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PREFACE

As we count down the remaining months to the end of the 20th century and
anticipate the dawning of a new era, we are gratified that our efforts to pro-
vide textbook value to our instructor colleagues and student customers have
been successful. We also are honored that our market share figures indicate
Contemporary Marketing is the most frequently used introductory marketing
textbook in the United States. .

The eighth edition of the book represents a continuation of our quality
improvement efforts to provide users with the most current and thorough cov-
erage of marketing concepts. A quick review of new marketing terms included
in this edition will assure the most demanding instructor that this textbook is
unparalleled with regard to completeness and currency. Contained in the new
edition is complete coverage of such emerging issues as:

benchmarking marketing decision support system

brand equity (MDSS)

customer satisfaction North American Free Trade

environmental scanning Agreement (NAFTA)

European Union product positioning

event marketing relationship marketing

everyday low pricing (EDLP) sales force automation

green marketing sponsorships

integrated marketing supply chain management
communication (IMC) total quality management (TQM)

interactive media value pricing

information superhighway

Users of previous editions of the textbook will not be surprised by the com-
prehensiveness of this revision and the inclusion of so many current examples.
After all, previous editions have represented many textbook firsts:

» The first marketing textbook written to the student rather than to the instruc-
tor, and written in a clear, concise style at a reading level designed to enhance
student comprehension.

» The first marketing textbook based on marketing research and written the
way instructors teach their courses.

 The first textbook to integrate computer applications into every chapter.

» The first textbook to use extensive pedagogy such as feature stories inte-
grating marketing concepts with the most current business examples.

+» The first textbook to introduce end-of-chapter video cases tied to profes-
sionally produced videos created for use as a case component.

* The first textbook to discuss services and international topics early in the
textbook and to thoroughly integrate these important topics with numerous
examples throughout.

The improvements to the new edition are so extensive and so far-reaching that
even the title of the text has been modified to Contemporary Marketing P
The change reflects not simply a new edition, but a new approach to the mar-
keting discipline.
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Features of the Eighth Edition

Like its predecessors, the new edition provides both the professor and the stu-
dent with state-of-the-art instructional materials. The instructional materials
range from traditional lecture and testing supplements to interactive, multime-
dia presentation software and displays.

LectureActive Presentation Software and
Integrated Analog Media System

Contemporary Marketing™™ offers another first: LectureActive Presentation
Software. LectureActive allows instructors to enhance their lectures with video
clips, animation sequences, and still images by frame-by-frame accessing of
laser disk material. On-screen note cards can be attached to specific frames to
customize an image for the instructor. The practical use of media technology
will enrich instructors’ presentations and make students’ learning experiences
interesting and effective. The package consists of LectureActive Presentation
Software and six laser disks containing:

» 20 new chapter-specific video segments in their entirety

¢ 250 transparencies

» All tables, figures, and graphics from the textbook

* Interactive discussion questions developed especially for video-supported
lectures

« An additional collection of advertisements for lecture use in different chap-
ters throughout the book

New Video Cases

New video cases appear at the end of each chapter. Each written case is
enhanced by a 15-18 minute video created specifically for use by professors
using Contemporary Marketing”™™ in their classes. The new videos were cre-
ated, produced, and/or carefully edited by marketing professors working with
the Center for Instructional Technology in Marketing (CITM) at Central Michi-
gan University under the direction of Professors Bruce H. Allen and J. Holton
Wilson. The videos were produced in response to consumer demand for high-
quality, pedagogically integrated video cases. Included in the video case pack-
age is a balance of large- and medium-sized firms, service providers, and mar-
keters of tangible goods. The video cases include:

Chapter 1: Toronto Blue Jays Chapter 11: GM/Cadillac

Chapter 2: Samsonite Chapter 12: Florida Power Corporation

Chapter 3: AT&T Superhighway Chapter 13: L.L. Bean

Chapter 4: Whirlpool Corp. Chapter 14: Kmart

Chapter 5: White Flower Farm Chapter 15: Dow Chemical

Chapter 6: The Walker Group Chapter 16: Cherry Capital Airport
and GTE Chapter 17: W.B. Doner

Chapter 7: Upjohn’s Rogaine Chapter 18: 3M Health Care

Chapter 8: Delfield Company Chapter 19: Alamo Rent-A-Car

Chapter 9: Marriott Corp. Chapter 20: Archway Cookies

Chapter 10: Marvel Entertainment

Quality and Customer Satisfaction

Contemporary Marketing”™™ devotes an entire chapter to two of the most
dynamic areas of marketing—quality and customer satisfaction. Early cover-
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age of these topics helps students understand quality and customer service con-
cerns and the overall impact of customer focus on marketing programs in rela-
tion to today’s competitive environment. Coverage includes statistical quality
control, application of TQM to the marketing mix, employee empowerment,
and the analysis of internal company procedures and processes in terms of
external competitiveness.

Expanded Coverage of Relationship Marketing

Chapter 5, Marketing Planning and Forecasting, emphasizes today’s competi-
tive environment surrounding customer relationships. Because relationship
marketing and customer value have become an essential part of marketing in
the 1990s, the concept also is integrated in later chapters on product and pro-
motional strategies, particularly in the services and the sales and promotions

chapters.

Major Revision of the Marketing
Research Chapter

Chapter 6, Marketing Research and Marketing Information Systems, has been
completely revised. Marketing decision support systems (MDSS) are discussed
in depth as well as are other contemporary research concepts. New material
includes coverage of international research sources, such as Citibank’s Global
Report, and a new section on technology and marketing research.

New Focus on Diversity and Ethics

Numerous new examples emphasizing the increasingly important role of ethics
in the business environment appear in the Focus on Ethics boxes. A new series
of boxes titled Diversity in the Marketplace highlight topics such as product
design for the physically challenged, the pricing of African-American art, one
Japanese entrepreneur’s used-car business conducted on a computer network,
and many more.

New Resources and Examples

In addition to Chapter 4, Global Dimensions of Marketing, the global orienta-
tion of Contemporary Marketing”™™ is evident in every chapter. International
examples are integrated throughout the text, and a separate international index
appears at the end of the book. All of the opening vignettes, boxes, end-of-
chapter video cases, and advertising examples are entirely new. At the request
of many adopters who require alternate case assignments, 20 additional cases
appear at the end of the book.

An Integrated Approach to Careers

Instructor and student concerns about careers have been addressed in a unique
fashion in this edition. In addition to descriptions of popular marketing careers
in the careers appendix, written by Professor Sheryl Gatto of the University of
Virginia, two new career components are included in Contemporary Market-
ing.”™ The first, Marketing Career Tracks Software, includes resumé and self-
assessment tools for each student. Eric Sandberg, of the DeVry Institute in
Atlanta, designed this software and created special marketing data sets by
extensively interviewing marketing executives.
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The final component of the marketing careers materials features a blend of
the software and the video cases. Each of the videos concludes with a special
section called video career profile, which provides more information about the
key marketing executives who appeared in the preceding case study. The mar-
keting managers discuss their career paths, marketing successes, required man-
agerial skills, the role of marketing as they see it, and they also provide per-
sonal advice to students embarking upon marketing careers. The video career
profiles are coordinated with a special module contained in the Marketing
Career Tracks Software. Instructions for use are contained in the textbook at
the end of the careers appendix.

Complete Integration of Text and Ancillaries

Contemporary Marketing”™™ provides one of the most completely integrated
textbook packages on the market today. The focus on the integration of the
book with the various components of the teaching package makes this edition
the most comprehensive text option to use and the most fulfilling for students

to experience.

Instructional Resource Package

Instructor’s Resource Manual

The two volumes contain the following sections for each chapter:

« Changes from the previous edition
 Annotated learning goals

+ Key terms

« Lecture outlines with transparency integration notes
* Lecture illustration files

» Answers to review questions

« Answers to discussion questions

» Answers to Focus on Ethics boxes

« Answers to Diversity in the Marketplace boxes
» Answers to video case questions

+ Answers to alternate case questions

+ Solutions to computer applications

» Guest speaker suggestions

A total of 100 potential term paper topics is also included in the Instructor’s
Resource Manual. In addition, the volumes contain suggested class schedules,
additional information on guest speakers, instructions on using the marketing
videos, the Media Instructor’s Manual, and the Boone & Kurtz Marketing Disk.

Media Instructor’s Manual

In order to coordinate the entire media package with easy to use guidelines,

the Media Instructor’s Manual has been entirely rewritten. The manual pro-

vides instructors with three potential tools enabling them to:

1. Incorporate the videos and transparencies into lectures

2. Integrate the Contemporary Marketing™ Laser Disk materials with class-
room instruction

3. Implement a full, LectureActive classroom presentation
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Marketing Disk

The Boone & Kurtz Marketing Disk contains complete programs for the com-
puter applications problems in the text and the Study Guide. It is available free
to adopters for use with any IBM compatible computer. The problems have
been revised to reflect changes in the new edition.

Test Banks

Two completely new test banks now provide more than 3,500 questions to
select from—more than any other introductory marketing test bank. Available
in both printed and computerized formats, each chapter includes application
and knowledge-based multiple choice, true/false, and essay questions, as well
as two minicases. The minicases, which are followed by related multiple-choice
questions, present problems that require more thorough analysis and synthesis
of information than do typical multiple-choice questions. Students also can be
tested on their knowledge of the Diversity in the Marketplace and Ethics box
material. Each question is keyed to specific text page numbers and level of dif-
ficulty. Test Bank A was prepared by Professors Jonas Falik and Benjamin
Wieder of Queensborough Community College after extensive reviewing. Test
Bank B takes a more conceptual approach and is the collaboration of instruc-
tors from all over the United States.

A computerized version of the printed test bank is available for use with
IBM compatible PCs and Macintosh computers. It allows professors to preview
test questions, edit questions, add their own questions, and print scramble forms
of tests and answer keys. The IBM PC version is compatible with floppy and
hard disk systems. RequesTest™ is also available to instructors. This service
allows instructors to order test masters by question and criteria via a toll-free
telephone line, thereby making test planning quicker and easier than ever
before. Test masters will be mailed or faxed to you within 48 hours.

Study Guide

The Study Guide is a learning supplement designed to enhance students’ under-
standing and to provide them with additional practice in applying concepts pre-
sented in Contemporary Marketing.”™™ Each chapter includes a brief outline,
experiential exercises, a self-quiz, cases, short-answer questions, and computer
problems. Also included are crossword puzzles at the end of each chapter, a
marketing plan exercise, and three term projects. Study Guide solutions now
appear at the end of the Study Guide, not in the Instructor’s Resource Manual.
The Study Guide was prepared by Professor Thomas S. O’Connor of the Uni-
versity of New Orleans.

Marketing Simulation Game

MICROSIM, an innovative marketing simulation game written by Professor
Steven Schnaars of Baruch College, is available for use with Contemporary Mar-
keting P The game asks students to assume the role of a marketing manager
for a microwave oven company and to- manipulate fundamental marketing vari-
ables in order to maximize profits. It is designed for use with IBM compatible
PCs. Ask your Dryden sales representative about other suitable simulations.

Marketing Career Software

A special marketing version of Dryden’s popular Marketing Career Tracks Soft-
ware includes resumé and self-assessment tools as well as modules that enhance
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the video career profiles. The DOS software is available for IBM compatibles
in 3.5 and 5.25 inch disks.

Video Series

The new Contemporary Marketing”™ video series was created, produced,
filmed, and/or edited by the Center for Instructional Technology (CITM) at
Central Michigan University in partnership with successful, well-known com-
panies. Marketing professors guided the scripting and production of these
videos. The real-life video cases show students how professional marketers
actually meet the challenges of the marketplace. The 20 videos, in half-inch
VHS format, are available to adopters at no cost.

In addition to the Contemporary Marketing™ videos, Marketing Business
Concerns Quarterly Videos are available to adopters four times a year. These
CBS videos present timely clips that highlight current marketing issues.

Full-Color Overhead Transparencies

This innovative component consists of 250 full-color transparency acetates that
are also available as 35mm slides and are included on the Contemporary Mar-
keting™™ Laser Disk. Each transparency is comprised of a striking graphic
illustration or advertisement that enhances the presentation in the book. All of
the transparencies are described in detail in accompanying transparency notes.
The cighth edition fully integrates the transparencies with the text via a unique
numbering system. Graphic artwork is numbered in reference to the chapters;
that is, Transparency 3.4 is the fourth transparency in Chapter 3. The adver-
tisements, however, are numbered sequentially throughout; for example, adver-
tisement 56 simply refers to the 56th advertisement transparency in the pack-
age. This numbering system for the advertisements allows them to be used in
multiple places throughout the textbook. The chapter outline in the Instructor’s
Resource Manual includes references to each transparency and notes on where
they might be used.

Laser Disk and LectureActive Presentation
Software

The Contemporary Marketing”™ Laser Disk set includes the 20 new videos
listed earlier, the 250 transparencies, all of the figures from the book, interac-
tive questions, and an additional set of advertisements for class use. Lecture-
Active Presentation Software gives the instructor the ability to preprogram lec-
tures using the Contemporary Marketing laser disks. The program also allows
the instructor to modify video captions and labels on the screen and to add

information on note cards.
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