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Preface

Marketing: Real People, Real Choices, Second Edition
By Michael R. Solomon (Auburn University)
and Elnora W. Stuart (Winthrop University)

({4 s professors of marketing for a combined 30 =

years, we have learned that students learn

best when the material speaks to them about
their world. We've written this textbook as a fresh alterna-
tive to other texts on the market—a text that shows
students the people behind marketing, in companies big

and small. Below we share our ‘marketing plan’ as a Real People
preface for this Second Edition with you.” Real choices
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Marketing Plan

(1) SITUATION AFNALYSIS
They say you can't judge a book by its cover. We don't agree. Take a look at ours. Unusual?
Memorable? Hard to get approved by our publisher? You bet. The operative word here is bold (and
we're not talking about the laundry soap). With this second edition of Marketing: Real People,
Real Choices, we decided to start by making a bold claim:

No other text will bring your students closer
to doing real world marketing.

Bold stuff. But we can back it up. We're going to bring your students inside real world
companies such as MTV Europe, Intel, and Marriott through our Real People, Real Choices vignettes,
our end-of-chapter cases, and in our example material.

But there’s more to marketing than learning how large established companies market their
products. With the huge range of exciting companies exploding into this Web world, chances are that your
students will find themselves in the trenches of small, new, bold firms. They need to be ready.

For instance, we'’ll take you inside (and online) with Computer Friendly Stuff

(CFS), a small Chicago toy and software company that just began its third year
of business. At CFS, and other companies, we’ll meet marketers and examine
the choices they made—good and bad.

www.prenhall.com/solomonstuart



(2) MISSION AND OBJECTIVES

We are going to help you teach your students marketing. No surprises there. We'll cover the

“Four P’s,” we’'ll discuss the new era of social and environmental awareness, the technical
revolution, integrated marketing communications, and globalization. The boldness will be in our
approach, which is evident in our changes to the Second Edition. Our objectives for the Second
Edition were to add an entrepreneurial element, more Internet material, and to give the text an
attitude. Here’s an overview of what we’ve brought to this edition:

e We've added nine new Real People Real Choices vignettes on marketers from forward-
thinking organizations such as the Lambesis advertising agency, Kodak, and the Carolina
Panthers Football team.

e We've added an end-of-part running case (six in all) on an exciting small Chicago entrepreneurial
firm, Computer Friendly Stuff (CFS). Each semester, students can help CFS do real marketing
via the Internet. Our new Marketing Plan Appendix is CFS’ actual marketing plan, and our new
CD and videos tie to CFS as well. (See the Supplements section of this plan.)

e We've added a feature to each chapter called Spotlight on Real People, which gives students
the entrepreneur’s angle to the chapter material.

e We've added Real People, Bad Choices?—a feature that highlights ethical dilemmas

pertaining to the discussion at hand.

o We’ve shortened the book and reduced the number of chapters from
19 to 18, by focusing on public relations, personal selling, and sales
force management in one chapter and letting Chapter 16 cover
promotion in depth. This makes for a more concise, contained
treatment of the promotion mix. 3

Choices in a Dynamic Enviconment
3. Decsion Making in the New Eraof 11
Marketing  Enriching the Marketing

Environment
4. Think Giobally and At Locally Iy
Marketing in a Muftinational
Environment

e We've enhanced the text visually by adding figures and exhibits
throughout.

¢ A commercial software marketing plan program, Marketing PlanPro, is I
new to this edition, too. It teaches students how to construct a marketing Mkl "
plan, using the Computer Friendly Stuff material as an example. ® Ressarcn Ao o

Research: Analyzing the Business
Environment 15.
6. Wny People Buy Consumer

. & Behavi
¢ There are now Internet exercises in the end-of-chapter material, as 7. Wny Organizatons Boy i
well as many new chapter-ending cases. S, Sepanics e fon To

Inderstanding and ldentifying

Business-0-Business Markets

Marketing Strategies 18

e We've also expanded coverage of electronic commerce. Chapter 15
is now titled Retailing and Electronic Commerce.

(reating and Tlanaging the

Product: Goods and Services
Creating the Product

Managing the Product

Marketing Intangibies and Services
ssigning Value to the Product
Pricing the Product

Pricing Methods

Delivering the Product

Channel Management, Wholesaling,
and Physical Distribution

Delivering the Product

Relaiting and Electronic Commerce
(ommunicating About the Product
The Promotion Supertughway
Agvertising

Sales Promotion, Public Refations,
and Personal Selling

Appendices

Notes

Glossary

Credits

Company Name Index
Subject Index

( 3 ) TARGET
POSITIONIRNG
We've written a book that we think students will enjoy reading on their own because it uses
companies they know, including up-and-coming companies, and it speaks in a conversational—
sometimes funny—style. Students who read the First Edition said it was one of the few textbooks
they really wanted to read. We've built on that core competency by adding more of what students
like—cool information on cool products and the real people who market them.

MARKET AND

www.prenhall.com/solomonstuart




(4) OUR PRODUCT

Marketing: Real People, Real Choices, 2/E is much more than just a textbook. It is a fully inte-
grated learning tool that will help you to get your students excited about marketing. And it will chal-
lenge them by putting them in the decision-making hotseat.

REAL PEOPLE, REAL CHOICES \
Our Real People, Real Choices feature is more than just profiles of marketers and
their accomplishments. We're going to take the students into the mind of the decision
maker. The point is to have the students “live” with a marketing
challenge. First, we’ll draw the students in by introducing a successful marketer at the
beginning of the chapter. Mid-chapter we’ll present that marketer’s dilemma and let the
students mull over potential solutions. Finally, we’ll discuss what
people and why at the end of the chapter. Some chapters further explore the
marketer’s industry or competition in the end-of-chapter Internet exercises.

Dee Dee Gordon of Lambesis,
the company that created the “L
Report” (See chapter 5 for details)

COMPUTER FRIENDLY STUFF (CFS)
CFS is a small, Chicago-based computer toy company that has managed to carve out an
international presence in its three years of existence. It has also survived a couple of close
financial calls by the hair of its credit cards. The company tells its story, including
its battle to compete with the global toy giants, its foray into the Web, and its
creation of a sales force, in each of the text’s six part-ending
cases and in custom case videos. CFS has also given us its
actual marketing plan (Appendix A). Even more exciting is that
students will have a chance to communicate with CFS online
through the Live Laboratory Internet exercise. They will not only
learn about the marketing decisions CFS has already made, they’ll have
a chance to use what they have learned to help CFS grow in the future
(more about this later).

SPOTLIGHT BOXES
No book integrates an entrepreneurial focus as
well as Marketing: Real People, Real Choices,

2 Aliah, Inc.

Big companies and consulting firms
work hard and spend hard to transform knowledge
into strategy. An entrepreneur named Aly Abulleil
goes a step larther—he develops strategic plan-
ning software that captures emotions as well.

As a young planner with an Egyptian oil com-
pany, Abulleil worked on the mathematical con-
cepts of game theory, which explores how conflicts
in decision making can be resolved. After entering
a Ph.D. engineering program at the University of
Pittsburgh, he began to build a business, called
Aliah Inc., to help middle management make deci-
sions. His first client was Timken, a big maker of
ball bearings in Pennsylvania. To combat a produc-
tion problem the company was having, Abulleil ana-
lyzed the choices engineers were making. He
broke every issue down into a series of questions,
each with only two altematives. The engineers not

o=

in this process?

only had to choose an option, they had to indicate
how strongly they felt about their choice, which in-
corporated the intensity of managers' emotions.
This approach was quite different from other plan-
ning programs.

The business was running on a shoestring, but
his staff stuck with him— partly because they could
see how the planning method worked in their own
lives. For example, his technical chief used it to
solve problems in his church, and his general man-
ager relied on the software to help junior high kids
set personal priorities. In 1996 everything changed
IBM adopted the software as a planning tool, and
soon other major firms such as Boeing and Lubrizol
were using it to develop strategy. Abulleil and his
supporters plan to take Aliah public by 2002, with a
share of the proceeds going to Pittsburgh
charities @

. How does Aliah help managers in the strategic planning process?
. What role should emotions or intuition versus rational, objective analysis play

3. How can Aliah best convey its unique decision-making approach so that the

company can increase its own market share among products and services
o facilitate strategic planning? Are there other potential customers be-
orate planners that might be convince

ftware?

2/E. Each chapter contains at least one Spotlight
on Real People box that features
entrepreneurs and their products. Our global
marketing chapter, for example, profiles a startup
company called Getting Through Customs, which
offers information on countries and their customs to
professionals conducting business overseas.

www.prenhall.com/solomonstuart




6THER TEXT STRENGTHS
These key strengths are joined by many others:

Relationship Marketing

relationships with customers and business partners.

The New Era of Marketing

Marketing: Real People, Real Choices, 2/E emphasizes that good business is
responsible business. The text singles out firms that conduct business
ethically and that return value to society and to the environment. This is such a
strong feature that one of the first chapters is devoted to the New Era (chapter 3),
and every chapter features a box called Real People, Bad Choices? that high-
lights ethical issues.

Enjoy

W' ;/- Global Marketing Focus
The days when American companies could prosper by “doing

V ch their own thing” and not worrying about the rest of the world are gone. Today,

even small American companies go global. Marketing: Real People, Real
Choices, 2/E emphasizes the importance of a transnational perspective. Many of
the corporate examples are non-American, as are a large number of the advertise-
ments chosen to illustrate key points. And, of course, there is also an entire chap-

ter on global marketing.

End-of-Chapter Questions, Problems, Applications, and Extensions

-

It is surprising how many “traditional” marketers are only slowly coming around to the realization that
satisfying people the first time and every time makes good business sense. Marketing: Real
People, Real Choices, 2/E emphasizes throughout the text the importance of building long-term

—~

Real People, Bad Choices?

Successful marketing strate-
gies depend on understanding
a firm’s environment, and that
means learning as much as
you can about the competi-
tion. For example, former
Staples Inc. chairman,
Thomas G. Stemberrg, had
his wife apply for a job with
rival Office Depot Inc.'s deliv-
ery-order center to confirm
rumors that Office Depot was
starting its own delivery ser-
vice. The Boehringer
Mannheim Corp. filed suit
when Johnson & Johnson's
Life Scan Inc. employees
were caught eavesdropping
on a sales meeting to learn
about a new Boehringer
product. How far should a
company be allowed to go to
learn about its competitors?

Extensive end-of-chapter material helps students understand chapter concepts and issues.
A variety of exercises give students a chance to approach chapter concepts from different
perspectives. Testing Your Knowledge questions and Discussing Choices and Issues
questions expand their thinking on ideas expressed in the chapter. Applying What You’ve
Learned questions ask students to take the role of the marketing professional and apply the
chapter concepts to marketing decision situations. Learning by Doing asks students to go
outside the classroom and learn more about the subject of the chapter by talking with marketing
professionals, observing some phenomena in the marketplace, or conducting primary or secondary
research. Exploring the Web exercises send students to the Web for a more in-depth look at
chapter concepts while observing, first-hand, the ups and downs of Web-based marketing.

/

www.prenhall.com/solomonstuart




/SUPPLEMENTS
This is where we really get bold. Marketing: Real People, Real Choices, 2/E has four
special supplements:

Principles of Marketing Video Library 2000

This video library helps students understand marketing concepts by seeing how real
marketing is done. Students can picture themselves in a marketing role. Instructors
can apply concepts with the immediacy of video. Video clips run approximately ten
minutes each and cover firms as diverse as Yahoo!, NASCAR, the WNBA, Forum Shops,
and the House of Blues.

Computer Friendly Stuff Custom Case Videos:

Six case videos and an introductory video will bring you into the daily life of an exciting and fun
computer toy and software startup
company located in Chicago. Filmed

especially for this text, and created in an
MTV/Real-World Style, these are
the most realistic and useful videos

you've ever seen in a marketing
course. Topics include global selling, pricing, packaging, new product development, Internet sales,
sales force issues, and business-to-business marketing.

CW/PHLIP

This Web resource includes an electronic study guide for students, additional
Internet exercises and links for students, and a complete array of teaching
material (including downloadable versions of the Instructor’'s Manual and
PowerPoint Slides) with bi-weekly updates during each semester. Instructors
can use the syllabus builder to plan their courses. For those who want to
learn or to teach with a large Web component, the CW/PHLIP site at
www.prenhall.com/solomonstuart is the place to go.

CFS Live Laboratory
The most interactive section of Marketing: Real People, Real Choices,

2/E! Every semester, Computer Friendly Stuff—the real live company featured in the end-of-part
cases in the text—will post a “burning” marketing issue on the Web. This will be an actual
marketing issue that CFS is facing. With the issue will be a range of possible choices. Students

will be asked to vote on the given choices, see how other students have voted, and offer
alternative choices. By the middle of the semester, CFS will narrow the choices to the top
three ideas and students will vote again. Near the end of the semester, CFS will make its
decision, relate it to the vote, and explain why it acted as it did. Of course, because
this is a live laboratory, real world events could alter the issue in an instant. Because
CFS is investing real money and real labor in its decisions, students won’t be seeing a sim-
ulation. Is there a better way to learn marketing?

Other supplements include an Instructor’s Manual, Test
. Item File, Computerized Test Bank, Color Transparencies,
PowerPoint Slides, and a Student Study Guide.

www.prenhall.com/solomonstuart



(5) PRICE
Marketing: Real People, Real Choices is offered at a competitive price. Value-packing is our
way of competing on price: Our text is available shrinkwrapped with a number of attractive free sup-
plements, including:

e The Internet—A New Marketing Tool, 1999-2000 Edition
by Frost/Strauss—a short booklet that introduces students to the Web
and offers individual and group exercises.

e Hot Topics in Marketing—a short booklet that contains six case
studies of four to six pages in length on hot topics such as data mining,
nostalgia mining, and on-line brokerages.

Our text is also available shrinkwrapped with the following supplements at a
nominal charge:

e Real Marketing CD-ROM—contains video clips and written video cases for
sixteen videos, together with a hot link to the Web site.

e  Marketing PlanPro CD-ROM—a highly acclaimed program that enables
students to build a marketing plan from scratch. This program has been
chosen as the best commercially available marketing plan software.
Marketing PlanPro also includes sample marketing plans.

These four value-pack options put the emphasis on value.

(6) PLACE

Portions of this learning package will be distributed in new ways as well as the old familiar ways.
The Instructor’'s Manual and Powerpoint Slides can be obtained from the Web site
(www.prenhall.com/solomonstuart), as can class management items such as a syllabus
planner. Students can review the material with electronic study guides.

(7) PROMOTION

Marketing: Real People, Real Choices, 2/E will be promoted in a
unique and innovative way through The Marketing Spot on the
Internet. Professors can click on www.prenhall.com/phmarketing
to sample the video package or other
supplements, to find out more about the text,
or to find out more about Web support. No
busy signals, no voice mail, no waiting, no reg-
ular hours—professors can go to The
Marketing Spot whenever they want.

11.com/phmarketing

worw . prenha

www.prenhall.com/solomonstuart



(8) MARKET RESEARCHS—-
THE FIFTH P: PEOPLE

Marketing: Real People, Real Choices, text and learning package, was carefully crafted. Many people con-
tributed to the quality control process. An Electronic Advisory Panel participated in an Internet bul-
letin board over a period of several years while the book was being developed.

Many thanks go to
Christie Amato, University of North Carolina, Charlotte
Xenia Balabkins, Middlesex County College
Gary Brunswick, Northern Michigan University
Daniel D. Butler, Auburn University
Joe Cote, Washington State University
Bernice N. Dandridge, Diablo Valley College
Mary K. Ericksen, Bloomsburg University
Peter Gillett, University of Central Florida
James |. Gray, Florida Atlantic University
Audrey Guskey-Federouch, Duquesne University
Jim Hess, Ivy Tech State College
Barbara Howard, Northern Virginia Community College
Lenard Huff, University of Hawaii
Eva Hyatt, Appalachian State University
Michael Hyman, New Mexico State University
Janice Karlen, LaGuardia Community College
Craig Kelley, California State University, Sacramento
Greg Kitzmiller, Indiana University
Frederic Kropp, Bond University, Queensland, Australia
Russell Laczniak, lowa State University
Dana Lascu, University of Richmond
Robert Lawes, Chaminade University
James S. Lawson, Mississippi State University
Chris Lemley, Georgia State University
Kenneth R. Lord, State University of New York at Buffalo
H. Lee Meadow, Northern lllinois University
Sanjay Mehta, Sam Houston State University
Vernon Q. Murray, Marist College
Harold Perl, County College of Morris
Robert Pitts, DePaul University
Stephen Ramocki, Rhode Island College
Tom Rossi, Broome Community College
Vicky Seiler, Hawaii Pacific University
Lois Smith, University of Wisconsin, Whitewater
Kimberly A. Taylor, Florida International University
Debbie M. Thorne, University of Tampa
Rajiv Vaidyanathan, University of Minnesota, Duluth
Dale Varble, Indiana State University
Robert W. Veryzer, Jr., Rensselaer Polytechnic Institute
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Eighteen busy executives gave generously of their time as the "Real People, Real Choices"
feature was written:

Steve Goldstein, Levi Strauss & Co. Charles Waddell, Carolina Panthers
Frank Cimermancic, Harley-Davidson Randy Poindexter, Bojangles'

Joyce LaValle, Interface Americas Craig Lambert, Marriott Courtyard
Peter Einstein, MTV Europe Cecelia Gardner, First Union

Dee Dee Gordon, Lambesis Goran Carstedt, IKEA

Rick Wertheimer, American Wool Council Tom Eppes, Price/McNabb Focused

Craig Weisbruch, National Gypsum

Sarah Burroughs, Burrell Communications Group
William Smith, Kodak

Dennis Carter, Intel

Communications
Anna Oloffson, Gazoline Advertising
Bunny Richardson, BMW

The book also benefitted from the many constructive suggestions offered by reviewers at
other colleges:

M. Wayne Alexander, Moorhead State University
Lynda Clark, MapleWoods Community College

Suraj Commuri, University of Nebraska

John B. Gifford, Miami University

Robert Lawson, William Paterson University

William Motz, Lansing Community College

Martin Myers, University of Wisconsin — Stevens Point
William Robertson, Saint Joseph’s College

John Samaras, University of Dallas

William R. Swanson, University of Nebraska at Omaha

Colleagues of the authors helped also. Numerous people provided their support and helpful sugges-
tions on chapter content and structure, including Paula Bone, Jeff Durgee, Pam Ellen, Sandra
Forsythe, Tom Hustad, Wes Johnston, Pat Kaufmann, Mike Levy, Naresh Malhotra, Bob Robicheaux,
Don Schultz, Terry Shimp, and Henry Solomon. Carol Warfield, Department Head of Consumer
Affairs, and Dean June Henton of the School of Human Sciences provided invaluable support and
encouragement on behalf of Auburn University. A special thanks goes to Dean Roger Weikle of the
College of Business Administration and Keith Robbins, Head of the Department of Management and
Marketing at Winthrop University as well as a host of other friends in the faculty and administration
of Winthrop for their help and understanding.

Many people at Prentice Hall helped turn the authors’ idea into a reality. Thanks go to Whitney Blake,
Steve Deitmer, Janet Ferruggia, Leah Johnson, John Larkin, Shannon Moore, and Tom Nixon. Bruce
Kaplan was our "conscience" during the project. Last but not least a very special note of gratitude
to "The Dragon Lady of Prentice Hall"-Audrey Regan, our determined Developmental Editor, who
worked so ferociously to make this a book we could all be proud of.

Writing this book was a profound learning experience for both of us. We have experienced first-hand
the ups and downs of the new product development process and the importance of teamwork and
cooperation in crafting an innovative new market offering that will satisfy the needs of our readers.
We hope instructors and students will enjoy the final product.

Michael R. Solomon Elnora W. Stuart
Auburn, Alabama Rock Hill, South Carolina

www.prenhall.com/solomonstuart



PRESS RELEASE

Computer Friendly Stuff (CFS), an exciting young computer toy and software company
operating out of a loft in Chicago, is in the business of creating things to make your
computer more fun. In addition to selling their products in the United States and seven
foreign countries, CFS already owns a registered trademark and has been featured on CBS
This Morning, in the Chicago Tribune, and in BUZZ magazine. They are currently negotiating
product licenses with Warner Brothers and the World Wrestling Federation and expect
gross revenues to exceed $400,000 in 1999, their second full year of sales.

Sounds good, doesn't it? And it's all true. My name is Chris Cole. | am the president of Computer Friendly
Stuff and | love my job. The first thing I'm going to do is to let you in on a little secret: Things aren’t always
as they seem. For example, despite all of our success, we are still about 12 months away from being
profitable. In fact, we just recently started paying ourselves salaries. Really small salaries-like, Ramen
Noodles and Saltines salaries.

What’s my point? | think it is really easy to be successful and then brag about how hard you struggled on
your way to the top. How you owed everyone money. How you weren't sure about your decisions. Face it,
everyone loves a "rags to riches" story. But what is tough, and more interesting, is to admit your problems
while you're still roughing it. Like us.

So who are we? Basically, Computer Friendly Stuff makes fun toys and software for computers. Our first
product (the little guy you see above) is a character we created called the "Original Computer Bug," or
"CB." He is a soft figure that attaches to the side of your computer monitor and appears to have burst out
from inside. He comes with a CD-ROM which contains screen savers, wallpapers, and animated cartoons
showing him living inside your monitor. He keeps you company as you work—eating computer chips, clean-
ing the inside of your screen, and telling really lame computer jokes. We have developed a few other neat
products, like Monitor Morphs, but we will tell you more about those later (don’t want to ruin the fun).

| know what you're thinking. If we are still struggling, why are we in this book? | mean, we're the subject of
six case studies, seven videos, real-time Web site updates, and the integrated marketing plan. Why not use
a larger, more established company for this? Well, Prentice Hall and your authors chose us because they
wanted to do something outside the norm. They wanted a young, exciting, living, breathing company. One
that was honest. One that a student could identify with. One that was fighting the good fight against the evil
toy conglomerates of the world. One that you could even pick up the phone and call (773-645-1349). Try it.
Heck, | might even answer myself. (Of course, | hope | don’t. | hope that by the time you read this we are a
huge evil toy conglomerate and we have assistants relaying messages to us as we relax in Fiji.)

But assuming that doesn’t happen right away, while you use this book, we will be here alongside you. As
you read about us in end-of-part cases, you’'ll read about our many mistakes (we call them "learning
opportunities") and our occasional successes. Reading our cases and watching our videos will be like
watching MTV's Real World and CNN’s Moneyline on a split-screen TV-goofy, realistic, frustrating,
challenging, but hopefully, tough to walk away from. An added bonus is that you'll be able to participate
in some of our marketing choices as they unfold by going to our web site and giving us your advice on the
pressing issue of the moment. Think of us as your own personal marketing incubator-together, we're
taking risks, making mistakes, doing great things, and learning a lot along the way.

Okay, | gotta run. Today is payday. You know what that means. Fresh supplies of Ramen noodles and
Saltines. Life doesn’t get any better.

Chris Cole

President
Computer Friendly Stuff

www.prenhall.com/solomonstuart
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