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Since the last edition of this book, it has been another
remarkable three years in the marketing landscape. In
terms of practice, the pace of change continues to be
relentless. Technology continues to revolutionize both
the ways in which consumers behave and the ways in
which organizations both respond to and, in some
cases, lead this change. Social media continues to grow
to become one of the most pervasive influences on
consumer behaviour. The ‘old stalwarts' like Facebook
and Twitter (which in truth are just a decade old) have
been joined by a variety of other social media plat-
forms like Pinterest and Tumblr. Typical of the social
networking platforms of today is WhatsApp, a messag-
ing service that was bought by Facebook in 2014 for
almost $20 billion. The company was founded in 2009
but, by the time it was sold, it had over 500 million users
worldwide and just 32 employees. The scale of the busi-
ness and its small employee base is indicative of many
of today's technology start-ups and highlights as well the
ubiquitous nature of social networking.

Social media has significantly enhanced customer
power. Recommendations on products and services
can be found instantly by simply asking friends and
contacts. Online reviews have become a key source
of influence for consumers considering a purchase
decision. With the rapid penetration of smartphones,
these reviews can be accessed instantly right at the
point of purchase with significant marketing implica-
tions. Bad customer experiences (as well as good) can
be blogged or tweeted about, often invoking immedi-
ate responses from service providers. Customers can
also choose the extent to which they want to become
involved with a brand, with many becoming powerful
advocates for brands through their posts and com-
ments on social media.

Buttechnology hasalso provided organizations with
enhanced power. The phrase ‘big data’ has entered the
general lexicon in the past three years. With so much
of consumers’ lives being lived through technology,
data gathering, analysis, aggregation and distribution
has become big business. In particular, aggregation of
data about customers which has been collected across
multiple platforms has enabled marketers to build up
very accurate profiles of buyers to assist with their
marketing efforts.

Changes in marketing theory move in tandem with
these changes in practice. While many of the fun-
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damentals of marketing stay the same over time, new
questions also arise and subtle changes continue to
take place. Some of the questions that currently
occupy the mind of marketing thinkers include the fol-
lowing: (i) how much control do organizations have
over their brands in our current information-rich envi-
ronment, (ii) have consumers become jaded by the
efforts of organizations to market themselves and
what factors influence a consumer’s sense of engage-
ment with a brand, and (iii) what are the most appro-
priate metrics and analytics to be used by organizations
as part of their marketing efforts. As we highlighted
in the previous edition, organizations of whatever type
need to be clear about what value they are offering
and communicate this value to their audiences. But the
process is no longer one-way. In a networked world,
value is often co-created between organizational part-
ners and often jointly by organizations and consumers.
A value-centred approach to marketing is more impor-
tant than ever.

The fifth edition

Some of the exciting features of the fifth edition
include the following.

Digital Marketing

The rapid developments in theory and practice in the
field of digital marketing means that we have included
a full chapter dedicated to this subject.

A Focus on Value

Value remains the central theme of this book. As well
as outlining the nature of customer value in Chapter 1,
we have expanded this chapter to show how value
plays a central role in an organization’s strategic
activities.

Market Research

The chapter on market research has been extensively
revised to include a discussion on the uses of ‘big data’
and market intelligence in market research.

Social Media Marketing

The nature of social media marketing remains a core
focus throughout the book. We examine the nature of




effective social media marketing and also include 12
social media marketing vignettes. These contain insights
on developing themes and effective practice and include
questions for discussion and critical reflection.

Marketing and Society Debates

The book emphasizes a critical approach to both the
theory and practice of marketing. For example,
throughout the book, ten marketing and society
debates are highlighted. These inserts provide concep-
tual arguments both for and against certain aspects of
marketing with questions added to encourage critical
reflection and debate.

Learning about marketing

Marketing is an interesting and exciting subject that
is at the core of our lives both as consumers and as
employees or managers in organizations. Therefore
the focus of this book has always been on blending
conceptual insights with the contemporary world of
marketing practice. As such it retains the popular fea-
tures of previous editions and adds several new ones.

Insights from the world of practice feature in
myriad ways. Each chapter begins with a marketing
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spotlight focusing on the marketing activities and
challenges facing some well-known global enterprises
that sets the scene for the content that follows. In addi-
tion to the social media marketing inserts discussed
above, there are 26 marketing in action vignettes that
focus on the activities of a variety of organizations,
large and small, public and private. Roughly one-third
of these organizations are based in the UK/Ireland,
one-third in Western Europe and one-third are from
around the world giving a wide geographic breadth.
Each of these inserts contains discussion questions
designed to improve critical thinking and learning.
New and updated end of chapter cases are included to
provide more detailed problems for analysis and
discussion.

Although the text is foundational, it also provides
students with an introduction to many of the emerging
themes in the marketing literature. Included, to name
but a few, are consumer culture theory, semiotics,
multisensory marketing, experiential marketing,
search engine optimization, ambient marketing, value
co-creation, marketing metrics, and so on. These con-
cepts are presented in an accessible way to enable
students to learn both the classic and contemporary
elements of effective marketing.
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marketing. The traditional business model for music is one tf
years of popular music. Aspiring artists sought to win a covete
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distributed through music stores and artists were promoted t]
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the Beatles to Bruce Springsteen were developed in this way.
Rut. buthe turn of this. 1 indigital 1d

Marketing in Action I.I LEGO b
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of value by enriching the play experience that beach or

Social Media Marketing

Social Media Marketing LI The There are several brand new social media marketing vignettes
throughout the book. These contain insights on developing
Critical Thinking: Below is  review of the phenomenal ¢ themes and effective practice and include questions for discus-
cally reflect on the reasons for its success. One of the key . ey . .
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It is possible to Iook at marketing from different standp¢
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on anything that we want; with an Apple app on their iP}
to examine patients, and websites like Amazon and eBay
desks. The innovations of tomorrow will bring us new and|
Second, as the practice of marketing improves, our par
we eat only gluten-free products, love skydiving and hav
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End of chapter case studies

Every chapter has its own case study, directly relating to the
issues discussed and designed to bring the theories to life. See
page x for a full list of companies and issues covered. Ques-
tions are included for class work, assignments, revision and to

promote critical reflection.

Summary

This chapter has infroduced the concept of marketing and discussed he

In particular, the following issues were addressed.
What is meant by the marketing concept? The key idea here is th
at the centre of things. Implementing the marketing concept requ
effort throughout the company and a belief that corporate goals ¢

The idea of customer value, which is the difference between the p

instances, therefore companies need to clearly spell out what valu
value proposition.

That marketing as both a field of study and a field of practice is ¢
marketing has moved from an internal focus on production and sal

service and the perceived sacrifice involved in doing so. Customers

customers and markets, These market-driven organizations are bef

Exhibits, figures and tables

We've included a hand-selected array of contemporary adverts
and images to show marketing in action. Key concepts and mod-
els are illustrated using figures, tables and charts.

End of chapter material

The chapter summary reinforces the main topics to make sure
you have acquired a solid understanding. Study questions allow
you to apply your understanding and think critically about the
topics. Suggested reading and References direct you towards the
best sources for further research.



k VIl Tour our video and digital resources :
\ . r. - - \- O G

R a7

Tour our video and digital resources

In addition to the great study tools available for student and lecturers through Connect
there are a host of support resources available to you via our website:

nline

(o]
. . LearningCentre
Online Learning Centre

Visit www.mheducation.co.uk/textbooks/fahy today

Resources for students: Also available for lecturers:

B New case studies B Case study teaching notes

B Self test questions B Animated PowerPoint slides

B Internet exercises B Additional case studies

B Glossary B Image bank of artwork from the textbook
B Ad Insight video B Marketing Showcase videos

Ad Insight =2
Throughout the book you will find QR codes that link to carefully selected TV advertising campaigns via company
YouTube videos. To access the videos, download a QR code reader app to your smartphone and scan the code with
your camera.

Multiple choice questions that encourage you to analyse and relate the adverts to what you have learned in the
book are offered within the Self-Quiz and Study area of Connect™.

-------

We are excited to offer an exclusive set of new video cases to lecturers adopting this text. Each video illustrates
a number of core marketing concepts linked to the book to help students to see how marketing works in the real
world. This fantastic video resource will add real value to lectures, providing attention-grabbing content that
helps students to make the connection between theory and practice.

What do the videos cover? Sy
The videos offer students insights into how different organisa- = s ki L Sl
tions have successfully harnessed the elements of the marketing 9 Sl Iy
mix, including discussions about new product development, SHbWéKSE - -y M
pricing, promotion, packaging, market research, relationship and B
digital marketing. The videos feature interviews with business T N
leaders and marketing professionals, researched and conducted J

by Professor John Fahy to ensure seamless integration with the o

content of the new edition of this text.



How can I use them?

To ensure maximum flexibility for teaching purposes, the videos have
been edited to focus on key topics so that short extracts can be eas-
ily integrated into a lecture presentation or be delivered in a tutorial
setting to spark class discussion. To ensure painless preparation for
teaching, each video is accompanied by PowerPoint slides, teaching
notes and discussion questions.

Some highlights of the video package include:

B An interview with Paddy Power, Communications Director of
the eponymous bookmaker, who reveals the story behind their
ground-breaking and often controversial marketing campaigns

B A first-hand account of how a young student entrepreneur set
up the thriving SuperJam brand, taking his homemade pre-
serves from the kitchen table to the supermarket

B The marketing director of Burnt Sugar, luxury toffee confec-
tioners, explaining how his company has used innovative online
forums, events and other customer feedback to develop and
promote their products.

How do I get the videos?

The full suite of videos is available exclusively to lecturers adopting
this textbook. For ultimate flexibility, they are available to lecturers:
B through Connect

B online at www.mheducation.co.uk/textbooks/fahy

If you are interested in this resource, please contact your McGraw-Hill representative or
visit www.mheducation.co.uk/textbooks/fahy to request a demonstration.
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Mutltiple Choice Questions

4 prav [ Question #8 (of 14) m 1ext b

Check students’ knowledge and conceptual
understanding. Quick to answer and give B
Students Immedlate feedback Which of the following is not a key communications objective?

To stimulate trial

To help position products in the minds of consumers

» . To create awareness of a brand or a solution to a company's problem

Pre-built assignments S pr—
ASSIQn a” of the autogradable end Of Chapter ask vour insiructor a guestion report & content issue check my work
material as a ready-made assignment with e ——

the simple click of a button.
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Hill

Education
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Seamlessly integrates all of the Connect

Marketing features with:

¢ An integrated e-book, allowing for anytime,
anywhere access to the textbook
Dynamic links between assigned and
self-study problems and the location in the
e-book where that problem is covered

e A powerful search function to pinpoint and
connect key concepts.

Chapter 10. Services marketing
reading v . L
Chapter 10 Secons +

The Service Industries

Assignment | Recharge

LearnSmart™

Bt LearnSmart is the most widely used and
S intelligent adaptive learning resource that
Q Gurmmtsamne is proven to strengthen memory recall,
improve course retention and boost grades.
Distinguishing what students know from
what they don'’t, and honing in on concepts
they are most likely to forget, LearnSmart
e continuously adapts to each student’s
b et needs by building an individual learning
P s path so students study smarter and retain
: more knowledge. Real-time reports provide
L. ki P valuable insight to instructors, so precious
,,,,,, class time can be spent on higher-level
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concepts and discussion.




