charge in a package, this
highly-acclaimed program enables students to build a marketing plan from scratch.
Marketing Plan Pro also includes sample marketing plans. It is the best commer-
cially available marketing plan software.
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