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Preface

Throughout its history, A Preface to Marketing Management has been used suc-
cessfully in a variety of situations. This was our intention—we developed it
with several potential uses in mind—and as the title indicates, it is intended
to serve as an overview of the critical aspects of marketing management,

As we introduce the seventh edition, we are pleased to find that yet an-
other important use has been found for our book. During the past several
years there has been increasing demand from business students, the orga-
nizations that hire business school graduates, and from the American
Assembly of Collegiate Schools of Business for cross-functional emphasis in
business school programs. Obviously, most real business problems span
functional disciplines in real organizations. For example, product quality
and service quality problems usually have production and operations im-
plications.

Consequently, many business schools have undertaken efforts to inte-
grate their curricula. At the undergraduate level, one means has been to
integrate several core curriculum courses into one multidisciplinary 9- to
12-hour course, which is usually team taught. These institutions are find-
ing our book perfectly suited for this innovative course. Thus, one of the
many goals of this edition has been, wherever possible, to reinforce the
cross-functional nature of many marketing problems. This change will also
be of assistance to those who continue to use our book

* As a supplement in undergraduate and MBA-level marketing manage-
ment courses that focus on case problems.

¢ In short courses, executive development programs, and continuing edu-
cation seminars.

* Asa primary introductory test. Perhaps because of the rising prices of in-
troductory marketing texts, our book has been used successfully as an in-
troductory text. In fact one reviewer commented that our book is
“pound for pound, the best introductory marketing text available.”

We encourage you to review this new edition. It is a major revision with
significant amounts of new material. The book has five major sections:

Section L. Essentials of Marketing Management

This section consists of 14 chapters that present what we believe to be the
essentials of marketing. The objective of this section is to present material
that can be useful in analyzing a marketing problem or case. Readers are
also directed to relevant sources in the discussion as well as additional
sources of information at the end of each chapter.
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Important new topics have been added 1o this edition including rela-
tionship marketing, total quality management, globalization, measuring
customer satislaction, value disciplines, relationship selling, competitive
advantage, brand equity, and strategic marketing. In addition, a great deal
of material has been recorganized, replaced, revised, and rewritten. For ex-
ample, the discussion of organizational strategies has been totally reorga-
nized. We now present three approaches: strategies based on products and
markets, strategics based on competitive advantage, and strategies based
on value disciplines. Important changes such as this one have been made
throughout the book.

A popular feature of our book that has received very positive feedback
from both students and teachers is the occasional “highlight” that appears
throughout. Not the usual “new items” found in other texts, this feature
emphasizes important information and handy tools for analyzing market-
ing cascs and problems. We have revised and replaced many in this edition.

Section II. Analyzing Marketing Problems and Cases

This section presents an approach to analyzing, writing, and presenting
case analyses. It has received widespread praise from both faculty and stu-
dents and we believe it is the best presentation available on the topic.

[tis important to note that this section could have been placed at the be-
ginning of the book because it is designed to be read at the start of a course
using cases. However, since it is usually referred to throughout the semes-
ter, it was placed after the text material for convenience. Also, for those
courses or training seminars that do not employ cases, the text may be used
without reference to this section.

Section I1I. Financial Analysis for Marketing Decisions

The ultimate objectives of marketing activities are usually expressed in fi-
nancial terms. This section presents some important financial calculations
that can be useful in evaluating the financial position of a firm and the fi-
nancial impact of various marketing strategies.

Section IV. Developing Marketing Plans

This section contains an approach to developing marketing plans. In keep-
ing with our concept of this book and the needs of intended users, the pur-
pose of the section is to help readers develop practical planning skills by
providing a general format for structuring actual marketing plans.

Section V. Secondary Data Sources

A new scction “On-Line Marketing Information Services” has been added
to this section and includes discussions of the marketing uses of Internet
and other on-line information services. We believe this addition adds sig-
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nificant value to our book as a resource. This section also contains an an-
notated bibliography of numerous relevant secondary sources that can be
used as a resource for the analysis of many types of marketing problems.
We have found this section to be extremely valuable. It can increase the
depth of case analysis as well as expose readers to important secondary
sources that will be useful to them in their careers. Nine specific classifica-
tions of secondary sources are presented: selected periodicals, general
marketing information sources, selected marketing information services,
selected retail trade publications, financial information sources, basic U.S.
statistical sources, general business and industry sources, indexes and ab-
stracts, and on-line marketing information services.

Throughout this edition we have implemented the suggestions and
ideas of those individuals who have served as reviewers of this and previous
editions. We would like to publicly acknowledge their assistance.

Reviewers of previous editions:

Catherine Axinn, Syracuse University

Linda M. Delene, Western Michigan University

Robert Finney, California State University, Hayward
Stephen Goldberg, Fordham University

David Horne, Wayne State University

Sol Klein, Northeastern University

Edward J. Mayo, Western Michigan University

Johannah Jones Nolan, University of Alabama, Birmingham
Debu Purohit, Duke University

Matthew H. Sauber, Eastern Michigan University

Ronald L. Schill, Brigham Young University

Vernon R. Stauble, California State Polytechnic University
Ann Marie Thompson, Northern Illinois University

John R. Thompson, Memphis State University

Kathleen R. Whitney, Central Michigan University

J. B. Wilkinson, University of Akron

Reviewers of the present edition:

Roger D. Absmire, Sam Houston State University

Reid P. Claxton, East Carolina University

Franklyn Manu, Morgan State University

Gary K. Rhoads, Brigham Young University

R. Stephen Parker, Southwest Missouri State University

Finally, we acknowledge Andrew Policano, Dean of the School of
Business at the University of Wisconsin, and Richard Furst, Dean of the
Gatton College of Business and Economics, University of Kentucky, who
have always supported our efforts. We would also like to thank Steve
Patterson, Senior Sponsoring Editor; Tricia Howland, Developmental
Editor; and Jim Labeots, Project Editor, for their contributions in bringing
this new edition to print.
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Finally, we wish to thank Dr. Geoffrey Gordon of Northern Illinois Uni-
versity who deserves special recognition for his many contributions to the
book and for his strong belief in the concept of the book. Thank you Geoff.

J- Paul Peter

James H. Donnelly, Jr.
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Chapter 1
STRATEGIC PLANNING AND THE
MARKETING MANAGEMENT
PROCESS

The purpose of this introductory chapter is to present the marketing man-
agement process and outline what marketing managers must manage if
they are to be effective. In doing so, it will also present a framework around
which the remaining chapters are organized. Our first task is to review the
organizational philosophy known as thc marketing concept, since it un-
derlies much of the thinking presented in this book. The remainder of this
chapter will focus on the process of strategic planning and its relationship
to the process of marketing planning.

THE MARKETING CONCEPT

Simply stated, the marketing concept means that an organization should seek
to make a profit by serving the needs of customer groups. The concept is very
straightforward and has a great deal of common sense validity. Perhaps this
is why it is often misunderstood, forgotten, or overlooked.

The purpose of the marketing concept is to rivet the attention of mar-
keting managers on serving broad classes of customer needs (customer
orientation), rather than on the firm’s current products (production ori-
entation) or on devising methods to attract customers to current prod-
ucts (selling orientation). Thus, effective marketing starts with the recog-
nition of customer needs and then works backward to devise products
and services to satisfy these needs. In this way, marketing managers can
satisfy customers more efficiently in the present and anticipate changes
in customer needs more accurately in the future. This means that orga-
nizations should focus on building long-term customer relationships in
which the initial sale is viewed as a beginning step in the process, not as
an end goal. As a result, the customer will be more satisfied and the firm
will be more profitable.



