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PREFACE

B Gains in marketing knowledge without
application are missed learning
opportunities.

— Dr. Roger J. Best

This fourth edition of Market-Based Management is built around a performance orienta-
tion and the belief that real learning occurs only with application of knowledge. As shown
in the following figure, marketing knowledge is the driver of improved marketing perfor-
mance but this can only be achieved with marketing application and experience.

Marketing
Performance

T

Marketing
Application

T

Marketing
Knowledge




Preface xix

Based on positive feedback from students, professors, and those working in the field
of marketing, I was encouraged to continue to build on this philosophy with this fourth
edition of Market-Based Management. The strength of the book retains its focus on mar-
ket orientation and the processes and tools for building marketing strategies that deliver
superior levels of customer satisfaction, value, and profitability. The differentiating fea-
ture of this book is its focus on marketing performance and marketing profitability and
the role marketing strategies play in building the profits of a business. The best way to
accomplish this is with market-driven strategies that attract, satisfy, and retain target cus-
tomers with a value that is superior to competing products or services.

The fourth edition builds on this continuing theme in several ways. A special effort
was made to include more coverage of customer loyalty, marketing performance metrics,
customer relationship marketing, and brand and product-line strategies. Perhaps even
more important is the addition of the Marketing Performance Tools at the end of each
chapter. These online tools will allow users of Market-Based Management the opportunity
to apply their marketing knowledge and develop further marketing insights. For instruc-
tors, the Marketing Performance Tools can be used to create additional assignments.

Market-based management is intuitively easy but deceptively difficult. The reason
marketing students and marketing professionals like this book is because it is readable,
and because it presents the tools and processes needed to actually build a market-driven
strategy. The concepts, by themselves, are important and are the backbone of market-
based management. However, they are of limited value if they cannot be applied in a way
that delivers superior customer value and profitability. Those in marketing need to take a
greater level of responsibility for managing profits and the external performance metrics of
a business. This is an important benefit of this book. It is my hope that this book will help
you in your understanding of, commitment to, and practice of market-based management.

Roger J. Best

Emeritus Professor of Marketing
University of Oregon

INSTRUCTIONAL SUPPORT

Various teaching supplements are available to accompany this textbook. They consist of
the following:

® Instructor’s Manual with Test Item File

# Instructor’s Resource CD, which includes the Word files for the above mentioned
items, plus PowerPoint files and TestGen EQ software

m Web site with student resources (www.prenhall.com/best)

Please contact your Prentice Hall sales representative to obtain these materials.

These items may also be found for download at www.prenhall.com, the homepage
for Prentice Hall’s online Instructor’s Resource Center (IRC).



Preface

In order to access these materials, please follow the instructions below.

Go to www.prenhall.com

Use the “Search our Catalog” field across the top to search for this textbook.

Once you locate the book’s catalog page, locate the “Instructor” link on the left menu
bar and click on it.

Scroll down the Instructor Resources page and you will see supplement download
links. (Look for the small disk icons.)

Click on any download link; you will be taken to a login page. Follow the instructions
to register if you have not already done so. Once your status as an instructor has been
validated (allow 2448 hours), you will receive an e-mail message confirming your
username and password. You only need to register once to access any Prentice Hall
instructor resource.
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