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PREFACE

This book is written for China’s managers: current and future. Here you will learn about
marketing’s language, logic, strategy, and implementation from both Chinese and global per-
spectives. To get us off to a good start, we’ll begin by providing you the positioning for this book.

POSITIONING

The positioning statement has four elements:

* Customer targets. Marketing faculty who specify texts for graduate and senior under-
graduate business students and the students who will learn to practice marketing in their
courses.

* Competitor targets. All textbooks entitled Marketing Management, or some close approx-
imation, seeking to serve graduate and senior undergraduate business students.

* Value proposition. This text will help faculty to enhance their students’ grasp of marketing.
Students will learn how to successfully address simple and complex marketing problems.
They will be able to infuse the organizations in which they work with a customer-focused
view of business.

* Reason to believe. Global wisdom, local understanding. Professors Capon, Burgers, and
Zheng are among the world’s most experienced marketing educators, from the world’s
leading business schools. The authors have deep understandings of China’s marketing
and business practices, and extensive experience educating students at all levels of
business degree programs, as well as senior and mid-level executives in major corpora-
tions globally.

PURPOSE

This book is about understanding how to develop market strategy and managing the market-
ing process. It is not a book that attempts to describe all there is to know about marketing, but
focuses on what the prospective manager needs to know. This book differs from other senior
undergraduate and introductory graduate-level marketing texts. We take a position on what we
believe is a better or worse course of action for marketers. Marketing is an applied field, and we
believe that textbook writers should provide guidance for good marketing practice.

Also, we focus on the manager, not just the marketer. For readers committed to a career in
marketing (and we hope there are many), this book will form a solid foundation as you study
marketing further and deeper. But the vast majority of you will not work in marketing depart-
ments, and will instead become senior executives, general managers, CFOs, and CEOs. We write
for you also because an understanding and appreciation of marketing is central to virtually
every important decision that managers make. Because this will be the only marketing course
many of you will take, in a sense, this book provides what every general manager and senior
executive must know about marketing.

Marketing activity lies at the core of leading and managing a business. It provides the focus for
interfacing with customers. Marketing is also the source of insight about the market, customers,
competitors, and complementers, and the business environment in general. Marketing is con-
cerned with the firm’s long-run relationships with customers as well as its short-run sales
activity. Marketing must be a major organizational thrust, not just a responsibility assigned to
a single functional department. For this reason, Marketing for China’s Managers; Current and
Future emphasizes the role of marketing in creating value for customers — this leads to the cre-
ation of value for other firm stakeholders, including shareholders and employees.



MARKETING FOR CHINA'S MANAGERS: CURRENT AND FUTURE

OUR CUSTOMERS: CHINA'S MANAGERS - CURRENT AND FUTURE

To better understand how marketing fits into the broader challenge of leading and managing
a corporation, we address marketing at the firm or business-unit level, as well as in the market-
ing function. We provide you with a set of concepts and ideas for approaching marketing
decisions. We also provide you with a common language for thinking about marketing issues.
You will learn to structure and analyze managerial problems in marketing. This book will
prepare you to deal with the core marketing issues that marketers, senior executives, general
managers, and CEOs face. We also help you think strategically about your firm’s markets, prod-
ucts, and services and help you to:

+ Develop frameworks for approaching simple and complex marketing problems.
+ Be able to analyze markets, customers, competitors, your company, and complementers.
+ Have the ability to assess market opportunities and develop market strategy.

+ Be able to design implementation programs comprising product, price, place, promotion,
and service — the 4Ps and an S, otherwise known as the marketing mix.

+ Understand the importance of working across organizational boundaries to align all of
the firm’s capabilities.

+  Assess the success of your marketing initiatives.

» Gain practical experience in addressing marketing issues in a variety of contexts — domes-
tic and international, entrepreneurial startups and established corporations, industrial and
consumer, products and services, and private and public and not-for-profit sectors.

As you work your way through this book, we expect you to develop a high tolerance for ambi-
guity — this is a quality of all successful senior executives, general managers, and CEOs. You
will learn that there are no right or wrong answers to marketing problems, just some answers
that are better than others. There are no simple — or even complex — formulae in which to
plug a set of numbers and find the right answer. Rather, you must learn to approach complex
and unstructured marketing problems in a creative and measured way. Throughout the book
are questions that you can address with the material in the chapter. When appropriate, we urge
you to use secondary sources, especially the Internet, to dig into these questions.

OUR CUSTOMERS: MARKETING FACULTY

For professors of marketing, this book provides an opportunity to support your efforts in
the classroom by presenting a contemporary perspective on how marketing works within the
modern corporation. The book not only provides a firm basis in which to ground a first
graduate-level or senior undergraduate marketing course, but will also challenge your students
by including material and ideas not typically covered in marketing texts. Of course, we focus
on how marketing should address customers’ needs, but we also emphasize marketing’s bottom
line— shareholder value. By understanding and acting upon the principles and frameworks we
develop in this book, students will avoid many of the pitfalls of competing in an increasingly
complex, competitive, and global environment.

We believe that in order to learn how to think appropriately about marketing problems,
students must develop skills in marketing problem-solving and analysis. We recommend that
your course also use marketing cases and/or simulations in context with this text.' Rather than
write or include lengthy cases in the body of the text, the Instructor’s Manual and website —
www.axcesscapon.com — provide numerous suggestions for cases and activities linked to the
topics covered in the text. The website also shows ways to approach case analysis.

1 . . . .
We have had very good experience with Markstrat, www.stratxsimulations.com.
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OUR DIFFERENTIAL ADVANTAGE

As we indicated in the foreword, many good marketing textbooks have been published over the
years, but they can grow into comprehensive tomes or reference books. Further, they often con-
tain excessive descriptive data and lots of pictures, as they move from edition to edition. We
decided that we wanted to create a fresh look and feel for how marketing really works and also
offer students and faculty many other compelling reasons to switch to Marketing for China’s
Managers; Current and Future. We've highlighted a few of these benefits and values that we
believe clearly differentiate this book from the others:

1.

International and China focused. We all live and work in the global economy now. Our
book prepares students to compete in the global economy, be it working inside their own
country or abroad. Many international textbooks offer very little content about China.
Our examples and cases reflect today’s economic reality, offering many examples and
cases of Chinese companies aside from the examples of U.S., European, or other Asian
companies.

. Improving shareholder value. Business is ever more complex, and we show students the

important link between success in delivering value to customers and success in improv-
ing shareholder value. We make this relationship explicit and show how world-class mar-
keting decision-making must always consider the impact on shareholders.

. Normative focus. We take a position on what should/and should not be appropriate

courses of action. We believe readers should know where we stand and what we believe. In
Chapter 1 we identify a set of Marketing Imperatives and a set of Marketing Principles as
guides for developing market strategy. The Marketing Imperatives form the basis for the
book’s macro-organization. In Chapter 9, we lay out core elements of a market strategy.
We believe that a strategy that does not include these elements is incomplete.

- New ideas relevant to modern marketing environments. We introduce several genuinely

new ideas drawn from our research and writings, and we help students develop critical
thinking and problem-solving skills to use them. We believe that a textbook should
present established procedures, processes, and generalized norms. However, we also
believe that limiting ourselves to such a narrow mandate would perform a disservice
to our readers. Changes taking place in marketing are dramatic and rapid. They require
good problem-solving and analytic skills, as well as sound understanding of principles
and practice.

. Applying the marketing mix — as the means of implementing the firm’s market strate-

gy. For far too long, marketing students have completed their introductory marketing
courses believing that marketing equals the marketing mix — product, price, promotion,
distribution, and service. We believe other critical questions must necessarily precede
decisions about marketing mix elements. For example:

* What is the essential role of marketing?
* What is marketings role in increasing shareholder value?
* What is a market strategy, and how do you know if your market strategy is complete?

~+ Why are brands important, and what are key issues for developing a branding strategy?

Only after these and other questions have been resolved should the firm make marketing-
mix decisions.

- Balance between B2C and B2B strategies is critically important. In our discussion,

sometimes customers are consumers; other times they are organizations. We favor neither
one nor the other, but put significant effort into B2B marketing to address some of the
more interesting developments in marketing practice today.
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7. Branding is an increasingly important strategic issue for firms — we devote a full chap-

ter to this topic. On the other hand, we choose to integrate into the text other topics that
sometimes command full chapters — such as international marketing or marketing
information systems. This integration is more reflective of real-world practice, and learn-
ing is greater when these topics are presented in context.

. Public and not-for-profit marketing. In this book, we focus squarely on marketing

challenges facing managers in for-profit businesses. We also believe this book will prove
useful for those interested in not-for-profit and public-sector marketing. First, the vast
majority of concepts we discuss are readily transferable to these sectors — the major
difference concerns organizational objectives. In the for-profit sector, objectives are
unambiguously concerned with profit and shareholder value — in the not-for-profit and
public sectors, setting objectives is often a complex undertaking. Second, our experience
shows that students who develop a firm grounding in for-profit marketing are better pre-
pared for the challenges of not-for-profit and public-sector marketing.

A PEDAGOGICAL FRAMEWORK FOR STUDYING AND LEARNING

We include several features in each chapter to enhance your learning experience. They are:

.

Learning objectives. In each chapter, we highlight the learning you will gain from dili-
gently studying the material in the chapter.

Opening case. To bring the chapters to life, we open each chapter with a real-life exam-
ple of an organization that helps focus the upcoming material.

Showcase examples. Throughout the book, we showcase examples to illustrate specific
elements in the chapter. We also weave examples into the body of the chapters.

Key ideas. Key ideas are distributed throughout the book. They are highlighted in the
margins for easy reference.

Marketing questions. Within the chapters, we shall ask you questions about the material
or a specific case example. Our aim is to engage you with the text and deepen your under-
standing.

Questions for study and discussion. After the final chapter, we present a few questions
that will help you reflect on the chapter material and gain deeper insight.

Glossary. At the end of the book, we gather together and provide an explanation of a set
of key terms by chapter. These are highlighted for easy reference.

Additional learning materials are on the website. These include:

Caselets. Each chapter has one or more caselets that pose contemporary real marketing
problems faced by companies.

Problem sets. In chapters where it is appropriate we pose numerical problems and then
show how to secure the right answer.

The book is pretty light on pictures, fluff, and entertainment value; after all, marketing is a seri-
ous business.
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ORGANIZATION OF THE BOOK

As laid out in the Table of Contents, Marketing for China’s Managers; Current and Future com-
prises three sections and 19 chapters:

SECTION 1 — MARKETING AND THE FIRM. This section has two chapters:

+ Chapter 1, Introduction to Managing Marketing, provides an introduction to the book.
The chapter makes the case for the critical importance of marketing in the modern
corporation. We describe two key meanings of marketing — marketing as a philosophy
and the six marketing imperatives that encompass the task of strategic marketing. We
also discuss four principles that should form the basis for all marketing decision-making
— they continue thematically throughout the book.

+ Chapter 2, The Value of Customers: Optimizing Shareholder Value delves into the notion of
customers as critical firm assets. We introduce the concept of customer lifetime value
(LTV) and emphasize the importance of customer retention. We also show that, in addi-
tion to measuring product profitability, the firm should work to emulate those organiza-
tions that successfully measure customer profitability.

SECTION 2 — FUNDAMENTAL INSIGHTS FOR STRATEGIC MARKETING. The four chapters in
this section focus on securing insight into the market, laying the foundation for developing
market strategy.

* Chapter 3, Market Insight, focuses on understanding the market. We use a framework that
embraces market structure, market and product evolution, industry forces, and environ-
mental forces.

*  Chapter 4, Customer Insight, focuses on customers — consumers and organizations. The
chapter addresses three main questions: Who are the customers? What do the customers
need? How do the customers buy?

* Chapter 5, Insight about Competitors, Company, and Complementers focuses on each of
these three areas. We offer an extended section on competitors and present a five-step
process — identify, describe, evaluate, project, and manage.

* Chapter 6, Marketing Research, focuses on marketing research methodologies to gain the
insights relative to markets, customers, competitors, company, and complementers.

SECTION 3 — MARKETING IMPERATIVES. We organize the third and longest section of the
book around the Six Marketing Imperatives that are the core of understanding the to dos of
marketing: when and how to apply the four marketing principles.

Marketing Imperative 1 — Determine and Recommend Which Markets to Address

* Chapter 7, Determine and Recommend Which Markets to Address. This chapter focuses on
growth opportunities. We develop growth strategy frameworks, introduce the venture
portfolio, explore criteria to evaluate growth opportunities, and identify implementation
methods.

Marketing Imperative 2 — Identify and Target Market Segments

+ Chapter 8, Market Segmentation and Targeting. We cover two basic topics— methods of
grouping customers into market segments, and targeting — the process of deciding
which segments to address.

Both Imperatives 1 and 2 exemplify the Principle of Selectivity and Concentration.

Marketing Imperative 3 — Set Strategic Direction
This imperative comprises three separate chapters and advances the concept of strategy as a
fundamental integrating force.

* Chapter 9, Market Strategy — Integrating the Firm’s Efforts for Marketing Success. In this
chapter, we present critical market strategy components in some depth and show how
they play an integrating role in the marketing mix and the firm’s other functional
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programs. This chapter, in particular, illustrates the application of the Principles of
Differential Advantage, Customer Value, and Integration.

Chapter 10, Managing Through the Life Cycle, uses the product life cycle to focus on the
competitive aspects of strategy. We adopt a scenario approach to developing strategic
options in different competitive and life-cycle situations.

Chapter 11, Managing Brands. We address the management of brands and the increasing-
ly important brand equity concept.

Marketing Imperative 4 — Design the Marketing Offer

We take eight chapters to address Imperative 4. These chapters describe the marketing mix
and when and how to manage each component in a way that reinforces the firm’s market
strategy.

Chapter 12, Managing the Product Line, concerns managing product line composition. It
leans heavily on strategic portfolio frameworks to complement traditional financial
analysis methods. We address complementarity, product line breadth (including the
trade-offs between product proliferation and simplification), extending product life,
product quality, bundling, counterfeiting, secondary markets, product safety, and packag-
ing and product disposal.

Chapter 13, Developing New Products, discusses success factors for innovative companies,
the relationship between marketing and innovation, and different ways to approach the
innovation challenge. The chapter also describes the evolving new-product development
process.

Chapter 14, Managing Price and Value, focuses on pricing. Pricing has tremendous
revenue and profit implications. In the chapter’s two parts, we discuss developing pricing
strategy and actually setting prices.

Chapter 15, Marketing Communications and Advertising, presents an integrated com-
munications framework for developing communications strategy. The chapter focuses on
impersonal communication, specifically advertising, direct marketing, publicity and
public relations, sales promotion, and the Internet.

Chapter 16, Directing and Managing the Field Sales Effort, deals with personal selling
efforts. We discuss contemporary challenges in managing the field sales effort, and use six
tasks to develop elements of a sales strategy and organizational issues that the firm must
address to implement the strategy.

Chapter 17, Distribution Decisions. We focus on providing customers with products and
services, when and where they want them. We discuss choosing and managing marketing-
channel relationships, an area of substantial innovation.

Chapter 18, Managing Services, Customer Service, and Customer Relationship Manage-
ment. Services are important factors in all advanced economies. As product quality has
improved across the board, customer service has become an increasingly important com-
petitive weapon. We address these issues and provide a framework for customer relation-
ship management.

Imperatives 3 and 4 draw heavily on the Principles of Customer Value and Differential Advantage.

Marketing Imperatives 5 and 6 — Secure Support from Other Functions:
Monitoring and Controlling Performance

Chapter 19, Implementing the Marketing Offer: Monitoring & Controlling Firm Perform-
ance. Here we return to the distinction between marketing as a philosophy and market-
ing as a function. We highlight successful externally oriented firms and develop a system
for making the firm externally oriented and customer-focused. The chapter also discusses
ways of ensuring the firm implements its planned marketing effort and achieves the
desired results.

Both Imperatives 5 and 6 rest on the Principle of Integration.
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