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Welcome to the Seventh Edition of
Marketing: An Introduction!

As we present this new edition, we want to take a moment to thank you and the mil-
sed our texts over the

lions of other marketing students and professors who have u
al best seller and Prentice Hall

years. You’ve helped to make this text an internation:
Business Publishing’s book of the year! Thank you.

Our goal with the seventh edition is to create an even more effective text from which
to learn about and teach marketing. Most students learning marketing, whether
majors or non-majors, want a complete picture of basic marketing principles and
practices. However, they don’t want to drown in a sea of details or to be over-
whelmed by marketing’s complexities. They want a text that’s complete yet easy to
manage and master.

The seventh edition of Marketing: An Introduction strikes a careful balance between
£ learning. The seventh edition presents the latest mar-

depth of coverage and ease O
keting thinking. It builds upon a marketing framework which positions marketing

simply as the art and science of creating value for customers in order to capture value
from customers in return. It explains how marketing works with other company
departments——such as accounting, information technology, finance, operations, and
human resources—and with marketing partners outside the company to jointly bring

value to customers.
Finally, the seventh edition takes a practical approach—concepts are applied through
s assess and solve market-

examples in which well-known and lesser-known companie
aching resources, both
Our goal is this: offer

ing challenges. An entirely new and comprehensive set of te
print and digital, has been developed to support this edition.
innovative supplements that simplify—that are easier to find, access, manage, and
use. You won’t have to sift through boxes and books to find what you need.

In all, we think that this edition of Marketing: An Introduction is the best edition yet.
We hope that you’ll enjoy your journey down the road to learning marketing. So
buckle up, and let’s get rolling!

baey Gy [JHilip [T

Philip Kotler

Gary Armstrong
Carolina at Chapel Hill Northwestern University

University of North
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Preface’

The seventh edition of Marketing: An Introduction presents an innovative framework for under-
standing and learning about marketing. Today’s marketing is all about building profitable cus-
tomer relationships. It starts with understanding consumer needs and wants, deciding which tar-
get markets the organization can serve best, and developing a compelling value proposition by
which the organization can attract, keep, and grow targeted consumers. If the organization does
these things well, it will reap the rewards in terms of market share, profits, and customer equity.
Simply put, marketing is the art and science of creating value for customers in order to capture
value from customers in return. From beginning to end, the seventh edition of Marketing: An
Introduction presents and develops this customer-relationships/customer-equity framework.

What’s New: Customer Value Is the Key

Marketing: An Introduction has been thoroughly revised to reflect the major trends and forces
that are changing marketing in this new age of customer relationships. It offers important new
thinking and expanded coverage on:

1. A “customer-relationships/customer-equity”’ framework:

¥ The customer relationship management/customer equity framework is established from the
start of the text, in the completely revised Chapter 1, Marketing: Managing Profitable
Customer Relationships, and carried forward throughout the text.

® The framework is presented in a five-step model of the marketing process, a model that details
how marketing creates customer value and captures value in return.

FIGURE 1.8

An Expanded Model of the Marketing Process

Create value for customers and Capture value from
build customer relationships customers in return

Manage marketing
information and
customer data

o e e
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® The greatly revised opening chapter includes a major new section on Building Customer

Relationships, which covers customer relationship management, the changing nature of
customer relationships, and partner relationship management. The chapter also features a
major new section on Capturing Value from Customers, which addresses topics such as
building customer loyalty and retention, growing “share of customer,” identifying cus-
tomer rejationship groups, and managing customer equity.

® The managing-customer-relationships theme continues in Chapter 2, Company and
Marketing Strategy: Partnering to Build Customer Relationships. This revised chapter
places profitable customer relationships at the center of marketing strategy and the market-
ing mix. This chapter also extends the corollary concept of partner relationship manage-
ment, working closely with marketing partners inside and outside the company to build
strong customer relationships.

2. Brand strategy and managing brand equity:

® Chapter 6, Segmentation, Targeting, and Positioning: Building the Right Relationships with
the Right Customers, presents new discussions on developing brand positioning statements
and brand positioning maps.

® Chapter 7, Product, Services, and Branding Strategies, now includes a separate and
expanded section—>Branding Strategy: Building Strong Brands. The new section includes
new material on brand equity and brand value, brand positioning, managing brands, and re-
branding.

3. Marketing technology and marketing in a socially responsible way
around the globe:

B Marketing technologies in the digital age. Technological advances have created a digital
age, which continues to have a dramatic impact on both buyers and the marketers who
serve them. New coverage is integrated chapter-by-chapter. In addition, Chapter 14,
Marketing in the New Digital Age, explores the exciting strategies and tactics that firms are
applying in order to prosper in today’s high-tech environment.

® Global marketing. Coverage is integrated chapter-by-chapter. Plus, Chapter 15, Global
Marketing, focuses on global marketing considerations. The globalization versus Ameri-
canization issue is highlighted in this chapter.

® Marketing ethics, environmentalism, and social responsibility. Chapter 16 focuses on
Marketing and Society: Social Marketing and Marketing Ethics and new coverage is inte-
grated chapter-by-chapter. Chapter 16, Marketing and Society: Social Responsibility and
Marketing Ethics, highlights Nike’s approach to social responsibility and how some com-
panies maximize profits while helping to save the planet.

Additional Major Themes Include:

® value propositions R supply chain management

& supplier development ® direct marketing

® database marketing ® value pricing

® dynamic pricing ® integrated marketing communications
® buzz markcting ® Web selling

® environmental sustainability ® marketing and diversity




Marketing In The Real World

Marketing: An Introduction tells the stories that reveal the excitement behind these and
other modern marketing successes:

® How NASCAR creates avidly loyal fans by selling not just stock car racing but a high-
octane, totally involving experience

® How Southwest Airlines flies high on the wings of its classic “less-for-much-less” value
proposition

B How Kmart’s BlueLight strategy started a price war only Wal-Mart could win
® How MTV moved into the global brand elite by making music the universal language

® How Wal-Mart became the world’s largest company by delivery on a simple promise—
“Always Low Prices, Always”

® How Pottery Barn succeeded in selling
not just home furnishings but an entire
lifestyle

rketing at Work| 6.1
Pottery Barn: Oh, What a Lifestyle!

stack “'s thiok s got 8 beautful

ted, she nd her husbend, Doug. sgreed ety
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ontertanng. g | sbeorbant, and 'a $24. | can say whh
;
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B How Office Depot transformed itself
from a traditional “brick-and-mortar”
marketer to a full-fledged “click-and-
mortar” marketer

* says Abe, upscale
bt cassal. . fomily-

& How Microsoft develops a passion for
innovation and its quest for “the Next
Big Thing”

® How Google flourished despite the dot-
com meltdown

® How Wholesaler Grainger became the
biggest market leader you have never
heard of

B How Loreal’s skillful use of cultural nuances helped it become “the United Nations of
Beauty.”

Many in-text elements help link the classroom to the real-world of marketing:

Chapter-opening vignettes. Each chapter starts with an exciting, real-world market-
ing story that introduces the chapter material.

Marketing at Work exhibits. Additional examples demonstrating marketing in
action are highlighted in Marketing at Work exhibits throughout the text.

Video cases. Every chapter is supplemented with a written case that also has a video com-
ponent to bring the material to life. These cases are located in Appendix 1 and are correlated
by chapter subject. Teaching notes are available for instructors in the instructor edition of the
text, in the instructor’s manual, and online at www.prenhall.com/marketing.




eys To Success: Our Learning Approach

Learning the aids located throughout each chapter help students review, link, and apply market-

ing concepts:
Road Map: Previewing the Concepts. A section at the beginning of each chapter
briefly previews chapter concepts, links them with previous chapter concepts, outlines
chapter-learning objectives, and introduces the chapter-opening vignette.

Speed Bump: Linking the Concepts.
“Concept checks™ are inserted at key points
in each chapter as “speed bumps” to slow
students down to be certain they are grasp-
ing and applying key concepts and links.
Each speed bump consists of a brief state-
ment and a few concept and application
questions. By utilizing the Study Guide

Linking the

Concepts

marketing management phi

i Stop here for a moment and stretch your legs. What have you learned so far about

marketing? For the moment, set aside the more formal definitions we've examined

and try to develop your own understanding of marketing

* In your own words, what is merketing? Write down your definition. Doss your defi-
nition include key concepts such as customer value and relationships?

® What does marketing mean to you? How does it aflect your daiy fife?

 What marketing management philosophy appears to guide NASCAR? How does
this compare with the marketing philosophy that guides Johnson & Johnson? Can
you think of another company guided by a very different philosophy? Is there one

s best

optional supplement, students can review feedback on the Speed Bump concept checks

for reinforcement.

Rest Stop: Reviewing the Concepts. A summary of key concepts at the end of each
chapter reviews chapter concepts and summarizes each chapter objective.

Navigating the Key Terms. A list of the chapter’s key terms.

Travel Log. “Discussing the Issues” and “Applications Questions” help students keep
track of and apply what they’ve studied in the chapter.

NEW Under the Hood: Focus on Technology. Application exercises and ques-

tions focus attention and discussion on important marketing technologies in this di gital age.

in marketing ethics. This feature can be

NEW Focus on Ethies. Situation descriptions and questions highlight important issues

used to begin classroom discussions or as
a basis for group projects.

NEW Marketing Plan. New to this
edition—a sample marketing plan with
annotations of key highlights is now
included as Appendix 2.

Glossary and Indexes. At the end of
the book, an extensive glossary provides
quick reference to the key terms found in
the book. Subject, company, and author
indexes reference all information and
examples in the book.

=8 The Marketing Plan:
An Introduction

As a marketer, you'll need a good marketing plan (o provide
direction and focus for your brand, product, or company. With a
detailed plan, any business will be better prepared to launch a
new product or build sales for existing products. Nonprofit
organizations also use marketing plans to guide their fund-
raising and outreach efforts. Even government agencies put
together marketing plans for initiatives such as building public
awareness of proper nutrition and stimulating area tourism.

The Purpose and Content
of a Marketing Plan
Unlike a business plan, which offers a broad overview of the
entire organization's mission, objectives, strategy, and resource
allocation, a marketing plan has a more limited scope. It serves
10 document how the organization’s strategic objectives will be
achieved through specific marketing strategies and tactics, with
the customer as the starting point. It is also linked to the plans of
other departments within the organization. Suppose a marketing
plan calls for selling 200,000 units annually. The production
department must gear up to make that many units, the finance
department must have funding available o cover the expenses,
the human resources department must be ready o hire and train
staff, and s0 on. Without ihe appropriate level of organizational
support and resources, no marketing plan can succeed.
Although the exact length and layout will vary from com-
pany (o company, a marketing plan usually contains the sections
described in Table X on page Y. Smaller businesses may create
shorter or less formal marketing plans, whereas corporations
frequently require highly structured marketing plans. To guide
implementation effectively, every part of the plan must be
described in considerable detail. Sometimes a company will
past its marketing plan on an internal Web site, which allows

managers and employees in different locations to consult

toward objectives and identify arcas for improvement if results
fall short of projections. Finally, marketers use marketing
research 10 learn more about their customers® requirements,
expectations, perceptions, and satisfaction levels. This deeper
understanding provides a foundation for building competitive
advantage through well-informed scgmenting. targeting, and
positioning decisions. Thus, the marketing plan should outline
‘what marketing research will be conducted and how the findings
will be applied.

The Role of Relationships

‘The marketing plan shows how the company will establish and
maintain profitable customer relationships. In the process, how-
ever, it also shapes a number of internal and external relation-
ships. First, it affects how marketing personnel work with each
other and with other departments to deliver value and sausfy
customers. Second, it affécts how the company works with sup-
pliers, distributors, and strategic alliance partners to achieve the
objectives listed in the plan. Third, it influences the company’s
dealings with other stakeholders, including government regula-
tors, the media, and the community at large. Al of these rela-
tionships are important to the organization’s success, so they
should be considered when a marketing plan is being developed.

From Marketing Plan to Marketing Action

Companies generally create yearly marketing plans, although
some plans cover a longer period. Marketers start planning well
in advance of the implementation date to allow time for market-
ing research, thorough analysis, management review, and coordi-
nation between departments. Then, after each action program
begins, marketers monitor ongoing results, compare them with
projections, analyze any differences, and take corrective steps as
needed. Some marketers design contingency plans, as in the
sample plan below, for implementation if certain conditions
emerge. Because of inevitable and sometimes unpredictable
environmental changes, marketers must be ready o update and




Teaching and Learning Support

A successful marketing course requires more than a well-written book. Today’s classroom
requires a dedicated teacher and a fully-integrated teaching package. A total package of teaching
and learning supplements extends this edition’s emphasis on effective teaching and learning.
The following aids support Marketing: An Introduction:

For Instructors

What’s new? Easier access to more innovative resources!

What's Online?

3 NEW Instructor’s Resource Center (Wwww.prenhall.com/marketing)

# Instructor’s Manual

# Test Item File
% TestGen EQ for PC/MAC

® Image bank

3% NEW Three sets of PowerPoints
# Basic
#® Image/Media Rich

% Personal Response System (PRS)

¥ NEW OneKey (ISBN: 0-13-142606-0)—A student access code can be shrink-
wrapped FREE with new copies of this textbook.

What’s Online?

¥ NEW OneKey—A student access code is available FREE when shrink-wrapped with
this text.

8 Marketing ToolKit

#® ADventure exercises

® Interactive and animated figures and tables

® MarketingUpdates powered by Research Navigator
® Self Study Quizzes

Gary Armstrong
Philip Kotler
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