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Preface

In the complex world we live in, all of us need to know about marketing. Whether
we are selling our car, looking for a job, raising money for a charity, or promoting
a cause, we engage in marketing. We need to know what the market is like, who
is in it, how it functions, what it wants.

We also need to know marketing as consumers and citizens. People are
always trying to sell us something, and we need to recognize the methods they
use. Studying marketing helps us behave more intelligently as consumers,
whether we are buying toothpaste, frozen pizza, a personal computer, or a
new car.

Marketing is an essential subject for professional marketers, such as sales
representatives, retailers, advertising executives, marketing researchers, new-
product managers, brand managers, and so on. They need to know how to
define and segment a market; assess the needs, wants, and preferences of
consumers in the target market; design and test need-satisfying products for
that market; price products to convey their values to customers; select capable
middlemen so that the products will be widely available and well represented;
and advertise and promote the products so that customers know about and want
them. Clearly, marketers need a broad range of skills.

Students who want to learn marketing can find many books on the subject.
Even the large textbooks only skim the surface, since there is so much to learn
about each marketing tool. Most students new to a subject want a broad picture
ofits essentials. They don't want to drown in a sea of details. Marketing Essentials
has been written with this objective in mind.

Marketing Essentials, however, is not written just as an outline of marketing.
The subject is far too fascinating to be displayed only in skeletal form. Marketing
Essentials tells the stories that make up the drama of modern marketing: the
failure of CBS cable television; the never-ending war between Coca-Cola and
Pepsi-Cola; Miller Beer's successful rise from seventh to second place in the
beer market; the Avon lady's impact on home shopping; Columbia Records’
promotion strategy for the band Men at Work; the price war in the home computer
market; and so on. Each chapter begins with a vignette describing some im-
portant marketing event or battle. Throughout each chapter, real-life examples
make the world of marketing come alive to the reader.

In writing Marketing Essentials, | followed several principles. The book
should be interesting to read, cover the main topics that the marketer and citizen
need to know, flow logically from chapter to chapter, describe scientific findings
rather than hearsay, and adopt a management orientation. My goal was to pre-
pare the reader to make better decisions in the marketing arena.



Pedagogical Aids

Supplements
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This book contains many aids to help students learn about marketing. The main
ones are:

Objectives. Each chapter begins with objectives that prepare students for
the chapter material.

Opening vignette. Each chapter presents a marketing story that leads
students into the chapter material.

Figures, tables, and photographs. Throughout the text, key points and
principles are illustrated.

Boxed exhibits. Additional examples and interesting material are fea-
tured throughout the text.

Summary. Each chapter concludes with a review of the main points and
principles.

Review questions. Each chapter has a set of questions covering the
material presented.

Key terms. Each chapter has a list of definitions to review the key terms in
the chapter.

Case studies. The text includes twenty cases for class and/or written
discussion. The cases challenge students to apply marketing principles to
real companies in real situations. Notes at the end of each chapter direct
students to the appropriate cases.

Appendixes. Two appendixes, “Marketing Arithmetic” and “Careers in
Marketing,” provide additional, practical material for students.

Glossary. At the end of the book, there is a complete glossary of the key
terms found in the book.

Indexes. A name index and a subject index help in finding information and
examples in the text.

A successful course in marketing requires more than a well-written textbook. It
requires a dedicated teacher and a set of useful teaching/learning aids. The
following aids support Marketing Essentials:

Instructor’s Manual. The Instructor's Manual is available to all professors
who adopt the book. It contains: an overview, list of features and key terms,
lecture outline, and answers to discussion questions for each chapter; anal-
yses of all twenty cases; and transparency masters for the major figures and
tables.

Test ltem File. The Test ltem File contains approximately 1,800 multiple-
choice and true-false questions. The questions are available either on a
computer tape or through the Prentice-Hall Computerized Testing Service.
Study Guide and Workbook. The Study Guide and Workbook for stu-
dents contains a review of each chapter, exercises to test students’ knowl-
edge, and cases with questions that ask students to apply the concepts
presented in the chapter.

80 full-color transparencies.



e Prentice-Hall Marketing Slides (PH-200). Prentice-Hall offers a self-
contained set of 200 slides for the teaching of marketing essentials.

e Introduction to Marketing filmstrips and audio cassette. This full-color,
ten-module audiovisual program introduces the major principles of market-
ing, and uses definitions, diagrams, charts, and photographs to connect the
principles with real-life situations. Available through Prentice-Hall Media.

o Great Marketing Wars Videotapes. Prentice-Hall also offers a set of three
videotapes describing how a functional analogy can be drawn between
military strategy and marketing practices in competitive industries, such as
the soft-drink wars and the blue-jeans wars.
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