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PREFACE

About the book

This is an introductory text and it is squarely aimed at students who are just starting out on
their studies. It is the product of years of experience in teaching first year undergraduates
and other new students. It has been produced by the Marketing Department at the Leicester
Business School, host to one of the largest (if not the largest) introductory marketing
courses in the UK. Explanations are simply phrased and technical terms defined in everyday
language — no prior knowledge is assumed.

That's not to say it may not prove useful to students in the later stages of their careers.
Nor is it to say that this is a cut down version of other, weightier texts. With this book the
authors set out to do two things:

P to get students engaged in the study of marketing

P to provide a solid foundation for further study — and that means filling some important
gaps that we believe are fundamental to good marketing but which many longer books
still don't tackle. :

As well as the essentials of each topic, the book includes a number of learning aids: lists of key
concepts, illustrations and deeper explanations set apart from the text, definitions of key terms,
activities, questions, further reading and mini case studies. We have also covered many of thekey
concerns of modern marketing. In particular, there are five key themes running through this
text that we considered significant enough to warrant special attention (see focus boxes below).

Key Features
Focus boxes

Each chapter contains a number of coloured boxes, which show how these key concepts
affect, and are affected by, the chapter’s topic:

P global focus

P crm focus

P e-focus

p b2b focus

P ethical focus

These are all issues that challenge today’s marketers. The focus boxes explain and illustrate
their impact on modern marketing.

There are three other types of boxes in the book: insight boxes, activity boxes and glos-
sary boxes.

Insight boxes

These are asides designed to shed further light on a topic. They may contain more detail,
explain a specialist angle or provide an example.

Activity boxes

The activities are designed to help readers understand the subject in more depth. They are
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not traditional academic exercises but practical things that students can do to see how mar-
keting actually works.

Glossary boxes

Some terms are highlighted as they appear in the text. These are terms that appear in the
glossary. If they are terms that are important at that point, then they may be explained in a
small box by the side as well.

Key concepts

Each chapter starts with a list of the most important things that the chapter will cover, as
well as related issues covered in other chapters.

Marketing is a vast subject and it does not break down into neat little boxes. However
you try to split it up, there are overlaps in topics. Students find it helpful to have subjects
broken down into manageable chunks as this facilitates learning — even though it is not
always realistic. Also books are traditionally written in chapters.

So some of the items in the key concepts list will not be covered in depth (or at all) in
that particular chapter. In those cases, a chapter reference is given so that readers can look
the terms up in their respective chapters. Alternatively, they can ignore them in the first
instance, then look back at all the key concepts later in the course (or at the end, approach-
ing exam time) and see how things fit together.

Marketing Challenges

At the beginning of each chapter there are some ‘marketing challenges’. These are designed
to show why the topic in question is significant and give an indication of some of the things
the reader should be able to do by the end of the chapter (learning outcomes). It is assumed
that novice students will not be able to answer them at first and it is not intended that they
should. These challenges are food for thought — designed to provide some real-world settings
to show why the chapter's contents are important and how they can be applied.

It is hoped that students will go back and look at the challenges again when they have
read the chapter. They should look much easier than they did at the start.

Alternatively, these challenges can be the basis for class discussion — either before or
after the topic is studied — or both.

Self-review questions

At the end of each chapter there are self-review questions. These relate directly to topics
covered in the chapter. They are designed to make sure that students have understood the
chapter, and can also be used as revision aids.

It is better to write down the answers before looking back in the chapter. Students
who look the answers up before really trying to answer the questions themselves may get
a false impression of how much they know. It is very easy for a person to think they knew
an answer already when they've just been told what it is. It is not always so easy to know
the answer without a prompt.

Case studies

There are mini case studies at the end of each chapter. Most of these are based upon real-
life situations and all are written with their associated chapter in mind.
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These case studies are designed to help students to apply their knowledge and to
improve analysis skills.

The postscript: careers in marketing

Many people study marketing as part of another degree, often business. Others are specialist
marketing students (as are many at the Leicester Business School). Whether the reader is
planning a career in marketing or not, it is helpful to know what careers are available and
what marketers actually do. After all, marketing may be an academic discipline but it is pri-
marily a business function. At the end of this book there is a postscript that provides further
insight into the practicalities of marketing and possible future careers.

All these features have been designed with a view to blending the academic and the
practical. We want students to understand their subject well, to be able to analyse situations
and select appropriate marketing tools, to evaluate proposed courses of action and justify
their choices. We also hope that many of them will go on to great marketing careers.

Rosalind Masterson and David Pickton
October 2003
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GUIDED TOUR

Part opening page - each part
opens with a schematic that
highlights the area of marketing

under study, and with an outline of
the chapters that make up the part.

Chapter opening page — each
chapter opens with a set of

‘marketing challenges’. These are
real-life challenges that you could

face as a marketing professional.
As you read the chapter, think

about how you would tackle each

challenge.

Summary - recaps the key topics

for review at the end of each
chapter.

Reading around - suggested
titles for further reading to
enhance your background
knowledge.

Self-review questions - test
your understanding of the key
marketing ideas in the chapter.

Case study with questions -
apply your marketing knowledge
by reading a case example and
working through the case
questions.

MARKETING
TOOLS

Chapter 7 Product
Chapter B Promotion
Chrapter 9 Place
Chaptar 10 Prce
Chaptor 11 The marketng mes
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MARKETING
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Margin notes - to help you to
spot the important terms you
will need for revision purposes,
each new concept is defined in
the margin where it first
appears in the text.

Glossary terms - technical
terms highlighted in the text
are defined in the glossary at
the end of the book.

Insight boxes - insight boxes
encourage you to pause from
your reading and take time to
think about the topic in more

detail.

Activity boxes - each chapter
contains a number of
marketing-related activities,
which you can try out on your
own or in class.




FOCUS BOXES

There are five important themes in the book, which are highlighted in these
application boxes. These themes are relevant to contemporary marketing and provide
examples of how each topic is applicable to marketing practice. The five themes to
look out for are:

ethical focus - a closer look at marketing
and social responsibility

global focus - cases of international
marketing in a global economy

crm focus - illustrations that demonstrate
customer relationship management in
practice

b2b focus - business-to-business marketing
examples

e-focus - examples of how technology
impacts marketing




TECHNOLOGY TO ENHANCE TEACHING AND LEARNING
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VISIT www.mcgraw~hill.co.uk/textbooks/mastersonavndpickton TODAY .

Online Learning Centre (OLC)

After completing each chapter, log on to the supporting Online Learning Centre (OLC) web-
site. Take advantage of the study tools offered to reinforce the material you have read in the
text, and to develop your knowledge of marketing in

i 2 a fun and effective way.
(MARKETINGR 22l ’

Resources for students include:

P self-testing multiple-choice questions for each
chapter provide quick online tests for revision

p chapter overviews highlight the key topics
within each chapter

P glossary of all key concepts used within the
book, for revision and reference

P additional case studies with questions to help students to apply their new marketing
knowledge in practical situations

P useful web links for marketing studies, and links to new articles/updates on all of the
cases or companies referred to in the text.

Also available for lecturers:

lecturer's manual with chapter synopsis and guides, and suggestions for using the
textbook's features such as insights, activities and questions

PowerPoint slides for use in lecture presentations and on course handouts
multiple-choice test bank questions for tests and assessments

teaching notes and solutions for the case studies featured in the book

artwork from the book for use in class or lecture presentations.
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For lecturers: Primis Content Centre
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If you need to supplement your course with additional cases or content, create a per-
sonalized e-book for your students. Visit www.primiscontentcenter.com or e-mail
primis_euro@mcgraw-hill.com for more information.

Study skills

Open University Press publishes guides to study, research and exam skills, to help under-
graduate and postgraduate students through their university studies.
Visit www.openup.co.uk/ss/ to see the full selection.

.

L. THE STUDENT’S guide to
vV riting EXAM SUCCESS
-

at University

a guide for students

i Phyllis Creme
Mary R. lLea

Computing skills

If you'd like to brush up on your computing information technology skills, we have a range
of titles covering MS Office applications such as Word, Excel, PowerPoint, Access and more.

Get a £2 discount off these titles by entering the promotional code cit when ordering online
at www.mcgraw-hill.co.uk/cit.
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