Marketing, 8e

Marketing in the 21st Century

b ATOMICHofPUBLISHING COm 4§

PUBLISHING
r

ATOMIGE




niversity

Cincinnati, OH
www.atomicdogpublishing.com



Copyright © 2002 by Atomic Dog Publishing. All rights reserved.
ISBN 1-931442-07-X

Library of Congress Control Number: 2001093343

No part of this publication may be reproduced, stored in a retrieval
system, or transmitted, in any torm or by any means, electronic,
mechanical, photocopying, recording, or otherwise,

without the prior written permission of the publisher.

Printed in the United States of America by Atomic Dog Publishing, 1203 Main Strecet, Third floor,
Cincinnati, OH 45210.

1098765432



In moving into the new millennium, Marketing, 8e has undergone a dramatic and exhil-
arating transformation into a state-of-the-art multimedia package. Our new subtitle,
Marketing in the 21st Century, is not just a cute catchphrase. It is intended to signify that
we are focused on the marketing concepts that will be essential for the future success of
any organization or person, presented in a technologically advanced pedagogical format.
We are proud to lead the principles of marketing textbook market into the realm of full
reader interactivity—at a value price point.

Marketers in the 21st century, more than ever before, will need to understand and
properly apply new communication technologies, especially on the World Wide Web.
Although the media have widely reported on the difficulties associated with E-commerce
(referring to online sales transactions), the potential uses of E-marketing (encompassing
any marketing activities conducted through the Internet, from customer analysis to
marketing-mix components) are enormous.

With this in mind, Marketing, 8e not only covers emerging topics in detail, it does so
in an interactive, dynamic matter. Here’s how: The book can be purchased in two ways:
(1) in a four-color print format with access to a full-featured Web site or (2) as a sub-
scription to the full-featured Web site. The print version has all of the elements that you
expect: comprehensive topical coverage, a colorful design, a mix of 40 short and long
cases, career material, etc. The Web site has the complete text, chapter by chapter, in a
reader-enticing format. It contains 1,500 hotlinks to actual Web sites, distributed
throughout the book; 120 short online video clips, 4 to 6 in every chapter; more than 100
animated in-chapter figures that visually display flowcharts, bar charts, and so on; a click-
able glossary so the reader can immediately see the definitions of key terms; a list of “Web
Sites You Can Use” in each chapter (which also appears in the printed version); hotlinks
to a strategic marketing plan outline; an online Web exercise in each chapter; and a
whole lot more!

These are fascinating times for all of us. During recent years, we have seen the true
arrival of the PC age and the World Wide Web, the steady movement in the United
States and many other nations around the globe to service- rather than production-
driven economies, a growing understanding and interest in customer service and cus-
romer satisfaction, greater attention to consumer diversity in the marketplace, the
emergence of free-market economies in Eastern Europe, business and government grap-
pling with such ethical issues as the consumer’s right to privacy, the impact of deregu-
lation on society, and a host of other actions.

The years ahead promise to be even more intriguing, as the European Union adds
more member countries; nations in the Americas make their markets more accessible to
one another; other foreign opportunities grow; technological advances continue; and we
try to cope with slow-growth economies in various parts of the globe. As we prepare for
the coming decade and beyond, an appreciation of marketing (and its roles and activi-
ties) become critical.

We believe that a 21st century principles of marketing textbook must incorporate
both traditional and contemporary aspects of marketing, carefully consider environmen-
tal factors, address the roles of marketing managers, and show the relevance of marketing
for those who interact with or who are affected by marketing activities (such as con-
sumers). We also believe such a textbook should describe marketing concepts to readers
in a lively, comprehensive, and balanced way. As we indicate at the start of Chapter 1,
marketing is “an exciting, fast-paced, and contemporary business discipline.”




Although the basic components of marketing (such as consumer behavior, marketing
research and information systems, and product, distribution, promotion, and price plan-
ning) form the foundation of any introductory-level marketing textbook, contemporary
techniques and topics also need to be covered in depth. Among the contemporary topics
that are examined in full-chapter length in Marketing,, 8e are developing and enacting
strategic marketing plans; societal, ethical, and consumer issues; global marketing; mar-
keting and the Web; organizational consumers (including manufacturers, wholesalers,
retailers, government, and nonprofit organizations); goods versus services marketing
(including nonprofit marketing); integrated marketing communications; and coordinating
and analyzing the marketing plan. Environmental effects are noted throughout the book.

Marketing, 8e explains all major principles, defines key terms, integrates topics, and
demonstrates how marketers make everyday and long-run decisions. Examples based on
such diverse organizations as Amazon.com, BMW, British Airways, Coca-Cola, ESPN,
General Electric, Kenmore, Lands’ End, Metropolitan Life, Napster, Nestlé, Swatch,
Toyota, United Parcel Service (UPS), Visa, Yahoo!, and Wrigley appear in each chapter.
The examples build on the text materials, reveal the stimulating and dynamic nature of
marketing, cover a wide variety of firms, and involve students in real-life applications of
marketing.

A NEW TRADITION BEGINS WITH MARKETING, 8E

We are as dedicated today as in the first edition of Marketing to have the most contem-
porary principles of marketing text on the market. Thus, we have listened very carefully
to the feedback from our colleagues, students, and our new Atomic Dog Publishing team.
And we have acted on this feedback. The world is evolving and so are we. Marketing, 8e
has some major changes, which can be divided into two categores: interactive learning
and content.

Interactive Learning Brings Marketing, 8e to Life

During the time that we have worked on Marketing, 8¢, we have been dazzled by the skills
of Atomic Dog Publishing. We hope you will be, too. As was already noted, Marketing, 8e
has a full-featured, highly interactive Web site. We believe this Web site will motivate
students to learn about marketing principles in a way that encourages their participation
in the learning process. Our goal is to move the reader from passive learning to active
learning.

These are just some of the ways in which our Web site brings Marketing, 8e to life:

® The complete text is available online. Material may be accessed via concise, simple-
to-follow sections. There is a drop-down screen in every chapter that enables the
reader to easily move between topics in the chapter.

o There are animated figures in each chapter to illustrate key concepts. For example,
in Chapter 1, the reader can see how marketing evolves, era by era; in Chapter 10,
alternative consumer demand patterns actually break apart or move together; in
Chapter 12, the goods/services continuum is easier to understand through its visual
depiction; and in Chapter 22, sales analysis is enlivened.



The figures are not only animated; they are also highly interactive. Through the use
of “mouseovers” and “clickovers,” the reader can access more information (such as
definitions and examples) about the topics in the figures. This means that the online
design of the figures is less cluttered and that instant self-testing is possible.

All of the in-chapter key terms are linked to the glossary. With just a click, the def-
inition of a term appears onscreen.

Through a drop-down screen, the reader can do a key word search for any topic in
the book from any chapter in the book.

To further involve the reader, there are numerous short video clips, carefully selected
and tied into the text.

Each chapter has in-chapter study questions.

At the end of each chapter, there is a full study guide for the chapter, complete with
a series of self-review questions and their answers.

A simple click connects the reader to one of the 1,500 hotlinks that are noted
throughout the book. These links deal with a wide range of organizations and infor-
mation. At the end of every chapter, online and in print, there is a section called
“Web Sites You Can Use;” and there is a Web-based exercise.

At the beginning of each part of the online book, there is a hotlink to the relevant
section of a strategic marketing plan.

There are 18 computer exercises (keyed to important marketing topics) that are
available through an online download. In addition, there is a comprehensive com-
puterized strategic planning exercise (keyed to Chapter 3).

Content Changes for the 21st Century

Here is a synopsis of the content changes we have made for Marketing, 8e. We hope you
are pleased with them:

1.

2,

The book is shorter, without any dilution of coverage. There are now 22 chapters
(rather than 23).

These substantive chapter changes have been made:

a. Chapter 1 (Marketing Today)—The coverage of customer service and relation-
ship marketing is enhanced.

b.  Chapter 2 (The Environment in Which Marketing Operates)—The discussion
of corporate culture is expanded. Examples are more focused.

c.  Chapter 3 (Developing and Enacting Strategic Marketing Plans)—The section
“Devising a Strategic Marketing Plan” has been greatly revised. There is a much
more detailed strategic marketing plan online, with a new comprehensive com-
puter exercise (which is explained in a Chapter 3 appendix).

d. Chapter 4 (Information for Marketing Decisions)—There are now several
hotlinks to firms that market commercial data bases, as well as examples of
online marketing research.



Chapter 5 (Societal, Ethical, and Consumer Issues)—Throughout the chapter,
there are hotlinks to organizations and government agencies involved with soci-
etal, ethical, and consumer issues.

Chapter 6 (Global Aspects of Marketing)—To provide more insights about the
global marketplace, several online resources are noted and hotlinks to leading
economic communities are provided.

Chapter 7 (Marketing and the Internet)—This new chapter demonstrates why
the Internet is a valuable marketing tool, explores the multifaceted potential
marketing roles for the Internet, shows how to develop an Internet marketing
strategy, illustrates how the Internet is being utilized to enhance marketing
strategies, considers the challenges of using the Internet in marketing, and fore-
casts the future of E-marketing.

Chapters 8-10 (Part 3: Consumer Analysis)—All examples and data are new or
have been updated. The material on final consumer demographics, lifestyles, and
decision making has been combined into one chapter (Chapter 8: Final
Consumers) to create a smoother flow of information.

Chapters 11-13 (Part 4: Product Planning)—The material on branding and
packaging has been integrated into Chapter 11 (Basic Concepts in Product
Planning). The “Web Sites You Can Use” section in Chapter 12 (Goods Versus
Services Planning) has hotlinks to dozens of diverse organizations that engage in
service marketing. The discussion on the product life cycle has been moved to
Chapter 13 (Conceiving, Developing, and Managing Products).

Chapters 14-16 (Part 5: Distribution Planning)—Chapter 14 (Value Chain
Management and Logistics) now focuses more on the value chain, the value
delivery chain, and logistics. In Chapters 15 (Wholesaling) and 16 (Retailing),
the sections on recent trends have been completely revised.

Chapters 17-19 (Part 6: Promotion Planning)—Chapter 17 (Integrated
Marketing Communications) has much greater coverage of integrated marketing
communications, and introduces that topic early in the chapter. Chapters 18
(Advertising and Public Relations) and 19 (Personal Selling and Sales
Promotion) have been thoroughly updated.

Chapters 20-21 (Part 7: Price Planning)—All data and examples are new or
have been updated. Many hotlinks have been added.

Chapter 22 (Pulling It All Together: Integrating and Analyzing the Marketing
Plan)—There is greater emphasis on the value of integrated marketing plans and
enhanced coverage of benchmarking and customer satisfaction research.

All of the opening vignettes are new. The vignettes deal with major events that
relate to the chapter at hand, such as valuing the customer’s time, do-it-yourself
research, college students and the Web, low-budget integrated marketing communi-
cations, and the value of economies of scale in marketing.

All in-chapter boxes are new. Two of the boxes have a similar theme as the prior edi-
tion of Marketing: “Ethical Issues in Marketing” and “Global Marketing in Action.”



The theme of the third box is new: “Marketing and the Web.” The boxes’ thought-
provoking nature has been retained.

a.  The ethics boxes involve such subjects as “Big Business Does Not Have to Mean
Bad Ethics,” “Taking Advantage of Vulnerable Consumers for Diet Products,”
“Should There Be a ‘Cocktail Hour' on Television?,” and “Will Napster’s New
Business Model Succeed?”

b.  The global boxes deal with such subjects as “When in Rome: Playing by
Different Rules for Advertising to Children,” “The Declining Reliance on
English in Online Activities,” “Innovation: Anywhere, Any Time,” and “Paying
the Price for Growing Too Fast in Global Markets.”

c. The Web boxes cover such subjects as “Internet Sales May Be Taxing—Or
Maybe Not!,” “Measuring Web Site Effectiveness by Counting Eyeballs,” “Doing
a College Search without Leaving Home,” and “Bargaining for a Vacation with
an Internet Auction.”

“Web Sites You Can Use” is a new, very reader-friendly, in-text feature. In every
chapter, just before the summary, there is a listing of valuable Web sites for marketers,
These chapter-related Web sites range from search engines to shopping venues to
benchmarking practices.

All cases are new and divided by part. Among the organizations included in the 32
short cases are AT&T, Deere, Dial, Ikea, Kinko's, and Xerox. The 8 comprehensive
cases deal with “Customer Research, Not Marketing Research,” “The True Price of
Penalties,” “Transactional Segmentation to Slow Customer Defections,” “Market-
Driven Product Development,” “Communicating for Better Channel Relationships,”
“Communications and Sports Marketing,” “Value Measures in the Executive Suite,”
and “Creating Long-Term Marketing Health.”

All data and examples are as current as possible.

The careers appendix (Appendix A) has been expanded and has a number of
hotlinks:

The computer exercises, keyed to the text, have been revised and are included in
Appendix C.

BUILDING ON THE STRONG FOUNDATION
OF MARKETING

These general features have been retained from prior editions of Marketing:

®

A lively easy-to-read writing style.
A balanced treatment of topics (by size of firm, goods- and service-based firms,
profit-oriented and nonprofit firms, final and organizational consumers, etc.).

Comprehensive coverage of all important marketing concepts, including eleven
chapters on the marketing mix (product, distribution, promotion, and price
planning).

A full-color design throughout the book, including lots of photos and figures. These
illustrations are all keyed to the text, as well as visually attractive.

Part openers that provide integrated overviews of the chapters in every part.




Many definitions from the American Marketing Association’s Dictionary of Marketing
Terms.

Early coverage of societal, ethical, and consumer issues, and global marketing
(Chapters 5 and 6 respectively).

Service marketing coverage in the section on product planning (Chapter 12).

A mix of short and long cases, 40 in all (four short cases and one comprehensive case
per part).

An appendix on careers in marketing.

An appendix on marketing mathematics.

An appendix on computerized exercises that accompany the text. A computer sym-
bol in the relevant chapters keys the exercises to the concepts involved.

A detailed glossary.

Separate company, name, and subject indexes.
These features have also been retained and are contained in each chapter:

Chapter objectives that outline the major areas to be investigated.

An opening vignette that introduces the material through a real-world situation.
An introductory overview that sets the tone for the chapter.
Thought-provoking boxed extracts on key marketing topics.

Descriptive marginal notes (in the print version) that highlight major concepts.
Boldface key terms that identify important definitions.

Many flowcharts and current figures and tables that explain how marketing concepts
operate and provide up-to-date information.

Numerous footnotes to enable the reader to do further research.

Chapter summaries keyed to chapter objectives. These summaries are followed by a
listing of key terms, with text page references.

End-of-chapter questions divided into separate “review” and “discussion” categories.

THE MARKETING, 8E PACKAGE

A complete package accompanies Marketing, 8e. For students, there are online comput-
erized exercises, a study guide, numerous hotlinks to career information, current events,
etc. For professors, there are lecture and resource materials, as well as testing materials. To
aid the classroom learning experience, there are longer video clips and hundreds of
PowerPoint slides.

HOW MARKETING, 8E IS ORGANIZED

Marketing, 8e is divided into eight parts. Part 1 presents marketing in a contemporary
society, describes the environment within which it operates, presents strategic planning
from a marketing perspective, and discusses marketing information systems and the mar-



keting research process. Part 2 covers the broad scope of marketing: societal, echical, and
consumer issues; global marketing; and marketing and the Internet. Part 3 deals with
marketing’s central thrust: understanding final and organizational consumers in the
diverse marketplace. It examines demographics, lifestyle factors, consumer decision mak-
ing, target market strategies, and sales forecasting.

Part 4 encompasses product planning, branding and packaging, goods versus services
marketing, the product life cycle, new products, and mature products. Part 5 deals with
distribution planning, value chain management, logistics, wholesaling, and retailing. Part
6 examines integrated promotion planning, the channel of communication, advertising,
public relations, personal selling, and sales promotion. Part 7 covers price planning, price
strategies, and applications of pricing. Part 8 integrates marketing planning—including
benchmarking and customer satisfaction measurement—and looks to the future.

Please note: we don’t want you getting lost as you move between the Web and print
formats, so we numbered the primary heads and subheads in each chapter the same. For
example, the first primary head in Chapter 1 is labeled 1-1, the second primary head in
this chapter is labeled 1-2, and so on. The subheads build from the designation of their
corresponding primary head: 1-1a, 1-1b, etc.

The numbering system is designed to make moving between the online and print
versions as seamless as possible. So if your instructor tells you to read the material in 2-3
and 2-4 for tomorrow’s assignment, you'll know that the information appears in Chapter
Z of both the Web and print versions of the text, and you can then choose the best way
for you to complete the assignment.

We are pleased that previous editions of Marketing were adopted at hundreds of col-
leges and universities nationwide and around the world. We hope Marketing, 8Se is satis-
fying to continuing adopters and meets the needs of new ones. Thanks for your support
and encouragement.

Please feel free to communicate with us. We welcome comments regarding any
aspect of Marketing, 8e or its package: Joel R. Evans or Barry Berman, Department of
Marketing and International Business, Hofstra University, Hempstead, N.Y., 11549. You
can E-mail us ar re@hotstriedu or mkrbxb@hofstra.cdu. We promise to reply to any
correspondence we receive.

Joel R. Evans
Barry Berman
Hofstra University
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A Brief Walk

MARKETIN

T n this walking tour, you

‘ will find an overview of
several distinctive features

of Marketing in the 21st

, e:

Marketing in the

2]st Century

Commercial data bases can
provide useful ongoing information

4-2b Commercial Data Bases

Because client companies need current, comprehensive, and relarively inexpensive infor-
mition about the environment in which they operate, many specialized research firms
offer ongong commercial data bases with information on population traits, the husiness

We look at how
commercial
data bases

<«— enhance

environment, economic foreeasts, industry and individual companies’ performance, and marketing
Century. Through these fea- orher items. Duta bases may incluide newspaper and magazine asticles, business and house: 5z
decision
tures, we present the most making.

complete coverage possible of
the field of marketing—and
do so in an interesting, inter-
active, and contemporary way.

17-3 AN INTEGRATED APPROACH
TO PROMOTION PLANNING
When a well-coordinated promation plan is developed and applied, a firm uses integrated

marketing communications (IMC). As defined by the American Association of
Advertising Agencies ( ) IMC “recognizes the value of a comprehensive

The value of integrated
marketing communications is

€ an underlying theme in

It's all covered—from absolute

N " plan thar evaluates the strategic roles of u variety of communication disciplines—adver- Mark t .

product failure to yield man- tising, pablic relations, personal selling, and sales promotion—and combines them to pro- eting
L vide clurity, consistency, and maximum communication impact.” For example, Frito-Lay
agement pricing.
Marketing in the 21st Century.
infroduces (]nd integ rates key TABLE 7V P8 Top 10 Countries’ Internet Penetration of the Home Market, \sg,,‘ The market‘ing
. as of January 2001 2 98" .

marketing concepts, many of potential of the

Internet around
the globe is

which have grown in impor-
tance in recent years, such as

~ Active Home Average Time Average Nnmlt of

. i Users Spent Per Month  Sessions Per M discussed.
commercial data bases, inte- _ -—
United States 101 4 million 9 hours, 58 min 18 36
groted ma rketing communica- Japan 15 4 million 7 hours, 57 min 16 12

tions, marketing and the
Internet, strategic marketing
plans, and value chain man-
agement.

3-6a A Sample Outline for a Written Strategic
Marketing Plan

What are the ingredients o 4 good straregic marketing plan? Here is a brief list:

We fully describe how to build
a strategic marketing plan.

It should be integrated into an organization’s overall business plan.
leshonld atteer the consideration of strateic choices.

I should force o long-range view.

It should make the resource allocation sysrem visible

i

FIGURE 14-1
The Distribution Process

v adapted by the auth

Supplier/
Manufacturer
Goals

ars and Barry
nd Ope

The importance of the value

i a5t Busin
w':‘m ,ﬁ’::é:;":"i;gg h D;E%ff B - chain and fhe \{alue delivery
<RAe, — / . chain are highlighted.
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This highlights
our extensive

Sephora { ) is i retail concept intent an generating loval customers:
Founded in 1993, Sephora is the leading chain of perfume and cosmetics stores in France
and the second biggest in Europe. It has stores in France, Luxembourg, Spain, ltaly,

Portugal, Poland, Germany, Great Britain, and Japan; and it is growing rapidly. Sephora

Because we believe market-
ing’s vital role should be

coverage of
domestic and
global
marketing.

Do QYN U VD,

—_—

Small firms, as well as large

T T e L1 S

M LANOK SPECIALISTS

e nrERRENE)

—Samuam,

THREE CUSTOM COLOR SPE(

"W
“

Sephora: Bringing Its
Relationship Marketing
Philosophy to Perfume and
Cosmetics

Offering custom colors is one

of the many tactics used by
Sephora to generate repeat
business and very loyal shoppers

Source Reprinted by permission of
PricewaterhouseCoopers

sumers.

shown in varied situations, we
; ‘ have worked especially hard
to present a balance of exam-
ples on domestic and interna-
tional marketing, large and
small firms, goods and ser-
vices, and final consumers
and organizational con-

ones, are involved with
marketing and strategic
planning.

Chapter 12 (“Goods Versus
Services Planning”) integrates

Y

3-6b Moonstruck Chocolatier: A Strategic Marketing
Plan by a Small Specialty Firm?8

In 1992, Bill Simmons and his wife Deb decided ro open Moonstruck Chocolatier in
Portland, Oregon. Moonstruck opened for business in 1993 as o maker of truffles for the
wholesale market. It sold ro other rerailers, including Neiman Marcus, Marshall Field, and
Starbucks. The tirm introduced it tirst retail store in 1996 and sales rose rapidly. Today,
Moonstruck s 1 successful tirm, specializing in chocolate-hased products, with annual

Although a small compamy,
Moonstruck Chocolatier has a
detailed strategic marketng plan

services marketing into
product planning.

Both final and organizational
consumers are important to
marketers.

\]

12-3a A Goods/Services Continuum
A goods/services continuum caregorizes products along a seale from pure goods 1o pure
services. With pure goods, the seller offers the consumer only physical goods without any
accompanying services. With pure services, the seller offers the consumer only nongoods
services without any accompanying physical goods. Between the two extremes, the seller
would offer good/service combinations to the consumer.

With a goods/services continuum
products are positioned from pure
goods to pure services

\J

Final Consumers
This chapter is devoted to final consumer demographics, lifestyles, and
isi We cific demographics (objective and
re population) for the United
?‘gtb& By studying final consumer
learn about why and how consumers
arious social and psychological factors,
ision process involves the steps as

purchase or nonpurchase.

umers
ers purchasing goods and services
or resale to other consumers. We

consumers and at their individual
ture, constraints on purchases, and




or Marketing, 8e:

Marketing in the

2]st Century, we
have three all-new
thought-provoking boxes
in every chapter:

* “Ethical Issues in
Marketing.”

* “Global Marketing
in Action.”

* “Marketing and
the Web.”

Each box presents a
real-life situation and
asks the reader to be a
decision maker and state
a position or make
suggestions.

What Is an SUV—And Why Does It Matter?

Cause Marketing: Profiting by Giving

Why Scotchgard Was Withdrawn as a Protector of Fabrics and Upholstery
The “People’s Republic of Counterfeiting”
The Battle Between Property Owners and Their Hotel Operators
The Good Works of Starbucks

The Creativity of Big Tobacco

Should There Be a “Cockrail Hour” on Television?

The Controversy Behind Free Drug Samples

The Winners and Losers in Gray Markets

Hello, We Have a Cheaper Fare Online

Can a New Napster Business Model Succeed?

Shcw Me That You Want Me: How Forexgn Countries Attract Businesses
The Gender Gap in E-Tailing Outside the United States
Generic Brands Come to Brazil

Virgin Air: Stormy Weather Ahead

Innovation: Anywhere, Any Time

Optimizing Supply Chains

Thailand’s Siam Makro: A Wholesaling Powerhouse
Who Owns Dunkin’ Donuts Anyway?

Promotion in India: New Strategies Come into Focus
U.S. Public Relations Blunders Overseas

Loyalty Programs Welcomed in South America

The Euro: An Underachieving New Currency

Is It Possible for Prices to Be Too Low?

Paying the Price for Growing Too Fast in Global Markets




SaveDaily.com: Shop Until You Drop, Then Save a Little
Using the Internet with B-to-B Trade Shows
Doing a College Search without Leaving Home
New Uses for Bar Codes

Online Ratings of Health Care Professionals
Photo-Sharing Web Sites Revolutionize Picture Taking

How the Internet Is Transforming Long-Haul Logistics

Retail Exchange.com: A Nearly 100-Year-Old Wholesaler Turns to the Internet
E-tailing and Customer Service

Using E-Mail as Part of an Integrated Marketing Communications Strategy
What’s Ahead for Online Advertising

Reviving Green Stamps Through Greenpoints.com

Shopping Online Without a Credit Card

Bargaining for a Vacation with an Internet Auction

Testing for Web Site Usability




arketing in the 21st

Century has 32

short cases (four
‘per part) and 8 comprehen-
sive part cases. These cases
cover a wide range of com-
panies and scenarios. All are
new to this edition and
extremely current.
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Each of the
eight parts in
Marketing ends
with four short
cases on real
companies.

End-of-part cases integrate
the material discussed in the
group of chapters in particular
parts of the text.
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S ur goal is to reinforce the
( ( ) | principles in Marketing in

N N

\.

.~ the 2]st Century in a use-
ful and lively way. So, we've got all
the in-text pedagogy you could
want: part openers, chapter objec-
tives, chapter vignettes, high-
lighted key terms and marginal
notes, photos and line art, bottom-
of-page footnotes, useful Web
links, summaries linked to chapter
objectives, review and discussion
questions, appendixes, and more!

Chapter-opening vignettes
engage students in marketing
in a very reader-friendly
manner. These vignettes
cover diverse organizations
and situations.

he fragmenration of the mass
market and the rising importance
of segmented media such as cable
TV and special-interest magazines have
led ro greater use of market segmentation
strategies by mainstream marketers. One
newer segmentation  strategy, called
diversity marketing, focuses on pursuing
customers on the basis of race and lan-
guage preference
Although it comprises only four per-
cent of the U.S. population, the Asian-
American market segment has been
viewed as diversity’s darlings. Not only is
rhis market segment the fastest-growing
population group according - census
data, but also it is affluent and well edu

ted. Of particular importance to marketers is the

large spending by Asian-Americans on PCs, insurance, and international relephone calls.

One firm that has successtully appealed to Asian-Americans is the New York Times.
Its campaign consisted of print ads, commercials, direct mail, and communiry events rar-
geted directly ar Asian-Americans. The campaign was so successful that the Times s
expanding it from New York City to San Francisco, Oakland, and Silicon Valley in
California.

For several reasons, reaching and appealing to this market segment is far from easy. One,
marketers must fully understand the various culrural issues i dealing with - Asian-
Americans. For example, the number *4” may imply death and therefore would be a poor
choice in a business telephone number. Two, there are significant differences among the eth-
nicities that comprise the Asian-American market. AT&T utilize n ditferent languages
1o reach Astan-Americans, which increases the complexity and overall expense in reaching

this seament. Three, vital markering research data on the Asian-American market is ofren
not available. Niclsen does not break our television viewership by Asian-Americans.

In an attempt to increase the information about Asian-Americans, the 2000 federal
census, for the first time, was printed in four Asian languages (Chinese, Korean, Tagalog,
and Viernamese), in addition to English and Spanish. Census employees speaking each of

these languages also statfed census telephone assistance centers. Some marketers feel the
additional data will result in more ads being aimed at Asian-Amenicans by pharmaceuri-
cal firms, packaged food marketers, and health care providers.!

In this chapter, we will e
cgy and the relared topic of sales forecasting. Ethnicity or race is only one of many possi-

imine each step involved in planning a rarget market strar-

ble hases of segmentation.

10-1 OVERVIEW

After gathering dara on consumer traits, desires, and decision making, company and
industry attributes, and environmental factors, a firm is ready to select the targer mar-
ket(s) ro which it will appeal and for which it will develop a suitable strategy. The total
market for a particular good or service consists of all the peaple and/or organizations who

ISeuart Elliote, “Markerers Study Nuances t Reach a Valued Audience,” New York Times im the Wk
(March 6. 2000)

A market is all possible consumers
for a good ov service, Through
market segmentation, it can he

subdivided.
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WEB SITES YOU CAN USE

AdCritic.com (

Adeater (

from around the world

Adflip (

library” to access thousands of TV commercials

There are numerous Web sites that provide access to current and past adver-
tisements. Many offer real-time video commercials. Here is a cross-section of
sites where you can view or read ads [Please note: TV ads are best viewed
through a high-speed connection. The download time may be lengthy with a
telephone modem]:

In each chapter, there is a
NEW feature entitled “Web
Sites You Can Use.”

)—TV commercials AdReview ( om)—TV commercials
}—Click on “Cinema Advertising Council (v adca org/tr cam -€
1m/)—Multimedia public service announcements
(PSAs)
)—Print ads USA TV Ads (+ ) 1)—TV commercials



We have an extensive video supplement. There are 4 to 6 short video clips in each chap-
ter of the online version of Marketing in the 21st Century. These clips are all tied to the
text and reinforce major concepts. The print version shows video icons for these videos
in each chapter.

In addition to the online in-chapter video clips, there are eight part videos that
accompany Marketing. These videos are available to professors in a VCR format. They
range from 6 to 9 minutes in length, based on marketing research that indicates a prefer-
ence for videos of this length:

Part

Video Title/Brief Summary

1

Marketing Research: This video defines marketing research, applies marketing
research to a study of the effectiveness of a Wendy’s advertising campaign, and
describes the research process.

European Union: This video explains the major economic implications of the
European Union. Specific topics include the free movement of goods, common
product standards, the opening of public procurement, and airline deregulation.
Wholesale and Industrial Salesmanship: This video focuses on the sales process.
Major differences in selling consumer versus industrial products are noted. The
role of competitive bidding in organizational marketing is also discussed.
Product Planning: This video distinguishes among convenience, shopping, spe-
cialty, and unsought products. The marketing implications of this classification
system are reviewed.

Franchising: This video explores different types of franchising. Examples and
trends are noted.

Broadcast Media: This video describes the planning and evaluation of TV
advertising. Topics include the calculation of gross rating points, the character-
istics of TV as an ad medium, and the appropriate use of cable and network TV.
Markdown Planning: This video explains the reasons for markdowns, the appro-
priate use of early markdowns and an automatic markdown policy, and the cal-
culation of different types of markdowns.

Relationship Marketing: This video describes the use of relationship marketing
principles by a small ladies’ specialty clothing retailer, Harley Davidson, and
Saturn autos.



