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R Preface {0

This book presents the “essentials” of marketing. A basic objective was to
make it easy for students to grasp these very important essentials—"accessibility”
was a key goal.

Essentials of Marketing is a shortened version of Basic Marketing—a book that
is very widely used in the first marketing course. While cutting the material down to
the Essentials we spent much time and effort carefully defining terms and finding
the “right” words to speed understanding. Similarly, we used many exhibits and
pictures to help today’s more visual student “see” the material better.

Basic Marketing and Essentials of Marketing pioneered an innovative struc-
ture—using the “four Ps" with a managerial approach—for the introductory market-
ing course. In the years since publication of the first edition, marketing manage-
ment has changed constantly. Some of the changes have been dramatic, others
more subtle. Throughout all these changes, Basic Marketing and Essentials of
Marketing—and the supporting materials to accompany them—have been more
widely used than any other teaching materials for introductory marketing. The “four
Ps” concept has proved to be an organizing structure that has worked well for mil-
lions of students and teachers.

Of course, this position of leadership is not the result of a single strength—or
one long-lasting innovation. On the contrary, with each new edition of Essentials of
Marketing we have seized the opportunity to introduce innovations—and to set
new standards of excellence. And our belief that attention to quality in every as-
pect of the text and support materials does make a difference is consistently reaf-
firmed by the enthusiastic response of students and teachers alike.

We believe that the fifth edition of Essentials of Marketing is the highest quality
teaching and learning resource ever available for the introductory course. The
whole text and all the supporting materials have been critically revised, updated,
and rewritten. As in past editions, clear and interesting communication has been a
priority. Careful explanations provide a crisp focus on the important “essentials.” At
the same time, we have researched and carefully integrated hundreds of new ex-
amples that bring the concepts alive to heighten your interest and motivate learn-
ing.

The fifth edition focuses special attention on changes taking place in today's
dynamic markets. For example, throughout the fifth edition you'll see how comput-
ers and other advances in information technology are shaping new marketing op-
portunities and strategies. You'll learn about the changing relationships between
producers and middiemen—including the increasing importance of big retail chains.
You'll see how increasingly intense competition—both in the United States and
around the world—is affecting marketing strategy planning. You'll even see why
Russia and other centraily planned economies are making efforts to become more
market oriented. Some other marketing texts have attempted to describe such
changes. But what sets Essentials of Marketing apant is that the explanations and
examples not only highlight the changes that are taking place today, but also equip
students to see why these changes are taking place—and what changes to expect
in the future. That is an important distinction—because marketing is dynamic.



Vi

Preface

The text has been redesigned too. A more open format has allowed us 1o be
even more effective in incorporating illustrations—full-color graphs, figures, photo-
graphs—to reinforce key points and facilitate learning. We have done extensive
research to refine and improve these learning elements as part of an overall rede-
sign that makes important concepts and points even clearer to students.

The aim of all this revising, refining, editing, and illustrating was to make sure
that each student really does get a good feel for a market-directed system and
how he or she can help it—and some company—run better. We believe marketing
is important and interesting—and we want every student who reads Essentials of
Marketing to share our enthusiasm.

Essentials of Marketing emphasizes marketing strategy planning. Nineteen
chapters introduce the important concepts in marketing management and heip the
student see marketing through the eyes of the marketing manager. The organiza-
tion of the chapters and topics was carefully planned. But we took special care in
writing so that it is possible to rearrange and use the chapters in many ways to fit
various needs.

The first two chapters deal with the nature of marketing—focusing both on its
macro role in society and its micro role in businesses and other organizations. The
first chapter stresses that the effectiveness of our macro-marketing system de-
pends on the decisions of many producers and consumers. That sets the stage for
the second chapter—and the rest of the book—which focuses on how business-
people and, in particular, marketing managers develop marketing strategies to sat-
isfy specific target markets.

- Chapter 3 introduces a strategy planning view of how managers can find new
market opportunities. The emphasis is on identifying target markets with market
segmentation and positioning approaches. This strategic view alerts students to
the importance of evaluating opportunities in the external environments affecting
marketing—and these are discussed in Chapter 4. Chapter 5 is a contemporary
view of getting information—from marketing information systems and marketing
research—for marketing management planning.

The next two chapters take a closer look at customers so students will better
understand how to segment markets and satisfy target market needs. Chapter 6
studies the behavioral features of the consumer market, and Chapter 7 discusses
how intermediate customers—like manufacturers, channel members, and govern-
ment purchasers—are similar to and different from final consumers.

The next group of chapters—Chapters 8 to 17—is concerned with deveioping a
marketing mix out of the four Ps: Product, Place (involving channels of distribution
and physical distribution customer service levels), Promotion, and Price. These
chapters cover developing the “right” Product and making it available at the “right”
Place with the “right” Promotion and the “right” Price—to satisfy target customers
and still meet the objectives of the business. The chapters are presented in an in-
tegrated, analytical way so students’ thinking about planning marketing strategies
develops logically.

Chapter 18 applies the principles of the text to international marketing. While
there is an international emphasis throughout the text, we provided this separate
chapter for those wishing special emphasis on international marketing.

The final chapter considers how efficient the marketing process is. Here we
evaluate the effectiveness of both micro- and macro-marketing—and consider the
challenges facing marketing managers now and in the future. After this chapter,

the student might want to look at Appendix C—which covers career opportunities
in marketing.
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Some textbooks treat “‘special” topics—like services marketing, marketing for
nonprofit organizations, industrial marketing, and marketing ethics—in separate
chapters. We have not done so because we are convinced that treating such top-
ics separately leads to an unfortunate compartmentalization of ideas. We think they
are too important to be isolated in that way. Instead, they are carefully interwoven
and illustrated throughout the text to emphasize that marketing thinking is crucial in
all aspects of our society and economy.

Really understanding marketing and how to plan marketing strategies can build
self-confidence—and it can help prepare a student to take an active part in the
business world. To move students in this direction, we delfiberately include a variety
of frameworks, models, classification systems, and “how-to-do-it” techniques which
should speed the development of “marketing sense”-—and enable the student to
analyze marketing situations in a confident and meaningful way. Taken seriously,
they are practical and they work. In addition, because they are interesting and un-
derstandable, they equip students to see marketing as the challenging and reward-
ing area it is. .

Essentials of Marketing can be studied and used in many ways—the Essentials
of Marketing text material is only the central component of a Professional Learning
Units Systems (our P.L.U.S) for students and teachers. Instructors can select from
our units to develop their own personalized systems. Many combinations of units
are possible—depending on course objectives.

So students will see what is coming in each Essentials of Marketing chapter, we
include behavioral objectives on the first page of each chapter. And to speed stu-
dent understanding, important new terms are shown in red and defined immedi-
ately. Further. a glossary of these terms is presented at the end of the book. Within
chapters, major section headings and second-level headings (placed in the margin
for clarity) immediately show how the material is organized and summarize key
points in the text. Further, we place photos in the margin right beside the para-
graph they illustrate to provide a visual reminder of the ideas. All of these aids help
the student understand important concepts—and speed review before exams.

Understanding of the text material can be deepened by analysis and discussion
of specific cases. Essentials of Marketing features two different types of cases.
New with this edition, a special case report appears as an offset in each chapter.
Each case illustrates how a particular company has developed its marketing stra-
tegy—with emphasis on a topic covered in that chapter. These cases have been
specially developed to provide an excellent basis for critical evaluation and discus-
sion of a specific concept. In addition, there are several suggested cases at the
end of each chapter. These cases focus on problem solving. They encourage stu-
dents to apply—and really get involved with—the concepts developed in the text.

End-of-chapter questions and problems offer additional opportunities. They can
be used to encourage students to investigate the marketing process and develop
their own ways of thinking about it. These can be used for independent study or as
a basis for written assignments or class discussion.

Some professors and students want to follow up on text readings. Each chapter
is supplemented with detailed references—to both “classic” articles and current
readings in business publications. These can guide more detailed study of the top-
ics covered in a chapter.

In addition, with this edition of Essentials of Marketing, we introduce a totally
new teaching/learning unit: Applications in Basic Marketing. This collection of mar-
keting “clippings”—from publications such as The Wall Street Journal, Fortune, and
Business Week—provides convenient access to shon, interesting, and current dis-
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cussions of marketing issues. There are a variety of short clippings related to each
chapter in Essentials of Marketing. In addition, we will revise this collection each
year so it includes timely material available in no other text. It is a sign of our pub-
lisher's commitment to the introductory marketing course that this innovative new
supplement will be provided free of charge; the most recent edition of Applications
in Basic Marketing will come shrink-wrapped with each new copy of the fifth edition
of Essentials of Marketing!

At the end of each chapter there is also a suggested computer-aided problem.
These exercises stimulate a problem-solving approach to marketing strategy plan-
ning—and give students hands-on experience that shows how logical analysis of
alternative strategies can lead to improved decision making. The problems and
related software are explained in the new edition of Computer-Aided Problems to
Accompany Essentials of Marketing. The computer program that accompanies the
booklet was specifically developed for use by students who study Essentials of
Marketing. The new version of the software includes a graphics capability. The re-
vised computer-aided problem bocklet and software are provided free to instructors
on request.

There are more components to PL.U.S. A separate Student Aid provides sev-
eral more units and offers further opportunities to obtain a deeper understanding of
the material. The Student Aid can be used by the student alone or with teacher
direction. Portions of the Student Aid help students review what they have studied.
For example, there is a brief introduction to each chapter, a list of the important
new terms (with page numbers for easy reference), true-false questions (with an-
swers and page numbers) that cover all the important terms and concepts, and
multiple-choice questions (with answers) illustrating the kinds of questions that may
appear in examinations. In addition, the Student Aid has cases, exercises, and
problems—with clear instructions and worksheets for the student to complete. As
with the text, computer-aided problems have been developed to accompany the
Student Aid. The Student Aid exercises can be used as classwork or home-
work—to drill on certain topics and to deepen understanding of others by motivat-
ing application and then discussion. In fact, reading Essentials of Marketing and
working with the Student Aid can be the basic activity of the course.

Another element to accompany Essentials of Marketing is The Marketing Game!
The Marketing Game! is a microcomputer-based competitive simulation. It was de-
veloped specifically to reinforce the target marketing and marketing strategy plan-
ning ideas discussed in Essentials of Marketing. Students make marketing man-
agement decisions—blending the four Ps to compete for the business of different
possible target markets. The innovative design of The Marketing Game! allows the
instructor to increase the number of decision areas involved as students learn
more about marketing. In fact, some instructors may want to use the advanced
level of the game—perhaps as the basis for a second course.

Essentials of Marketing—and all of our accompanying materials—have been
developed to promote student learning and get students involved in the excitement
and challenges of marketing management. Additional elements of PL.U.S have
been specifically developed to help an instructor offer a truly professional course
that meets the objectives he or she sets for students. Complete Instructor’'s Manu-
als accompany all of the PL.U.S components. A separate Lecture Guide to Ac-
company Essentials of Marketing—newly revised and updated for this edition—
offers a rich selection of lecture material and ideas. Key materials from the Lecture
Guide are available on a computer diskette, so the instructor can easily modify or
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adapt the materials with his or her favorite word processing software. The Lecture
Guide is also supplemented with a comprehensive set of overhead masters and
with a separate high-quality selection of color transparencies. In addition, the newly
revised Essentials of Marketing Videotapes are also available. Furthermore, thou-
sands of objective test questions—uwritten by the authors to really work with the

the text—qgive instructors a high-quality resource. The newly revised COMPUTEST
Il program for microcomputers allows the instructor to select from any of these
questions, change them as desired, or add new questions—and quickly print out a
finished test customized to the instructor’s course.

In closing, we return to a point raised at the beginning of this preface: Essen-
tials of Marketing and Basic Marketing are the leading textbooks in marketing. We
take the responsibilities of that ieadership seriously. We know that you want and
deserve the very best teaching and learning materials possible. 1t is our commit-
ment to bring you those materials—today with this edition and in the future with
subsequent editions. Essentials of Marketing is not just a passing fad. We believe
that the substance it offers today—and will offer tomorrow—must reach beyond
some short-term view. Improvements, changes, and development of new elements
must be ongoing—because needs change. You are an important part of this evolu-
tion, of this leadership. We encourage your feedback. Thoughtful criticisms and
suggestions from students and teachers alike have helped to make Essentials of
Marketing what it is. We hope that you will help make it what it will be in the future.

E. Jerome McCarthy
William D. Perreault, Jr.
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When You Finish This Chapter, You Should

1.

2.

Know what marketing is and why you should learn about it.

Understand the difference between micro-marketing and
macro-marketing.

Know why and how macro-marketing systems develop.

Know why marketing specialists—including middiemen and
facilitators—develop.

Know the marketing functions and who performs them.

Understand the important new terms (shown in red).




