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Marshall/lJohnston: Marketing Management2e offers a seamless content and technology solution to improve student
engagement and comprehension, automation of assignments and grading, and easy reporting to ensure that learning

objectives are being met.

McGraw-Hill Connect® Marketing provides a wide array of tools and content to improve instructor productivity and student
performance. In fact, the aggregated results of 34 Connect adoptions showed an 11% improvement in pass rates, a 16%
improvement in retention, two times as many students receiving an A, and a 77% reduction in instructor grading time.
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McGraw-Hill LearnSmart’

LearnSmart, the most widely used adaptive learning
resource, is proven to improve grades. By focusing each
student on the most important information they need to
learn, LearnSmart personalizes the learning experience
so they can study as efficiently as possible.
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SmartBook”

SmartBook—an extension of LearnSmart—is an adaptive
eBook that helps students focus their study time more
effectively. As students read, SmartBook assesses
comprehension and dynamically highlights where they
need to study more.



Interactive Applications

Interactive Applications offer a variety of automatically
graded exercises that require students to apply key
concepts. Whether the assignment includes a click
and drag, video case, or decision generator, these
applications provide instant feedback and progress
tracking for students and detailed results for the
instructor.
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eBook

McGraw-Hill Connect Plus® includes a media-rich eBook that allows you
to share your notes with your students. Your students can insert and
review their own notes, highlight the text, search for specific information,
and interact with media resources. Using an eBook with Connect Plus
gives your students a complete digital solution that allows them to access
their materials from any computer.
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McGraw-Hill Tegrity®

Make your classes available anytime, anywhere. With
simple, one-click recording, students can search for a
word or phrase and be taken to the exact place in your
lecture that they need to review.
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Learning Management System Integration

MH Campus® is a one-stop teaching and learning experience available to use with any
learning management system. MH Campus provides single sign-on to faculty and students
for all McGraw-Hill material and technology from within the school website. MH Campus
also allows instructors instant access to all supplements and teaching materials for all
McGraw-Hill products.
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Blackboard® users also benefit from McGraw-Hill's industry-leading integration, providing s
single sign-on to access all McGraw-Hill Connect® assignments and automatic feeding of pomoe - The Best of
assignment results to the Blackboard grade book. Both Worlds
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Connect generates comprehensive reports and graphs that provide instructors with an instant view of the performance
of individual students, a specific section, or multiple sections. Since all content is mapped to learning objectives, Connect
reporting is ideal for accreditation or other administrative documentation.
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PREFACE

viii

INTRODUCTION

No doubt about it, the field of marketing is really changing. The changes in the
practice of marketing management are dramatic and important, and call attention
to a number of organizational issues in today’s business milieu that differ from the
past. In general, marketing management today is:

+ Very strategic—customer centricity is now a core organizational value.
« Heavily enabled by technology and data.
« Focused on facilitating value for the customer.

« Concerned with internal alignment of people, processes, systems, and
strategies to effectively compete through a customer focus.

» Accountable to top management through diligent attention to metrics and
measurement.

+ Oriented toward service as the driver of product.

+ Focused on a long-term customer relationship—centered understanding of
the need to develop deep commitments from current profitable customers
while also cultivating new ones.

« “Owned”by everybody in the firm, to one degree or another.
« Critically committed to exhibiting the utmost ethical behavior in all dealings.

In contrast, marketing management in the past has been:

« Much less strategic in nature.
« Very 4Ps oriented—more tactical.

+ Less relationship-centered, thus focused on shorter time horizon decision
making.

«+ Less focused on the ability to consistently deliver value for the customer.
« Oriented toward product as the core deliverable.
« Done by marketing departments.

» Much less accountable to upper management in terms of measurement of
marketing success.

WHY WE WROTE THIS BOOK

Given the dramatic changes in the field of marketing, it is a sure bet that the job
of leading and managing marketing’s contributions to the organization and its
customers, clients, partners, and society at large has changed at a concurrent level.
Yet, the typical marketing management book on the market today does not effec-
tively capture and communicate to students how marketing management is really
practiced in the 21st century world of business. Clearly, it is time for an updated
approach to teaching and learning within the field. This book is designed to fulfill
that need.

We hear it from colleagues all the time—the complaint that the book they are
using in their marketing management course “doesn’t say what I believe the stu-
dents need to hear” or that it “is too simplistic—like a marketing principles book”
or that it “doesn’t match what my MBAs actually do on the job” or that it “reads
like an encyclopedia of marketing” or that it “has too much about everything and
not enough focus on anything.” During the development process for this book,



we heard comments like these and others from hundreds of colleagues in focus
groups, in written reviewer comments, and in numerous conversations around
the world about the course. As a result, we became convinced that such com-
ments truly are pervasive among instructors who teach marketing management,
whether as the introductory MBA course, capstone undergraduate course, or first
focal course after the undergraduate marketing principles course. Many market-
ing management instructors are looking for a book that is:

- Written for today’s students in an up-to-date, user-friendly, yet professional
and thorough style.

« Able to strike an effective balance between presenting the new world order of
marketing at the strategic, operational, and tactical levels.

« A step up from the previous norm in terms of support materials for the
classroom.

Marshall/Johnston’s Marketing Management, 2e has taken great effort to repre-
sent marketing management the way it is actually practiced in successful organiza-
tions today. In our view, leading and managing the aspects of marketing to improve
individual, unit, and organizational performance—marketing management—is a
core business activity. Its relevance is not limited to just marketing departments or
marketing majors. And business students of all backgrounds should appreciate
the impact of effective marketing management on their own professional careers
as well on as the overall success of their organizations. Bottom line, the ability to
do great marketing management is relevant to everyone in a firm.

The content of the book reflects the major trends in the managerial practice of
marketing, and the pedagogy is crafted around learning and teaching preferences in
today’s classroom. Above all, it is written in a style that is appealing for both stu-
dents and instructors so that students will actually enjoy reading the material and
instructors will be proud to teach from it and confident about presenting its up-to-
date, professional, and thorough approach to their courses.

STRUCTURE OF THE BOOK

Marshall/Johnston’s Marketing Management, 2e has six major parts, reflective of
the logical sequence of building blocks for the course.

- Part One: Discover Marketing Management. In this part, students gain
an understanding of the dynamics of the field. Significant attention is paid
to framing the importance of studying marketing to future success as a
manager. To kick off the marketing planning theme early in the course,
Part One includes comprehensive coverage of this aspect along with an
example marketing plan.

- Part Two: Use Information to Drive Marketing Decisions. It has often
been said that information is the fuel that fires the engine of marketing
management decision making. With this in mind, Part Two focuses on
effective management of information to better understand customers, both
in the consumer and business marketplaces. Effective segmentation, target
marketing, and positioning are at the core of successful marketing and
this part provides a modern managerial treatment of these critical topics,
including connecting CRM capabilities with other relevant competencies and
capabilities of successful marketers.

« Part Three: Develop the Value Offering—The Product Experience. This
“product suite” of chapters presents a coherent and comprehensive
drill-down into today’s world of product strategy, branding, and
new-product development. Reflective of the notion that service is a key
driver of product success, we devote a separate chapter to making
important links between service and the overall offering.



« Part Four: Price and Deliver the Value Offering. Part Four begins with a
fresh, managerially relevant treatment of pricing decision making followed
by an integrative approach to the multitude of modes at a manager’s
disposal today by which an offering can be made available to customers
through channels and points of interface.

+ Part Five: Communicate the Value Offering through the Elements
of Integrated Marketing Communications. With the rise of social media
and the dramatic changes in the deployment of marketing communications,
this new “marketing communications suite” of chapters has been created
for Marketing Management, 2e to best feature the array of new-age and
traditional marketing communication vehicles available to managers.

« Part Six: Bring It All Together—Global and Performance Dimensions.
Global marketplace issues are presented based on the idea that today,
truly all marketing is global. The final chapter in the book is unique in
marketing management books, in that it is the first of its kind to focus on
comprehensive approaches to selecting and executing marketing metrics
for decision making. As such, it is useful as a resource chapter for numerous
other topics in the course including the development of a marketing plan.
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Its also charirable, actively working with other organizations including Feeding
America. in order to create awareness of its social consciousness, Panera launched
its "Live consciously. Eat delicously” campaign. The initiative will have a signifi
cant presence on social media sites, Including Facebook and Twitter, expating this
new positioning to millions of fans, Purpose marketing with this type of sincarity
has the potential ta appeal to consumers on an emotional level and further drive
customer layaity. This trend moves marketing beyond push brand messaging and
Instead engages consumers |n a much more meaningful way."”

Value and Exchange Are Core Marketing Concepts

Throughout the vartous topics encompassed within this book, the idea of value as
a core concept in marketing will be a central theme. From a customer’s perspec-
nve, define value as a ratio of the bundle of benefits a customer receives from
an offering u)mrnmj to the costs incurred by the customer in acquiring that bun-
dle of benefits. " Another central tenet of marketing is the concept of exchange, in
which  person gives up something of value to them for something else they desine
to have.” Usually an exchange is facilitated by money, but not always. Sometimes
people trade or barter nonmanetary resources such as time, skill, expertise, intel-
lectual capital, and other things of value for something else they want. For any

Reflective of the centrality of ethical
practices to marketing management,
each chapter includes a real-world
example of business ethics related to
chapter material. These lively boxed
features highlight how ethical issues

permeate every marketing decision.

POP-OUT
EXAMPLES

Each chapter contains numerous pop-
out examples so that students can
immediately connect chapter content
to real-world application.

DECISION CASE

At the end of each chapter is a case drawn from the busi-
ness headlines. Students are engaged by the currency of
the problem and asked to develop solutions using chap-
ter material. The cases are just the right size for today’s
classroom use—not too short but not too long!

research. This assignment includes:

each source.
a. List sources,
b. Date.

{focus group g
keting plan.

MARKETING PLAN EXERCISE

ACTIVITY 3: Identify Critical Information

This exercise asks you to identify the critical information needed to create the mar-
keting plan. In that regard it Is important to evaluate existing information (intemnal
inside and secondary data) as well as new Information gathered through primary

1. Catalog internal sources of information available to you inside the organization
and what Information you will receive from each source.
2. identify secondary data sources and the specific information you need from

c Assess the relevance of the data to the project.
3. List primary data needs to create the marketing plan. Then develop the specific
surveys) that you will use later in the mar-

MANAGEMENT DECISION CASE:

Using Infor to Target C

s Who Do Not Know

They Are Being Targeted

—in fate 2013, Target Corporation, one of the biggest
America,

rezail organizations in. one of the
fargest data secunity breaches in history, with tens of
millions of credit cards comprornised by systerm hack-
ers. This case focuses on ansther interesting but less
publictzed event from the same time frame.

“If we wanted to figure out ifa customer s pregnant,
even If she didn't want us to know, can you do that!”
This question Is emblematic of similar questions that
are asked In companies all over the world in an effort
to more specifically identify customers for Increased
sales apportunities, In this case, the Target brass were
hoping to nd-mtfv buying pattems of their fernale cus-
m«ms would allow for effective promation of

specific products such as matemity and baby items. As
Target has leamed, customer buying patterns are rep-
resenative of M mge and to the extent M an

mining and mluvrnmm analysis, greater sales opportu-
nities are possible.

Target is one of many companies that have discov-
ered the benefits of “big data” and *business analyt-
ics” As Individuals buy items, whether It Is online ot

i Target was encouraging his daughter to get pregrant,
the store mw-gev tpobuxd profusely for Targets

phoned the cummzl 1o apologize again and leamned
the customers daughter was actually pregnant, s fact
that was revealed after the father returned from the
store and spoke with her,

As enhanced computer processing  power
becomes more prevalent and more people are
trained In the sclence and art of business analytics.
there is no question that companies will utilize these
data to Increase company performance. In fact, Tar-
get Corporation’s total revenues rose from $44 bil-
lion in 2002 to over $70 billion in 2013, an incresse
attributed to Target's “heightened focus on items and
<ategories that appeal to specific segments such as
mom and baby” However, the ability for companies
to anatyze big data with sophisticated technigues is
not without some risk, and given Target’s highly pub-
ficized security breach in late 2013 Target must be
highly sensitive 1o the issue. The key is to balance the
need snsure security and at the same time use data
10 enhance organizational success,

MARKETING PLAN EXERCISE

Each chapter connects that chapter’s key content to a
semester-long marketing plan project activity. Marshall/
Johnston’s Marketing Management, 2e is the only market-
ing management book to effectively thread a marketing
planning focus throughout the textbook itself. Whether
or not a semester marketing plan project is used by the
instructor, the marketing plan exercise feature does a
great job of tying together important planning concepts
for students in a methodical, stepwise manner.
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GLOSSARY OF TERMS

A complete glossary of key terms and definitions is provided at the end of the
book. The glossary serves as an important reference as well as a handy study aid
for students preparing for exams.

OTHER FEATURES IN EACH CHAPTER

« Learning objectives: These set the stage at the beginning of the chapter
for what students will achieve by reading and studying the chapter. Each
objective reappears in the margin at the relevant point in the chapter so
students can track their progress.

« Summary: At the end of each chapter, a summary reminds students of the
highlighted topics.

« Key terms: Terms are bolded throughout the chapter and connected with
definitions in the Glossary.

« Application questions: These engaging questions at the end of each chapter
are designed to direct students’ thinking about the topics to the next level of
application. Throughout the book all of these questions have been specially
designed to simulate managerial decision making.

SUPPLEMENT PACKAGE

Marshall/Johnston’s Marketing Management, 2e is committed to having the best
supplement package in the marketing management textbook arena.

Connect

Connect is an all-digital teaching and learning environment designed from the
ground up to work with the way instructors and students think, teach, and learn.
As a digital teaching, assignment, and assessment platform, Connect strengthens
the link among faculty, students, and coursework, helping everyone accomplish
more in less time.

LearnSmart

The smartest way to get from Bto A

LearnSmart is the most widely used and intelligent adaptive learning resource.
It is proven to strengthen memory recall, improve course retention, and boost
grades by distinguishing between what students know and what they don’t know,
and honing in on the concepts that they are most likely to forget. LearnSmart con-
tinuously adapts to each student’s needs by building an individual learning path.
As a result, students study smarter and retain more knowledge.

SmartBook

A revolution in learning

Fueled by LearnSmart, SmartBook is the first and only adaptive reading experi-
ence available today. SmartBook personalizes content for each student in a con-
tinuously adapting reading experience. Reading is no longer a passive and linear
experience, but an engaging and dynamic one where students are more likely to
master and retain important concepts, coming to class better prepared.



Practice Marketing

McGraw-Hill’s Practice Marketing is a 3D, online, multiplayer game that enables
students to gain practical experience by applying the skills they learn in a highly
interactive and engaging environment. Using the knowledge built on their course,
students become the marketing manager for a company entering the backpack
market. By making decisions and seeing the results, players get feedback on their
actions and learn by doing. Practice Marketing is the first in this series of new dig-
ital products from McGraw-Hill. Contact your local rep for more details.

Create

Instructors can now tailor their teaching resources to match the way they teach!
With McGraw-Hill Create, www.mcgrawhillcreate.com, instructors can easily
rearrange chapters, combine material from other content sources, and quickly
upload and integrate their own content-like course syllabi or teaching notes. Find
the right content in Create by searching through thousands of leading McGraw-
Hill textbooks. Arrange the material to fit your teaching style. Order a Create book
and receive a complimentary print review copy in 3-5 business days or a compli-
mentary electronic review copy (echo) via e-mail within one hour. Go to www.
mcgrawhillcreate.com today and register.

Tegrity Campus

Tegrity makes class time available 24/7 by automatically capturing every lec-
ture in a searchable format for students to review when they study and complete
assignments. With a simple one-click start-and-stop process, you capture all com-
puter screens and corresponding audio. Students can replay any part of any class
with easy-to-use browser-based viewing on a PC or Mac. Educators know that
the more students can see, hear, and experience class resources, the better they
learn. In fact, studies prove it. With patented Tegrity “search anything” technol-
ogy, students instantly recall key class moments for replay online or on iPods
and mobile devices. Instructors can help turn all their students’ study time into
learning moments immediately supported by their lecture. To learn more about
Tegrity, watch a two-minute Flash demo at http://tegritycampus.mhhe.com.

Blackboard® Partnership

McGraw-Hill Education and Blackboard have teamed up to simplify your life.
Now you and your students can access Connect and Create right from within
your Blackboard course—all with one single sign-on. The grade books are seam-
less, so when a student completes an integrated Connect assignment, the grade for
that assignment automatically (and instantly) feeds your Blackboard grade center.
Learn more at www.domorenow.com.

McGraw-Hill Campus™

McGraw-Hill Campus is a new one-stop teaching and learning experience avail-
able to users of any learning management system. This institutional service
allows faculty and students to enjoy single sign-on (SSO) access to all McGraw-
Hill Higher Education materials, including the award-winning McGraw-Hill
Connect platform, from directly within the institution’s website. With McGraw-
Hill Campus, faculty receive instant access to teaching materials (e.g., ebooks, test
banks, PowerPoint slides, animations, learning objects, etc.), allowing them to
browse, search, and use any instructor ancillary content in our vast library at no
additional cost to instructor or students. In addition, students enjoy SSO access
to a variety of free content (e.g., quizzes, flash cards, narrated presentations, etc.)
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and subscription-based products (e.g., McGraw-Hill Connect). With McGraw-
Hill Campus enabled, faculty and students will never need to create another
account to access McGraw-Hill products and services. Learn more at www
.mhcampus.com.

Assurance of Learning Ready

Assurance of learning is an important element of many accredita-
tion standards. Marshall/Johnston’s Marketing Management, 2e is
designed specifically to support your assurance of learning initia-

LEARNING OBJECTIVES

[SeE Rl Describe the difference between market information systems
and market research systems,

[ReE A 'dentify how critical internal (inside the firm) information is collected

and used in making marketing decisions. tives. As mentioned earlier, each chapter in the book begins with
TEERRED cptin ssental excema utside the fim) informaton colecton a list of learning objectives, which are then addressed through-
m 5.
RecognizelhevaluecfmarketresearchandilsroleInmarkeling. Out the Chapter as Well as m the end-Of—Chapter prOblemS and
L R—— exercises. Every test bank question is also linked to one of these
Illusrrate(unemresearzhmchnologiesandhowtheyaveusedm Objecﬁves and indiCateS leVel Of dlfﬁculty, tOpiC area, BlOOI‘n’S
market research.

Taxonomy level, and AACSB skill area. EZ Test, McGraw-Hill’s
easy-to-use test bank software, can search the test bank by these
and other categories, providing an engine for targeted Assurance
of Learning analysis and assessment.

AACSB Statement

The McGraw-Hill Companies is a proud corporate member of AACSB Inter-
national. Understanding the importance and value of AACSB accreditation,
Marshall/Johnston’s Marketing Management, 2e has recognized the curricula
guidelines detailed in the AACSB standards for business accreditation by connect-
ing selected questions in the test bank to the general knowledge and skill guide-
lines found in the AACSB standards.

The statements contained in Marshall /Johnston’s Marketing Management, 2e are
provided only as a guide for the users of this text. The AACSB leaves content cov-
erage and assessment within the purview of individual schools, the mission of the
school, and the faculty. While Marshall/Johnston’s Marketing Management, 2e and
the teaching package make no claim of any specific AACSB qualification or evalu-
ation, we have labeled selected questions according to the six general knowledge
and skills areas.

McGraw-Hill Customer Experience Group
Contact Information

At McGraw-Hill, we understand that getting the most from new technology can
be challenging. That’s why our services don’t stop after you purchase our prod-
ucts. You can e-mail our Product Specialists 24 hours a day to get product training
online. Or you can search our knowledge bank of Frequently Asked Questions
on our support website. For Customer Support, call 800-331-5094, e-mail
mhsupport@mcgraw-hill.com, or visit www.mhhe.com/support. One of our
Technical Support Analysts will be able to assist you in a timely fashion.
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Students using Marshall/Johnston’s
Marketing Management, 2e will have
access to resources located on the
Online Learning Center, including
Chapter Quizzes.
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CONCLUSION

Our overarching goal is to provide a marketing management book that truly cap-
tures the managerial practice of marketing in a way that is fully relevant to today’s
business students, professors, and managers. As stated earlier, we strongly believe
that leading and managing the aspects of marketing to improve individual, unit,
and organizational performance—marketing management—is a core business
activity that is relevant to any MBA or undergraduate business student, regard-
less of his or her functional area of focus. At the end of the course, we want this
book to allow marketing management instructors to have accomplished these key
objectives:

« Clearly bring knowledge leadership in managerial aspects of marketing
into the classroom, especially focusing on marketing management decision
making in this new era of marketing.

« At the same time, cover the core areas of day-to-day management of
marketing functions, but with a focus always on application and managerial
decision making—not just basic “principles.’

- Integrate the following themes as systematic focal areas of the course
experience: marketing planning, leadership, metrics, value, customer
centricity, globalization, ethics, technology and data-driven marketing, and
marketing’s interface with other business functions.

« Speak to today’s students in an up-to-date, user-friendly, yet professional and
thorough writing style with vivid examples of actual marketing managers and
leaders doing their jobs and making decisions about marketing problems and
opportunities.

. Offer a state-of-the-art supplement package that enhances instructional
effectiveness and the student’s learning experience.

« Ultimately, provide a book today’s instructors will be proud to teach from,
secure in the knowledge that students will want to read it and that it represents
the field of marketing management the way it is practiced in today’s business
milieu.
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