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To the two million students around the globe who began their
marketing studies using Contemporary Marketing in their classes

and

to the Text and Academic Authors Association, which awarded
Contemporary Marketing
the William Holmes McGuffey Award for Excellence and Longevity,
the only basic marketing text to receive this prestigious award.
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Preface

that the text he or she used last term is both inadequate and terribly out of date in
the wake of the eatly years of the 21st century. Three significant events ended the
prosperous decade of the 1990s, which featured expanding corporate revenues, dot.com
billionaires, rising incomes and low unemployment levels, and public perception of busi-
ness leaders as modern-day heroes.
The first—and by far the most tragic—event involved the terrorist attacks on America,
how they affected marketing, and how business and government responded to halt the
spread of inter-

Evcry faculty member teaching the principles of marketing course is painfully aware

national terror-
ism and to reduce It was the best of times, it was the worst of times . .

the possibility of Charles Dickens, in A Tale of Two Cities

repeats of these

horrific events.

The second event was an ethical disaster of historic proportions as leaders of such corporate
giants as Enron, WorldCom, and Tyco quickly turned from heroes to villains in the wake
of disclosures of legal and ethical misdeeds covered up by auditors with conflicts of interest
and indirectly aided by corporate boards exhibiting a shocking lack of corporate governance.
The result was an almost daily reporting of scandals, bankruptcies, job losses, Congressional
investigations, and news coverage of arrested executives taking the so-called “perp walk” in
front of TV cameras, a form of humiliation previously reserved for drug and violent crime
offenders. Not surprisingly, a recent Harris Poll found that only 16 percent of parents
want their children to become CEOs, down from 28 percent a year earlier.

The third event was the recent recession and the resulting surge in unemployment
rates, a global economic slowdown, a plummeting stock market that threatened retirement
savings of millions, and reduced business investment that reverberated throughout industry
after industry.

But the typical pre-2003 marketing text mentions none of these events. Any text
discussions of current economic conditions are likely to describe the economy as in a peri-
od of prosperity. Realizing that our students—and your students—need a solid and thor-
ough treatment of these events in their introductory marketing course, the authors began
to work on providing this coverage in Contemporary Marketing, 11e. And it’s all here.

Far from a simple updating of the previous edition, Contemporary Marketing, 11e is
replete with changes, updates, and improvements. In fact, the changes are so significant
that the new edition is more a new text than a new edition. And this is what users of
the text have come to expect. After all, from the first edition, Contemporary Marketing
has been a book of firsts.

=



Vi PREFACE

Previous users will recognize the significant improvements and up-to-the-minute currency
of Contemporary Marketing, 11e as the latest installment of a trend we established back in
the first edition—to lead the principles of marketing market with new “firsts.” We know
that keeping several steps ahead of the competition is the way we became the best-selling
basic marketing text. We plan to keep it that way.

Consider our record of providing instructors and students with “firsts”:

m The FIRST marketing text written specifically for the student—rather than the professor—
featuring a clear, concise style that students readily understand and enjoy.

® The FIRST marketing text based on marketing research, written the way instructors actually
teach the course.

B The FIRST marketing text to integrate computer applications—and later, Internet assignments
—into each chapter.

® The FIRST marketing text to employ extensive pedagogy—such as opening vignettes and
boxed features—to breathe life into the exciting concepts and issues of marketing.

®m The FIRST marketing text to offer end-of-chapter cases written by the authors and then
filmed by professional producers who include text concepts in each chapter video.

m The FIRST marketing text to offer early services, international, and marketing planning chapters
and to thoroughly integrate these topics throughout with literally hundreds of examples.

, m The FIRST marketing text to utilize multimedia technology to integrate all components
i of the principles of marketing ancillary program, videos, overhead transparencies, and
PowerPoint® CD-ROM s for both instructors and students—enabling instructors to custom
create lively lecture presentations.

m The FIRST marketing text to include an entire, separate chapter on relationship marketing
and customer relationship management (CRM).

m The FIRST marketing text to include coverage of category management—the fast-growing
industry trend in product management—in Chapter 12 and to include it as part of the
chapter title.

The new edition of Contemporary Marketing is packed full of innovations. Here are some of
the exciting new features of the 11th edition.

Major Expansion of Marketing Ethics

In the wake of the current crisis in business ethics, business programs in colleges and universities are
examining their curricula and evaluating the extent and quality of their coverage of ethical issues. A
number of universities, including Rutgers University and Ohio State University, are either adding new
courses or expanding existing elective courses in ethics. Still others advocate the integration of ethics
throughout the courses that comprise their business core curriculum. Many of the latter are currently
engaged in extensive review of course contents to determine the adequacy of current coverage.



The new 11th edition of Contemporary Marketing provides instructors and students with a
thorough treatment of ethical issues affecting marketing, both from a macro perspective and in
relation to specific aspects of marketing. The value of marketing ethics is introduced in Chapter 1 and
then followed with a detailed analysis in Chapter 3, which focuses specifically on ethical and social
responsibility issues. Topics discussed in this chapter include ethical problems in marketing research,
product decisions, pricing, distribution, and promotional strategy.

Chapter 5 analyzes the ethical issues surrounding online marketing and the Internet. Topics
examined here include copyright issues and a lengthy discussion of privacy issues and the potential
misuse of customer information by e-commerce firms. The importance of acting in an ethical manner
as a key to developing effective marketing relationships is discussed in Chapter 6. A separate section
in Chapter 18 examines advertising ethics and ethical issues in sales promotion and public relations.
Ethical issues in personal selling are examined in a separate section in Chapter 19.

Every chapter includes a special experiential feature called Solving an Ethical Controversy. This
feature is designed to facilitate class debates on current ethical issues. Each begins with a brief
background and is followed by a series of pro and con points designed to elicit class discussion of the
issues. Examples of this feature in the 11th edition include:

PREFACE

m “Do Not Call””

m “Liquor Advertising and Network

Solving an Ethical Controversy

Television: Socially Unacceptable
or Fair Play?”

m “Is the Web Spying on You?”

® “Dumpster Diving at Unilever”

What's a Fair Price for
Prescription Drugs?

Americans spend more than $150 billion each
year on prescription drugs, ing profits in
md”w&d&b’g%
st to pick up the Yet while in
hu'nw‘mp“d*!y also millions in research and devel-

opment, since the cost of bringing a blockbuster drug to mar-

treating conditions that otherwise lead 1o chronic ilinesses and
W Moreover, the :zmlm as
:g“ do their part 10 lower Smith Kline
discounts of up o 40 percent to elderly Americans.
can't afford it. Most drug companies now cither give away or
sell AIDS-related drugs i Africa at a fraction of their cost.
Considering the escalating costs of health care,

should drug companies be allowed to set high
prices for their patented products?

® “What's a Fair Price for
Prescription Drugs?”

Even 5o, spiraling R&D costs do not fully explain why
drug prices are soaring. Once a drug is approved for sale, it PRO
position aflows its maket to charge as much as the market will ies have a duty 1o
bear. Camptosar, Pharmacia's colon cancer medication. for

® “What to Do about Pop-Up Ads?” cample prics o at more han SG0.000 et patcn et

lose incentive to create better drugs.

LON

ouer the markes

typically enjoys 12 10 14 years under patent. This monopoly 1 lnnhmmmyhmh-
business—companics

©

maximize profits.
2. If prices are squeezed. big pharmaceurical companies

. while Gleevec, a leukemia
m “Secret Costs of Shelf Space”

;?s'.ow.;um.mm Nm"k
m “Should Marketing Promotions Target Children?”

Current Events and Their Impact on Marketing

The twin blows of the recent recession and the terrorist attacks of September 11, 2001, are a part of
almost every chapter. The economic environment section of Chapter 3 includes detailed coverage of
the recession’s impact on buyer behavior and the problems of layoffs and increased unemployment
rates. The Chapter 14 opening vignette, “Zero-Percent Financing Revs Up Auto Sales,” describes the
U.S. auto industry’s successful efforts to stimulate sales dur-
ing an economic slowdown.
Terrorism continues to impact marketing in various
ways, and its shadow can be found in most chapters. New
ng laws passed to reduce consumer security concerns and
!t lessen the threat to marketers are introduced in the legal
environment section of Chapter 3. Several terrorism-related
Marketing Hits are included in the new edition:

m “How Can Marketing Help in the Midst of Disaster?”

Marketi

How Can Marketing
Help in the Midst of

Disaster? (Chapter 1)

Bk . W b Mot m “How Marriott Recovered from Disaster”
ckground. isaster s

hard 0 imagine how marketers can help. (Chapter 2)

True, the first assistance usually comes from
medical and reliel workers, but marketers
can contribute their expertise by communi-

R
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PREFACE

Marketing responses to the attacks

G BRI W also appear in the opening
g vignettes of several chapters:
Purchasing Habits of B .
the September 11 m “Terrorism Lands a Body
“Generation . Blow to the Airline
Industry” (Chapter 3)
A s o e kg et gty B sup ol ® “Shoppers Beat a Path to
m.‘,‘; ey w vroes e aoa | sl v s oYkl e Vi the Web” (Chapter 5)

jmer spending —after necessities—can be divided  after all, this is the 215t century. DVD sales and video rentals
into three categories: discretionary purchases (things that peo-  are up—but that's because consumers would rather have their

ple buy that they don't necessarily need but that entertainment at home than 9o out. | “Purchasing Habits Of the
they believe will make their lives better in a prac. . Naturally, these consumer behaviors represent more G s =
i e 0 e o A s Ty s September 11 Generation
oo o st e om0 - (Chapter 9)

A New, More Strategic Focus

“More strategic, less descriptive.” In response to numerous instructors who made complaints about the
overly descriptive nature of the typical principles of marketing text, the new 1lth edition of
Contemporary Marketing has made significant changes. First, the marketing planning chapter has
been relocated so that it can be assigned much earlier in the term, helping to equip students with a
solid foundation of strategic thinking. In addition, a new section on strategic implications of marketing
concepts discussed in each chapter has been included in every chapter in the new edition. Two new
appendices, Developing a Marketing Plan and Financial and New-Product Analysis, provide additional
strategic tools for the reader.

Two Cases for Every Chapter

Many reviewers of the previous edition requested alternative cases to provide more flexibility for
different assignments from one academic term to the next. The new 11th edition now includes two
case assignments for every chapter. For example, Case 1.1, “Dracula Park Wants YOU,” is accompanied
by Video Case 1.2, “How Burton Snowboards Built a Sport—and a Customer Base.” The second case
in each chapter is accompanied by a professionally created video to augment the written case materials.

Krispy Kreme Doughnuts:
An Exciting New Continuing Video Case

Each Part of the new 11th edition is linked with a continuing case
featuring one of the major recent marketing successes: the rapid
expansion of Krispy Kreme beyond its southeastern origins to new
markets throughout the United States and Canada, and beyond
North America. A special seven-segment video was created specif-
ically for Contemporary Marketing, 11e to add to the written cases
for each Part. This continuing case video is in addition to the 19
videos available with the newly written video cases at the end

of each chapter.




PREFACE

Every Chapter Has a Video Case!

Professionally written and produced, the new video case package provides intriguing, relevant, and
current real-world insights into the modern marketplace. Tied directly to chapter concepts,
the videos highlight how real-wotld organizations struggle with the challenges of the 21st century
marketplace. Each video is supported by a written case with applications questions. They include:

m Video Case 1.2 How Burton Snowboards Built a Sport—and a Customer Base
m Video Case 2.2 Caribou Coffee Brews Up a Fine Cup of Strategy

m Video Case 3.2 Equal Exchange: Fair Pay Is Fair Play
m Video Case 4.2 Fallon Worldwide: Going Global, Targeting Local
m Video Case 5.2 Tower Records Uses Bricks—and Clicks—to Survive Troubled Times
m Video Case 6.2 Dunkin’ Donuts and Hill, Holliday: A Recipe for Good Relationships
m Video Case 7.2 Fisher-Price: Marketing Research Is More than Child’s Play
m Video Case 8.2 Annie’s Homegrown: A Natural Success
m Video Case 9.2 WBRU Sounds Good to Listeners
m Video Case 10.2 UPS Delivers for Its Business Customers
m Video Case 11.2 Fossil Is a Reminder of Good Times
m Video Case 12.2 Stride Rite Keeps Its Brands in Step
® Video Case 13.2 Cybex International Whips Pricing into Shape
m Video Case 14.2 Bombardier Lets Prices Soar
m Video Case 15.2 Ipswich Shellfish Delivers Fresh Lobster
m Video Case 16.2 Neiman Marcus Takes Care
of Its Customers
m Video Case 17.2 Cherry Capital Airport
Kceps People Flying Fossit ts a Reminder
VIDEO CASE 11.2
m Video Case 18.2 Oxygen Media and Mullen ok ot Good Times
Advertising Team Up for Tma..ﬁ.."“’" «::n w&? mm&”; mmv “‘m w:n wi&::am ;
Women's Programming it et yoo meres w30 yeurs g, 2l proigeided
. e v e v kot ooy Yo <o wakhe o, Wi,
m Video Case 19.2 Concept2 Rows to Success they wore then you'd o tht wikchs wers comdtred _on_ctn ok o colecrs e 10 B o e
m’:"..:"ma et it anviversary of I death for about $95. W you're hung up on
o ey i e e .ok, o o 1000 0o e
Persive, highly utilitarian, simost dispossbie, and possessed an  j0in the Fousil Collectors” Club to get monthly updates on new

TV and print ads  and upcoming Fosil collectible items.

Fomil also offers specialty watches like the Kaleido, which

tow-priced from $65 10 $75. With

weve care-  the touch of a button, the Kaleido dial changes colors just ke

Ny 3n fact, the dif- & kaleidoscope. Of course, conservative customers can set the
their

ve-2 SrouT—an® & Custemes Bast

mVIDEO CASE 1.24]

0 one would deny that take Burton i an innovative guy
But he'’s quik to dhsped the myth 1hat he invented ow:
boarding of sowboads. He points wat that the snow-
board—a single board that looks and operates ¥ke a cross
between a skateboard and a surfboard that athletes ride down

Viere Case 1.7 How Busien Swowssssos Gwiir s

How Burton Snowboards Built a
Sport—and a Customer Base

had 10 develop a third type of marketing relationship, one with
distributors and dealers

Today, Burton Snowboards, which is still based in
Burlington, Vermont, is both the pioneer and the world leader
1 the development and sale of snowboards and related prod-

snow-covered mounam—has been around since the 1920s.
And Jake hrncet! evperimented with the Snurfer. 3 precursor to
the snowboard, a5 & kid. But the Snurfer  a short, fat ski with
2 1ope 1ied 10 the Lip that the rides would hold ke 8 rein in one:
hand—was marketed more hke 8 oy, on the order of a snow
tube or one-person toboggan. Certainly. no one thought of
Sowrting & a tull-blown sport.

No one, that 1, except Jake Burton. Burton had grown up
sking, and sfter gradusting from college in 1977 with a
degiee in eLonomics, he maved from New York 10 Vermont 10
tollaw & hunch. "t feit like [snowboarding| could be a sport,

ucts. Burton markets its snowboards and accemsory Qear
through 3 network of about 3,000 dealers around the workl
The company continues to develop relatiorships with ¢con-
sumen by staging promotions festuring demonstrations at ski
resorts—about 400 desnos 2 ound tve word pe yed, &cording
t0 vike presdent and dwector of sales, Dave Schwdt. These
events are conducted by Burton representatives who show up
& a resort, unioad Burton produxts, and let people try them jor
frea. in addition, for the past 20 years the firm has sponsored 2
mamber of snowhoarding competitions—including the U.S.
Open for snowboarding—as anathes effective technique for

J with its customerns. Finally, Burtons

but it wasn't a sport for the company that was
1Snurters).” he recalis S0 he sel out 10 do two things simulta-
neously. build the boards and the market. “I was blindly optr-
mtic,” he says. In addition to developing 4 new product, he
product. He had to

would create utit-

needed to deveiop the market
g show

Learn-to-Ride (LTR} program teaches snowboarding (o anyone
‘who wants to bearn from instructors The program includes bes-
sons taught by certified American Association of Snowboaed
ifi devigned for

and Burton’s.
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PREFACE

Additional Features of the New 11th Edition

Contemporary Marketing, 11e is packed full of innovations. Here are some of the exciting new features:

3 _ﬂc rapld growth of the African-American and Hispanic-American market segments is

77 discussed in detail in the market segmentation chapter and in the Marketing Hits feature, “Procter &

Gamble Taps the Hispanic Market,” in Chapter 9.
REVISED! The relationship marketing chapter has been completely revised to include coverage of

customer relationship management (CRM).

Category management, a major organizational development among firms with extensive
* product lines, is discussed in detail in Chapter 12. Its importance is communicated in the new
chapter title, “Category and Brand Management, Product Identification, and New-Product
Planning.”

EARLY COVERAGE! “Planning a Career in Marketing” has been completely rewritten and moved
to the front of the textbook. In an environment characterized by limited jobs for entry-level business
graduates, it offers practical insights to help students prepare for a successful business career.

REVISED! The materials at the end of each chapter have been completely revised. A new Summary
of Chapter Objectives replaces the Achievement Check Summary to provide improved summary
materials. New Projects and Teamwork Exercises have been included, and all of the 'netWork assign-
ments are new.

v
3 . —/— All opening vignettes, Marketing Hits, and Marketing Misses are new to this
'ﬁ*‘;, d1 pening  vig g 24
edition.

_ Two important promotional mnovatlons—gucmlla marketing and product placement—
~are included in Chapter 17. The Marketing Hits feature in this chapter focuses on Code Red,
a recent Pepsi success story of guerilla marketing in action.

Unparalleled Resource Package

Like the ten editions before it, Contemporary Marketing, 11e s filled with innovations. The result: the
most powerful marketing package available.

Boone & Kurtz lead the market with precedent-setting learning materials, as well as continuing
to improve on our signature package features—equipping students and instructors with the most
comprehensive collection of learning tools, teaching materials, and innovative resources available. As
expected, the new 11th edition delivers the most extensive, technologically advanced, user-friendly
package on the market.

For the Professor

Test Bank and Examview® Testing Software

Providing over 4,000 total questions, the test bank fills every need you have in testing your students
on the chapter contents. Each chapter of the test bank is organized following the chapter objectives,
and every question is categorized by type of question (including application, comprehension, and
knowledge-based multiple choice, true/false, and essay) and text page reference. The Examview Testing
Software is a Windows-based software program that is both easy to use and attractive. You won't
believe that testing software has come this far!



