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Preface

The marketing world is changing rapidly. Global economic conditions, political situations, and com-
petitive landscapes are in constant flux. Marketing approaches that worked yesterday may not work
tomorrow. Increasingly, marketing success requires doing things differently.

Our students will face a marketing environment different than the one discussed in our classes
today. Learning what was done in the past will not prepare them sufficiently for what they need to do
tomorrow. We must prepare our students to operate in the complex and dynamic marketing environ-
ment of the future.

Preparing students for marketing in the future

Our major objective in writing this text is to help students develop the understanding and skills neces-
sary for marketing success in the future. Yes, students must still learn basic marketing terms and
concepts. But more important, they need to develop the capacity to think and act like marketers in a
difficult and uncertain environment. This requires the ability to assess complex and changing market-
ing situations, to determine the best marketing strategies for these situations, and to execute the
strategies effectively and efficiently.

Everything in our text and in the accompanying teaching resources is intended to help students
develop the understanding and skills to become successful marketers. The text is designed to facilitate
student learning from individual reading and study. The teaching resources provide useful tools for

instructors to go beyond what is

; text and teaching resources repre-

sent an integrated package for

preparing students for marketing
in the future.

This package differs from cur-
rently available products in many
important ways. The critical dif-
ferences stand out in the integration
of ten key marketing perspectives
throughout the text, the presenta-
tion of comments from an Execu-
tive Roundtable of practicing
marketers, the implementation of
an integrated marketing communi-
cations (IMC) approach, and an in-
tense emphasis on student learning.




Ten Key Marketing Perspectives

We studied emerging trends in business and identified ten key marketing
perspectives to help marketers identify and respond to opportunities in the
marketing environment. These perspectives provide unifying themes for
the text. The perspectives are introduced in the contemporary marketing
framework in Chapter 1, discussed in detail in Chapter 2, and covered in
the remaining chapters in various ways.

The text concludes with an illustrated essay, Epilog: Key
Perspectives Revisited, where the perspectives are examined in relation
to the marketing efforts of The Timberland Company. The Epilog ties
everything together by synthesizing and summarizing the major
points presented in the text.

A brief overview of each perspective and examples of the inte-
gration illustrate the value of the perspectives:

A global perspective

This perspective helps marketers cultivate a global view of the
marketplace that includes searching for marketing opportunities
around the world, competing against international competitors,
and working with multicultural suppliers, employees, channel partners,
and customers. The global perspective is integrated throughout the text by discussion,
real-world company examples, photos, and ads. Examples of detailed coverage of the global per-
spective include the global marketing environment (Chapter 3), international marketing strategies
(Chapter 4), and international considerations in marketing research (Chapter 7).

Coca-Cola for example, uses a largely standardized marketing strategy, where the brand name, con-
centrate formula, positioning, and advertising are virtually the same worldwide, but the artificial
sweetener and packaging differ across countries.” TGI Friday’s restaurants are successsful in the Far East
using the same concept as in the United States. The mix of American memorabilia and chatty, high-fiving
waiters produces high sales per store. In fact, the TGI Friday’s in Seoul generates double the sales volume
of an average restaurant in the United States.”

Nissan, in contrast, uses a more customized marketing strategy by tailoring cars to local needs and
tastes. One success has been the Nissan Micra, designed specifically to negotiate the narrow streets in
England.?* Similarly, Campbell Soup gets higher sales by adapting its products to local tastes. For exam-

ple, sales accelerated when it introduced a cream of chile poblano soup to the Mexican market.”’

Transaction marketing versus relationship marketing
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A relationship perspective

This perspective orients marketers toward long-term mutually beneficial relationships that include cus-
tomer relationships, organizational partnerships, and teamwork within a company. Examples of
specific attention to the relationship perspective include teamwork in the new-product development
process (Chapter 10), channel relationships (Chapter 14), and a relationship approach to personal sell-
ing and sales management (Chapter 20).

An ethical perspective

The ethical perspective helps marketers incorporate moral and social responsibility issues into market-
ing decisions and activities. Many chapters conclude with a discussion of ethics and social
responsibility—for example, ethical issues in marketing research (Chapter 7), FTC guidelines against
deceptive pricing (Chapter 13), and ethical and legal issues in advertising (Chapter 18).

Unethical sales behaviors

Research indicates sales behaviors that
are unethical in the eyes of customers:

* Exaggerates the features & » Passes the blame for something he/

benefits of his/her products/ she did onto someone else.
Services. « Poses as a market researcher when

* Lies about availability to make conducting telephone sales.
asale. * Misrepresents guarantees/warranties.

* Lies about the competition to * Makes oral promises that are not
make a sale. legally binding,

* Sells products/services people + Does not offer information about
don't need. an upcoming sale that will include

* Is interested only in own merchandise the customer is

{ interests, not the clients’. planning to buy.

« Gives answers when doesn't * Accepts favors from customers so
really know the answers. the seller will feel obliged to bend

+ Lies about competitors. the rules/ policies of the seller's

*_+ Falsifies product testimonials. company.
* Sells dangerous or hazardous
‘ k products.

A quality/value perspective

This perspective directs marketers toward generating
customer satisfaction by providing the quality desired
at the best prices. It emphasizes continuous quality
improvement as a way to increase the value cus-
tomers receive. Examples of specific quality/value
coverage include: product quality (Chapter 9), pro-
totype development for new products (Chapter 10),
and customer price evaluations (Chapter 12).
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A productivity perspective

The productivity perspective
focuses attention toward improv-

To increase productivity, Ford
Motor Company outsources
the electrical distribution sys-
tems for its 1995 Taurus and

Sable models from United

ing the productivity of marketing Ridiiios

resources. Sometimes, this
requires doing the same things
better. At other times, this per-
spective leads marketers to do
things differently. Examples of
an emphasis on the productivity
perspective include: corporate
objectives and resource alloca-
tion (Chapter 4), new-product
development process (Chapter
10), and budget development for
integrated marketing communications planning (Chapter
17

A technological perspective

The technological perspective orients marketers toward
looking for ways to use the latest technological advances
to improve marketing practice and as a source for new
products. The use of new technologies in marketing is
discussed throughout the text. Each chapter also in-
cludes a sidebar entitled The Technological Edge that
presents a specific example of the technological per-
spective. Examples of these sidebars include “CATS
Provide Single-Source Data” (Chapter 7), “Driving on the
Information Highway” (Chapter 10), and “Charles Schwab and
Discount Brokerage Marketing” (Chapter 12).

An ecological perspective

This perspective helps marketers consider the environmental consequences of marketing decisions and
capitalize on environmental marketing opportunities. Examples of particular coverage include environ-
mentalism (Chapter 3), packaging (Chapter 9), and environmental concerns in logistics (Chapter 16).

Fordwerke emphasizes an eco-
logical perspective with an ap-
peal to the environmental
concerns of German con-
sumers. The headline reads “I
was a car,” because the child’s
toy was made from recycled
auto parts.

ICH WAR EIN AUTO.

Ford-Automobile sind in hohem MaBe aus wiederver-
wertbaren Teilen gefertigt. Da kann es vorkommen, daf8 manche
dieser Teile in einem véllig anderen Produkt wieder auRauchen.

Wichtiger st uns jedoch die umfassende und sinnvolle
Wiederverwendung aller eingesetzten Werkstoffe im Automobil-
bau. Deshalb untersucht Ford in einer Pilot-Demontageaniage
dle optimale Zerlegung von Altfahrzeugen.

Mit den dort gewonnenen Erkenntnissen verbessem wir
standig die Recyclingfahigkeit neuer Ford-Modelle. So kénnen
wir berelts seit Oktober 1991 die Kostenlose Ricknahme aller
ab diesem Zeitpunkt vom Band gelaufenen Fahrzeuge der
Escort-/Orion-Baureihe garantieren.

Wenn Sie mehr Gber Recycling oder andere umwelt-
entlastende MaSinahmen beim Produktionsproze bei Ford
wissen mbchten, rufen Sie uns einfach an: 01304242,




Sony illustrates an entrepre-
neurial perspective in the
unique approach used to intro-
duce its new MiniDisc.
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An entrepreneurial perspective

The entrepreneurial perspective encourages
marketers to emphasize creativity, innovation,
and risk-taking in their marketing efforts. This
perspective, discussed throughout the text, is
important to both smaller, growth-oriented
firms and to the largest corporations. Each
chapter features a sidebar entitled The
Entrepreneurial Spirit to highlight specific
situations. Examples include: “America’s
Greatest 18 Holes” (Chapter 10), “Pricing to
Cover Exporting Costs” (Chapter 13), and

“sMall Shops Test Big Ideas” (Chapter 15).

An execution perspective

This perspective emphasizes the effective
implementation of sound marketing strategies.
Determining what to do is one thing; doing it is another. The execution per-
spective focuses on doing it. Examples of specific coverage of the execution perspective include
executing strategic plans (Chapter 4), implementing channel strategy (Chapter 14), and the sales
process (Chapter 20).

A visionary perspective

The visionary perspective focuses on developing a broad, long-term view of what a company is trying
to accomplish. This vision provides direction for all marketing efforts. Examples of specific attention
to the visionary perspective include: megatrends (Chapter 3), corporate vision (Chapter 4), and new-
product objectives (Chapter 10). B

Exhibit 4.5 Corporate vision components

objectives i

| Organizational |
philosophy

Geographic
domain

Organizational
self-concept
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Executive Roundtable

What better way to prepare students for the future than by having active marketers tell them how
their companies view things and what they are doing now to be successful in the future? We
researched the viability of this issue and based on our findings assembled a group of practicing mar-
keters into an Executive Roundtable to do just that. The Roundtable members represent a broad
spectrum of marketing positions at many different types of organizations operating in a variety of
industries. We introduce the Executive Roundtable members at the end of the Preface.

Each Roundtable member prepared specific comments for our text. We asked them to discuss how
their organization views the changing marketing world and to describe what they were doing to be suc-
cessful now and in the future. We also gave them a copy of the ten key marketing perspectives and
encouraged them to indicate how—or whether—specific perspectives were important to their situation.

The diversity of the Executive Roundtable is evident from some of the titles and companies:

e Partner, Arthur Andersen

e International marketing manager, Diebold

* Vice president, branch manager, Smith Barney

* Manager of small and medium business marketing, Apple Computer
* Assistant vice president for quality planning, NationsBank

* Vice president, product development, Gibson Greetings

* Vice president of sales, Ruddell & Associates

e President, Stuckey’s Family Favorites

* Regional sales manager, Pomeroy Computer Products

e Traffic manager, Sharp Manufacturing

An example illustrates the value of the Executive Roundtable:

EXECUTIVE ROUNDTABLE COMMENT | Mark Oshnock, partner at Arthur An-
dersen, suggests how important marketing is in a major public accounting firm:

Marketing became a formal function in public accounting beginning in the early 1980s. Today, most offices
of any size in international, national, regional, and local firms emphasize marketing activities to support their
practice. Only a few employees at Arthur Andersen have marketing in their titles, but an in-depth understand-

ing of marketing is vitally important to everyone in our firm. The successful professional employs a targeted

marketing plan to satisfy the needs of current clients and to generate new clients.

(Chapter 1)

Students respond favorably when we inject realism into our classes. This is especially noticeable
when we have marketers visit our classes as guest speakers. The three Executive Roundtable com-
ments in each chapter incorporate this realism into the text. Think of it as having guest lecturers from
the business world in each chapter. Our reviewers say the Roundtable’s specific comments will stimu-
late student interest and provide realistic commentary on what marketers in different situations are
doing now and plan to do in the future. B
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Integrated Marketing Communications

The marketing communications element of the marketing mix is one area where many firms are mak-
ing tremendous changes. Traditionally, marketers viewed advertising and personal selling as the major
communication tools. Other forms of marketing communications, including sales promotion, were rel-
egated to minor, supporting roles. This is the way marketing communications is still presented in most
existing texts.

Our research indicates the reality is that firms of all sizes are integrating a variety of communica-
tion tools into comprehensive programs designed to achieve specific objectives. The current term for
this approach is integrated marketing communications (IMC). Total expenditures for sales promotion
today are higher than those for advertising, for example; and direct marketing communications is
growing faster than any other communications approach.

Tools such as coupons, cross-promotions, contests, premiums, point-of-purchase displays, interac-
tive computer services and kiosks, and even fax machines are emerging as major elements in an IMC
program. Personal selling and sales management are also changing from a manipulative, transaction-
oriented focus to an emphasis on trust-building and long-term relationships.

The SpokesMannequin comes to life through
video or laser disc technology to answer
questions, gather information, and accept
cash or credit cards.

We agree with leading practitioners that the emerging trend toward IMC programs must be
emphasized in a principles of marketing text. We therefore introduce the IMC approach in Chapter
17, and in succeeding chapters discuss the importance and usage of the communication tools in con-
temporary marketing practice, paying special attention to the tools likely to be of critical importance
in the future. This means our coverage of marketing communications differs considerably from and is
more comprehensive than available texts, but also reflects more clearly the current trends in marketing
practice.
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Exhibit 20.3 The sales process: A relationship approach

If we are to prepare students for tomorrow’s marketing world, we must present these accurate
pictures of current marketing and future trends. Our emphasis on IMC, full-chapter coverage of sales
promotion (19) and direct marketing (21), and timely presentation of personal selling and sales man-
agement (20) ensures that our students are exposed to the latest in marketing thought and practice. H

Direct mail can be as simple as
a one-piece flyer or a multi-
piece mailer. Landmark
Products, distributor of prod-
ucts to the food-service indus-
try, won the 1993 Echo Gold
Mailbox award for the most
innovative use of direct mail.

Foop

.
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An Emphasis on Student Learning

We see important trends emerging in marketing education. For one thing, teaching is receiving more
emphasis at most colleges and universities—but not teaching as traditionally viewed and practiced. It
really does not matter what we teach, if students do not learn. And student learning is viewed differ-
ently, too. Learning is not just the recall of facts by passive students, but the understanding of concepts
and the ability to apply them appropriately. Such learning requires the active participation of students.

The complete package for MARKETING: PRINCIPLES & PERSPECTIVES is oriented toward student
learning; and the text and teaching resources are designed to complement each other toward that end.
In keeping with our philosophy that students should be able to understand the text material largely
from their own reading and study, we wrote in a lively, interesting, informal manner to capture their
attention and interest. We discussed major concepts clearly and simply in a way that students can
understand. Our reviewers tell us we succeeded in this effort. Encouraged by our reviewing panels, we
did not include everything we know about a major topic, but only what we believe students at this level
need to know. We simplified the discussion of concepts and then reinforced them with interesting
examples and exciting visuals, and incorporated a number of learning tools to facilitate the learning
process (see pp. xxv-xxviii).

The teaching resources—Teaching Resource Guide, Manual of Tests, Color Print Acetates and
Electronic Acetates, Video Library, Laser Disc, Media Resource Guide—go beyond text coverage so
that instructors can easily add value to the learning process. We provide more detail and additional
examples on some concepts; and we present additional concepts not included in the text for instructors
to introduce in class sessions.

But the major purpose of the teaching resources is to offer instructors innovative ideas for teach-
ing concepts. We suggest different approaches to actively involve students in learning both during and
outside of class sessions. We offer a number of options so that instructors can select the approaches
that best fit their needs and can add variety to the classes in a given term. This focus on active learning
is integrated throughout the teaching resources—such as the Ideas for Student Learning offered for
each chapter in the Teaching Resource Guide.

Research indicates our intensified attention to student learning is necessary to prepare students for
marketing in the future. Actively involving students in the learning process makes class sessions and
courses more interesting and helps students develop the understanding and skills they need for success.
Students must begin to take responsibility for their learning now, because they surely will be involved
in lifelong learning throughout their careers. M
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Student Learning Tools

We carefully designed the chapter formats so that each element has a specific purpose in the student
learning process.

Student Learning Guides

Every chapter begins with several learning guides to help students focus attention on major concepts
in reading and studying the chapter.

Opening Vignettes
Chapter-opening vignettes generate student involvement by presenting interesting marketing examples that
illustrate important concepts covered in the chapter. Company situations featured in the vignettes include:
o Domino’s Pizza: Pizza delivery and freebies
o Blockbuster Entertainment: Exploding into new markets
o Levi Strauss: A “stitched niche” strategy
« Snapple: Grapples with premium price and premium value ;
o MCI Communications: Commodities or brands?
 ALICO: Ensuring successful selling from Japan to Pakistan ‘

« Direct marketing communications: Circling the Pacific Rim :

Immediately following the vignette, brief follow-up comments tying it to the major chapter con-
cepts make a logical transition into the body of the chapter.
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Executive Roundtable Comments

Each chapter contains three comments from members of the Executive Roundtable. The comments
were prepared specifically for our text. The Roundtable members focus on the most interesting
changes in their industries and at their companies and reinforce the importance of the ten key market-
ing perspectives. (See example on p. xv.)

Sidebars

Each chapter presents one The Technological Edge and one The Entrepreneurial Spirit sidebar that
offer expanded examples of the technological and entrepreneurial perspectives in various marketing
situations. The sidebars are referenced in the text so that students can read them at the relevant time.




