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PREFACE

Marketing Strategy provides a practical, straightforward approach to analyzing, planning,
and implementing marketing strategies. Our focus is the creative process involved in
applying the knowledge and concepts of marketing to the development of marketing
strategy. Integration of marketing’s many decisions and coordination with functional
areas of business are important to the success of both companies and nonprofit orga-
nizations. Twenty-two cases are available in this book to prepare students in critical
thinking, decision making and the development of an entrepreneurial spirit.

Marketing Strategy provides a comprehensive framework for the development of
competitive marketing strategies that achieve organizational goals and objectives and
build competitive advantage. The core of our strategic market planning framework is
the organization’s analysis of internal strengths and weaknesses and external opportu-
nities and threats (SWOT analysis). Our framework describes all the activities and
processes necessary to develop a marketing plan, including the implementation, eval-
uation, and control of a firm’s marketing activities. We stress that effective marketing
strategies and plans are developed in concert with the organization’s mission and
goals as well as plans from other functional areas. The end result of the strategic mar-
ket planning process is an overall strategic market plan that outlines the activities and
resources required to fulfill the organization’s mission and achieve its goals and objec-
tives. We offer many examples of successful planning and implementation to illustrate
how to capitalize on an organization’s strengths and gain competitive advantage.

Purpose

This book was written to address the challenges of strategic market planning in a
rapidly changing environment. We view strategic market planning not only as a
process for achieving organizational goals, but also to build long-term relationships
with customers. Creating a customer orientation takes an imaginative, visionary, and
courageous leader, one who is capable of relinquishing control over the organiza-
tion. We have therefore integrated the importance of customer orientation through-
out the entire text. Topics such as creating a competitive advantage based on
customer value, the implementation process, and the internal marketing process are
thoroughly covered. We have also included social, ethical, electronic commerce,
and global considerations throughout the text as well as covered specifically in
Chapter 10. Addressing these issues in strategic market planning can help organi-
zations gain competitive advantage in our dynamic marketing environment.

While our framework provides for the use of sophisticated research and decision-
making processes, we have employed a practical perspective that will permit market-
ing managers in any size organization to develop and plan a marketing strategy. We
have avoided esoteric, abstract, and highly theoretical material that does not relate to
typical marketing strategy decision making in most organizations. The marketing
plan template that we include in Appendix B has been used by a number of organi-
zations in successfully planning their marketing strategies. Many companies report

vii
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great success in using our planning approach partially due to the ease of communi-
cating the plan to all functional areas of the business.

Target Audience

This text is relevant for a number of educational environments, including under-
graduate, graduate, and corporate university courses. At the undergraduate level,
it is appropriate for the capstone course or any second-level integrating course,
often labeled “marketing management,” “marketing strategy,” or “marketing poli-
cies.” At this level, it provides an excellent framework to use with cases and/or a
computer simulation approach to teaching. At the graduate level, the book is appro-
priate for courses dealing with strategic market planning, competitive marketing
strategies, or as a supplement for any course that takes a case or computer simula-
tion focus. A growing segment of the market, corporate training can utilize this text
when educating business professionals who are developing marketing plans of their
own or interpreting and implementing the plans of others.

Cases

Most of the cases in the text were written specifically for this book and describe
the strategic situations of real-world, indentifiable organizations. All of the cases
were updated to Spring 1998. Because these cases feature real companies, students
have an opportunity to update them, using the library or company Web sites, to find
the latest information. In addition to cases prepared specifically for this book,
instructors can customize a casebook from the cases listed on the Dryden case library
at http://www.dryden.com/mktng/marketingcase/. Many additional resources for
students can be found at the text’s web site at http://www.dryden.com/mktng/fer-
rell/. These resources include a guide for analyzing and preparing case studies as
well as links to company Web sites for all cases.

Key Features of Marketing Strategy

* Twenty-two cases providing up-to-date opportunities to apply the text material
to real world situations. A final integrating case can be used for an indepen-
dent case study or as the background for developing a marketing plan.

® An emphasis on the development of the marketing plan, including the “how”
and “why” of each of its component parts. The SWOT (strengths, weaknesses,
opportunities, and threats) analysis approach to marketing planning used in
the text is both powerful and easy to use.

¢ A detailed and comprehensive set of Marketing Plan Worksheets provided in
Appendix A helps to ensure that students and/or managers do not omit
important factors in developing strategic marketing plans. It is also useful for
organizing the vast amounts of data and information collected during the mar-
keting planning process.

¢ An example marketing plan, provided in Appendix B, illustrates the format
and writing style used in creating an actual marketing plan document.

® Integration of the global aspects of marketing planning throughout the text,
with more detailed coverage provided in Chapter 10. Many of the cases focus
on global marketing issues and decisions.
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* Coverage of ethics and social responsibility issues in Chapter 10 that will help
satisfy AACSB requirements in this important area. A specific case, Columbia
HCA provides an opportunity to explore the relationship of marketing ethics
and marketing strategy.

* Coverage of the role of electronic commerce and the Internet is discussed in
Chapter 10. The collection of relevant data and information through elec-
tronic sources is thoroughly discussed in Chapter 3.

* Examples of the challenges that real organizations face as they engage in strate-
gic marketing planning and management. Well-known companies such as
Apple Computer, Home Depot, Wal-Mart, Kodak, and Microsoft illustrate
many of the issues faced in developing marketing strategy.

* A completely userfriendly text that is both easy to read and understand, with
numerous exhibits, a2 complete subject index, and familiar marketing terminology.

* A state-of-the-art Web site to support the text material and cases.

For students, the Web site provides the following:
* Additional reading material not found in the text, including a tutorial on
how to perform case analysis.

® Online exercises for each chapter in the text.

® Links to useful Web sites, including important sources of research data and
information.

¢ Online exams to help prepare students for actual course exams.

* A downloadable, electronic version of the marketing plan Worksheets
found in Appendix A.

* Helpful information on choosing a marketing career, developing an indi-
vidualized marketing plan, and finding a good marketing job.

For instructors, the Web site provides the following:
® Password-protected site
® Additional reading material not found in the text

e Downloadable, electronic versions of the lecture outlines and case notes
from the Instructor’s Resource Manual. These additional materials can be
downloaded for editing before using them in the classroom.

Instructor’s Resource Materials

The Instructor’s Resource Manual with text bank and case notes for Marketing Strategy
is available to assist the instructor using our text. We provide the following teaching aids:

* Detailed lecture outlines to guide class discussion. The outlines can be used to
review chapter content quickly before class or to gain an overview of the entire
book. These outlines can also be downloaded from our text’s Web site.
Instructors can download the outlines and add their own personal notes and
examples before class.

* A test bank consisting of multiple choice and discussion questions.

* Case teaching notes that provide a uniform format to help the instructor evalu-
ate cases before use, or to assist instructors in leading case analysis and class
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discussion. These case notes are also available on our text’s Web site. While
there are many approaches to using cases in class, our notes are designed to
help the instructor identify key issues and alternatives as they relate to the con-
tent of the case and corresponding text chapters.

® Transparency masters from the exhibits and tables in the text. Through the
use of the text’s web site, instructors can also download additional presentation
materials that are not found in the text.

¢ In addition to these materials, additional instructional aids can be found on
our text’s web site, http://www.dryden.com/mktng/ferrell/. Professors may
choose from any of these teaching materials, tailoring them to their specific
goals and course schedules. In addition, the text and cases may be supple-
mented with articles, business simulations, and/or videos.
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