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third edition

It has been three years since the last edition of
Foundations of Marketing; in some ways, so much has
changed since then and, in other ways, very little
has changed. We have seen the rise of China and
India as economic superpowers; Web 2.0 with its
social networks and user-generated content was
scarcely getting a mention three years ago; and con-
cerns surrounding climate change and sustainability
have begun to dominate mainstream debate. The
study of marketing has also continued to move on,
with themes like consumption, relationships, meas-
urement and technology issues dominating much of
what has been written in the past three years.

In other ways, very little has changed. The core con-
cepts of marketing remain the same. The ever evol-
ving customer is still the centre of the marketing
universe. No customers means no business. The job
of the chief marketing officer (CMO), or whatever
designation she has, is still to manage that relation-
ship with the organization’s customers. She must
understand them, interact with them, and deliver to
them the kinds of products and services that meet
their needs and wants.

And the exciting thing about marketing is that this
relationship between the organization and the cus-
tomer is always changing and evolving. What we are
now seeing is an unprecedented level of power mov-
ing to the customer. Marketing is not something that
is done zo customers any more. Customers can avoid
interruptive marketing messages like television adver-
tising by simply zapping them. They can quickly find
information about products and services through
online contact with friends or on shopping websites.
The customer is a much more active rather than
passive entity. But what this means is that the core
idea of marketing, namely the delivery of value to
customers, is more important now than it has ever
been. Because it is only through the delivery of value
in an ever faster-moving and more competitive envir-
onment that profit-driven and not-for-profit organ-
izations will survive and prosper.

The third edition

This edition builds on many of the popular features
that made the second edition such as success, and
includes several exciting new initiatives.

ik

The overall ethos of the book remains the same.
Marketing is a real-life activity that everyone engages
in on a daily basis, and the book aims to capture that
through the inclusion of many examples, vignettes
and cases that the modern student can relate to. The
structure of the book remains the same, with the
logical framework of the marketing plan broadly used
to guide the sequence of content. The book retains
the popular pedagogical features of the second edition,
including the Learning Outcomes and Marketing
Spotlights at the beginning of each chapter, Market-
ing in Action vignettes giving examples of marketing
practice throughout the chapter, as well as Summaries,
Key Terms and Suggested Reading sections at the
end of each chapter to aid revision and further study.

But there are some important new features in this
edition. These are now discussed below.

Ethical Debates

For some time now, ethical issues have been import-
ant in marketing, and have been featured in previous
editions of this book. But in many ways the issue of
ethics has tended to be treated as a special case.
Companies engage in corporate social responsibility
(CSR) programmes and that takes care of their
ethical obligations, while some additional pages in a
textbook take care of the author’s need to discuss
ethics in marketing. But when we look at issues in
society such as the rise in materialism, obesity among
children, people queuing to buy US$5000 handbags
while much of the world lives in poverty, it becomes
clear that ethics is not a special case but central to
marketing. In recent times, the practice of marketing
has been the subject of trenchant criticism and has
been accused of creating many of society’s current
ills. Therefore students and practitioners need to
know where they stand on these issues.

Ethics are defined as the moral principles and values
that govern actions, so therefore one cannot be abso-
lutist about them. Different people will interpret situ-
ations using their own frames of reference and will
have different opinions. Therefore the discussion of
ethics in this book is structured in terms of debates.
In total, there are seven Ethical Debates, located
throughout the book at appropriate junctures. They
are longer than other vignettes, and try to capture
both sides of the argument. Like any good debate,
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they are designed to promote discussion and further
inquiry so that readers can make up their own minds.

Technology Focus

Technology has always influenced the practice of
marketing. The development of the car created out-
of-town shopping centres, the development of tele-
vision revolutionized how firms communicated with
customers. In recent years new technologies, such as
mobile telephones, the internet, digital television, and
so on, have had a profound effect on business.

Previous editions of the book included e-marketing
vignettes to reflect the importance of these techno-
logies and to describe how they were impacting upon
businesses. This edition takes a different approach.
Information technologies like the internet are now so
mainstream in business that treating them separately
is redundant. Therefore, in this edition, technology
companies and examples of how technology is being
used to alter the practice of marketing are integrated
into the Marketing in Action vignettes. Whether the
piece concerns a technology issue or a non-technology
issue does not matter. The purpose of the vignette is
to illustrate the practice of marketing and to allow the
reader to consider the theoretical implications.

But this in no way downplays the level of attention
we pay to technology issues. And because techno-
logical changes have the power to radically alter the
practice of marketing, we have included five Techno-
logy Focus pieces throughout the book. These are
extended, detailed and thought-provoking reviews of
how technology is currently influencing and will con-
tinue to influence the practice of marketing in the
future. Taken together with the discussion of internet
marketing in Chapter 10, these pieces could enable
the educator to develop some stimulating and con-
temporary classes on e-marketing. They offer readers
an opportunity to speculate on the directions that
marketing may take. Some, such as the issue of data
privacy, are very controversial. For example, current
technology enables the creation of sophisticated
databases, which assist in the development and man-
agement of customer relationships, but it also means
that customers’ behaviour is accurately recorded
and monitored—often without their knowledge or
consent. This is clearly an important issue for both
organizations and their customers.

Marketing practice

A core concern at a foundational level, is how mar-
keting is practised. What have companies done, how
have they done it and has it worked? Like the pre-

vious editions, this one provides insights into the world
of marketing through a wide variety of Marketing in
Action exhibits in each chapter. In all, there are close
to 50 such vignettes in the book. The organizations
featured are large (e.g. Sony), small (e.g. Tyrell’s
Potato Chips and Think Nordic ASA), geograph-
ically dispersed (e.g. Lenovo and Icelandic Water
Holdings), technologically driven (e.g. Last.fm), both
product- and service-orientated (e.g. Nintendo Wii
and Holiday Inn), and profit- and not-for-profit-
orientated (e.g. Google and ActionAid). Each' Mar-
keting in Action vignette opens with a study guide to
help the reader make the connections between the
theoretical concepts being discussed in the chapter
and the actual examples being used to illustrate them.

Case studies are also an essential aspect of the study
of marketing. In this edition, there are eleven new
case studies and one, LEGO, which has been
retained and updated since the last edition because of
some very interesting changes that have taken place
at that organization. The subjects of the cases are
many and varied and include famous organizations
and brands (e.g. Nike and Sony PlayStation), rising
stars (e.g. YouTube and innocent drinks) and rapidly
growing new industries (e.g. gambling—Paddy Power
—and spa treatments—Inchydoney Lodge and Spa).
A great deal can be learned from studying the experi-
ences of these kinds of organizations.

New themes

Finally, the book introduces the reader to many
important new themes in marketing. For example, in
this edition, the Marketing Spotlight feature has been
used in some instances to briefly examine important
new conceptual domains such as experiential market-
ing, multichannel marketing and neuro-marketing.
Other spotlights focus on the groundbreaking initi-
atives coming from practice, such as Radiohead’s
‘name your price’ strategy for the launch of one of
their albums, or the booming global businesses of
counterfeiting. All these subject areas are indicative
of the new directions in which the field is heading.

Consequently, each of the chapters has been rewritten
to update core material and, where appropriate, to
introduce new material. For example, the emerging
field of marketing metrics promises to change the way
marketing activity is measured and controlled, and
this is discussed in Chapter 12. Similarly, buzz
marketing is a rapidly growing form of direct com-
munications and is examined in Chapter 10. Other
core themes, such as internet marketing, mobile mar-
keting, product placement and many others, have
been extensively revised and updated.



Guided tour miziss

Chapter 2 i i
T il by Chapter Outline and Learning
Environment Outcomes

The topics covered and a set of outcomes are
included at the start of each chapter, summariz-
ing what to expect from each chapter.

Marketing Spotlight
A lively vignette begins each chapter to introduce
the main topic and show how marketing works in
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Key Terms

These are highlighted throughout the chapter,
with definition recaps at the end of each chapter
for quick and easy revision.

Adverts, figures and tables
We’ve included a hand-selected array of contem-
porary adverts to show marketing in action. Key
concepts and models are illustrated using figures,
tables and charts.
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Marketing in Action vignettes

In each chapter you’ll find these fun and useful
examples of marketing in action, which show
how the issues covered in the chapter affect real-
life companies and products.
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Ethical Debate and Technology

Focus boxes

Seven Ethical Debate boxes are located through-
out the chapters, designed to highlight ethical
issues and provoke further discussion and inter-
est. Similarly, five Technology Focus boxes take
a detailed look at how technology continues to
influence marketing.

End-of-chapter material

The chapter Summary reinforces main topics to
make sure you have acquired a solid understand-
ing. Study questions allow you to apply your new
knowledge. Suggested reading and References
direct you towards the best sources for further

research.
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Case studies

Every chapter has its own case study, directly
relating to the issues discussed and designed to
bring the theories to life. See page xiii for a full
list of companies and issues covered. Questions
are included for class work, assignments and
revision.
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Resources for students include:
o New case studies

o Self-test questions

o Internet exercises

o  Glossary

o Ad Insight videos
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Test Bank available in McGraw-Hill EZ
Test Online

A test bank of hundreds of questions is available to
lecturers adopting this book for their module. A range
of questions is provided for each chapter, including
multiple-choice, true or false, and short-answer or
essay questions. The questions are identified by type,
difficulty and topic to help you to select questions
that best suit your needs and are accessible through
an easy-to-use online testing tool: McGraw-Hill EZ
Test Online.

McGraw-Hill EZ Test Online is accessible to
busy academics virtually anywhere—in their office, at

After completing each chapter, log on to the support-
ing Online Learning Centre website. Take advantage
of the study tools offered to reinforce the material you
have read in the text, and to develop your knowledge
of marketing in a fun and effective way.

Also available for lecturers:
e Lecturers’ manual

o Testbank in EZTest format

o Awnimated PowerPoint Slides

e  New case studies

o Image bank

o Lecturer videos

home or while travelling—and eliminates the need for
software installation. Lecturers can choose from
question banks associated with their adopted text-
book or easily create their own questions. They also
have access to hundreds of banks and thousands of
questions created for other McGraw-Hill titles.
Multiple versions of tests can be saved for delivery on
paper or online through WebCT, Blackboard and
other course management systems. When created
and delivered though EZ Test Online, students’ tests
can be immediately marked, saving lecturers time and
providing prompt results to students.
FREE

To register for this visit

www.eztestonline.com

resource,
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Ad Insight
Insight

On the student centre of the OLC you will find a
wealth of TV advertising campaigns, many of which
are linked to topics in the book. Look out for the Ad
Insight icon in the text to refer you to watch the rele-
vant clip and put your marketing skills into practice
by answering the accompanying questions.

Exclusive suite of Video
Cases for Lecturers

We are excited to offer an exclusive set of new video
cases to lecturers adopting this text. Each video illus-
trates a number of core marketing concepts linked to
the book to help students see how marketing works in
the real world.

What do the videos cover?

The videos offer students insights into how different
organizations have successfully harnessed the ele-
ments of the marketing mix, including discussions
about new product development, pricing, promotion,
packaging, market research, relationship and digital
marketing. The videos feature interviews with busi-
ness leaders and marketing professionals, researched
and conducted by Professor John Fahy to ensure
seamless integration with the content of the new edi-
tion of this text.

How can | use them?

To ensure maximum flexibility for teaching purposes,
the videos have been edited to focus on key topics
so that short extracts can be easily integrated into
a lecture presentation or be delivered in a tutorial
setting to spark class discussion. To ensure painless
preparation for teaching, each video is accompanied
by PowerPoint slides, teaching notes and discussion
questions.

This fantastic video resource will add real value to
lectures, providing attention-grabbing content that
helps students to make the connection between
theory and practice.

Some highlights of the video package include:

« An interview with Paddy Power, founder of the
eponymous bookmaker, reveals the story behind
their ground-breaking and often controversial
marketing campaigns

* A first-hand account of how a young student
entrepreneur set up the thriving SuperJam
brand, taking his homemade preserves from the
kitchen table to the supermarket

 Supec Frut Spreags

» The Marketing Director of Burnt Sugar, luxury
toffee confectioners, explains how his company
has used innovative online forums, events and
other customer feedback to develop and promote
their products.

Look out for more new videos in the coming
months!

How do | get the videos?

The full suite of videos is exclusively available to lec-
turers adopting this textbook. If you are interested
in this resource, please contact your McGraw-Hill re-
presentative or visit www.mcgraw-hill.co.uk/textbooks/
jobber to click through to request a demonstration.



Custom Publishing
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make our content your solution

At McGraw-Hill Education our aim is to help lecturers
to find the most suitable content for their needs deliv-
ered to their students in the most appropriate way.
Our Custom Publishing Solutions offer the ideal
combination of content delivered in the way which
best suits lecturer and students.

Our custom publishing programme offers lecturers
the opportunity select just the chapters or sections of
material they wish to deliver to their students from a
database called Primis at www.primisonline.com

Primis contains over two million pages of content
from:

« textbooks

s professional books

e case books—Harvard Articles, Insead,
Darden, Thunderbird and Business Week

o Taking Sides—debate materials.

Ivey,

Across the following imprints:

e  McGraw-Hill Education

e Open University Press

o Harvard Business School Press
o US and European material.

There is also the option to include additional material
authored by lecturers in the custom product—this
does not necessarily have to be in English.
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We will take care of everything from start to finish in
the process of developing and delivering a custom
product to ensure that lecturers and students receive
exactly the material needed in the most suitable way.

With a Custom Publishing Solution, students
enjoy the best selection of material deemed to be the
most suitable for learning everything they need for
their courses—something of real value to support
their learning. Teachers are able to use exactly the
material they want, in the way they want, to support
their teaching on the course.

Please contact your local McGraw-Hill representative
with any questions, or alternatively contact Warren
Eels e: warren_eels@mcgraw-hill.com
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Case 1 YouTube 23
YouTube generates a great deal of customer value but can it
generate revenues?

Case 2 innocent Ltd: being good is good for business 51

The marketing approach used by innocent Ltd to become a leader
in the smoothie market

Case 3 Oasis 80
The buying strategies used by retailers in the fast-changing
fashion business

Case 4  Inchydoney Island Lodge and Spa 105
Developing a research design to understand customer needs in the
leisure spa business

Case 5 The changing face of luxury fashion: Burberry,
Beckham and Big Brother 129

Segmentation and market-targeting strategies in the luxury
fashion business

Case 6  Gorenje Group: the curious case of the £10,000 fridge

and building a new European brand 162
Building a new European brand in the home appliances sector

Case 7  Paddy Power: from gambling to entertainment 188
From gambling to entertainment: redefining a service brand

Case 8 Sony's PlayStation 3: the fall of the king? 211

The critical role of pricing in the games console business

Case 9  Adidas vs Nike: who will score next? 245
The alternative promotional approaches used by the market leaders
in sports goods

Case 10  Red Bull's innovative marketing: transforming a

humdrum product into a happening brand 279
The use of buzz marketing to build a global brand

Case 11  IKEA 309

The marketing strategies used to build a global retail brand

Case 12 The turnaround at LEGO 339
The rise, fall and rise again of the iconic toy manufacturer
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