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PREFACE

Basic Marketing is a book that is the direct result of
listening to what marketing professors told us about
their classroom needs. West Educational Publishing’s
marketing researchers found that adopters of our
other books, Marketing and Effective Marketing, are
highly satisfied with both. They like the comprehen-
sive coverage, the contemporary examples, the lively
writing style, and the outstanding service provided by
West Educational Publishing. However, marketing re-
search also revealed that some professors feel the
need for a more compact text, in which a straightfor-
ward no-frills approach is desired. Many professors
want a book that can be used to bring a group of
students with disparate backgrounds “up to speed”
or used as a basic text in a class that involves more
cases, readings, term papers or “other outside work”
than may be the norm at many institutions. Basic
Marketing was written to be of use in these situations.
Although Basic Marketing, which consists of 18
chapters, is shorter than our other books, it shares
many of the same attributes. Basic Marketing presents
a lively picture of marketing as a dynamic, competi-
tive process that is part of our everyday lives. The
book discusses academic theory, yet is contemporary
and practical. It is also very readable. Basic Marketing
has a straightforward and conversational prose style
with balanced coverage of marketing concepts and
practical examples that make marketing easy to un-
derstand; it does not, however, have lengthy opening
vignettes or extended examples in boxed materials.
In developing a more compact book, we have not
pared down our coverage of the essentials of market-
ing. All of the facets of marketing that professors and
students of marketing would expect to find in a mar-
keting textbook have been covered in Basic Marketing.

The material is organized to show that marketing ac-
tivities are not independent but work together to
achieve the organization’s goals, the primary one be-
ing customer satisfaction.

Basic Marketing stresses that the marketing process
does not end with the sale. The book Effective Marketing
discusses how marketers establish and build relation-
ships with customers. Furthermore, the discussions of
relationship marketing recognize that the way busi-
ness is being conducted has dramatically changed in
recent years. Companies, especially those engaged in
multinational marketing, often rely on collaborating
organizations. Chapter 3 introduces the concept of
collaborators, and the remainder of the book provides
insights about managing relationships with suppliers,
intermediaries, and customers.

Another overall theme of this book is how effective
marketers gain and maintain competitive advantages
in a global environment. Chapter 8 focuses on global
competition and international marketing strategies.
Placement of this chapter at this point in the textbook
facilitates additional discussion of international issues
when marketing mix strategies are discussed in the
remaining chapters. Thus, the discussion of multina-
tional marketing strategies is not too early, before stu-
dents know the basics of marketing, and not too late,
when the semester’s time pressures are the greatest.
International issues and global competition are dis-
cussed in every chapter. Each chapter deals with con-
ceptual issues of international marketing when the
marketing principles being discussed have global di-
mensions. For example, discussions about distinctive
competitive environments and cultural values in dif-
ferent countries are found in Chapter 3, on the mar-
keting environment. International issues and global
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competition are thus carefully integrated into the text.
Basic Marketing employs current examples about both
domestic and global markets from the real world to
enhance understanding of marketing concepts and
strategies. The importance of services marketing in
the contemporary economy is reflected in the discus-
sion of services to be found in virtually every chapter.

Basic Marketing also stresses the logic of marketing
management, relating strategy and tactics to the en-
vironmental opportunities and constraints with which
managers must deal on a daily basis. The concepts of
effective marketing, competitive strategy, total quality man-
agement, and relationship marketing are emphasized
throughout the book, so that readers are able to see
the difference between intuitive decision making and
sound marketing management. For example, Chapter
1 discusses how Ford Motor Company’s total quality
management program fits into its overall competitive
strategy.

Theories and strategies that marketing managers
use to create competitive advantages have a central
importance in Basic Marketing. Theoretical concepts,
such as those found in the study of buyer behavior,
are presented so that students can understand their
practical value for marketing managers. Competitive
market strategies, such as those used for segmenting,
targeting, and positioning, appear early in the book.
They provide a foundation to build upon when mar-
keting mix strategies are discussed later.

Commenting on A. Bartlett Giamatti, former presi-
dent of Yale University and former commissioner of
major league baseball, Whitey Herzog said: “For be-
ing book smart, he had an awful lot of street smarts.”
We wrote Basic Marketing with the goal of helping stu-
dents become both book smart and street smart about
marketing.

B ORGANIZATION OF THE BOOK

Basic Marketing is not simply a “primer” or “outline”
sort of book. The book’s organizational structure has
been designed to integrate topics that in many textbooks
are often isolated in a chapter at the end of the book.
The book is organized into seven parts. Part One
discusses the nature of marketing, the fundamentals
of marketing strategy, and the marketing environ-
ment. Chapter 1, “The Nature of Marketing,” intro-

duces the marketing concept and explains how it
relates to total quality management. Chapter 2, “Mar-
keting Management: Strategy and Ethical Behavior,”
establishes the nature of marketing strategy. It also
includes extensive coverage of ethics and moral be-
havior to serve as a framework and a springboard for
further discussions of ethical concerns in the remain-
ing chapters. We chose this organization because stu-
dents need some background in marketing principles
before they can truly understand how an organiza-
tion’s ethical principles influence its marketing deci-
sion making. Chapter 3, “Environmental Forces in a
Diverse World,” explains the elements of marketing’s
microenvironment and macroenvironment. It features
a world perspective, with emphasis on the competi-
tive environment, especially challenges from global
competitors. It highlights how certain aspects of the
global environment influence consumers and market-
ing strategies. This chapter sets the stage for a contin-
uing discussion of international marketing activity.

Part Two, “Analysis of Market and Consumer Be-
havior,” discusses information management and con-
sumer and market behavior. Global information
systems and marketing research are covered in Chap-
ter 4. Chapter 5 provides a model and an overview of
consumer behavior. It concentrates on both the psy-
chological dimensions of the decision-making process
and the sociological and cultural factors influencing
the consumer. Chapter 6, “Business Markets and Or-
ganizational Buying,” discusses business-to-business
marketing with a focus on buying behavior. This is
an important aspect of global competition.

Part Three, “Market Strategy for Global Competi-
tion,” emphasizes market and positioning strategies.
It explains how these strategies apply to both domes-
tic and international markets and shows how both
large multinational firms and small domestic market-
ers can use these strategies. Chapter 7, “Market Seg-
mentation and Positioning Strategies,” applies the
behavioral theories discussed in other chapters to the
concept of market segmentation. This chapter offers
complete coverage of positioning strategies, placing
positioning in a strategic framework that is compati-
ble with the material on target marketing. Chapter 8,
“Global Competition and International Marketing
Strategy,” explains how a market strategy for inter-
national markets is developed. The chapter concen-
trates on how firms organize and develop strategies
for competing in our global economy.
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Part Four, “Product Strategy”” deals with both
goods and services. It discusses the elements of prod-
ucts, the product life cycle, and product strategies for
new and existing products. The material on product
strategy completely integrates the marketing of serv-
ices into Chapters 9 and 10. The process for imple-
menting total quality management programs is discussed
at length in Chapter 10, “New Products and Product
Life Cycle Strategies.”

Part Five, “Distribution Strategy,”” consists of three
chapters. They focus on the nature of distribution, re-
tailing and wholesaling strategies, and the physical
distribution process. Physical distribution is described
in terms of its role within the larger logistical system
of the firm.

Part Six, “Promotion Strategy,” contains chapters
introducing promotional concepts, advertising, and
publicity /public relations, personal selling, and sales
promotions. All chapters emphasize integrated mar-
keting communications and creative promotional strat-
egy. Chapter 16, “Personal Selling, Sales Management,
and Sales Promotion,” highlights the importance of
personal selling and relationship management. The
material on sales promotion has been expanded to
reflect its increased importance in many marketing
mixes.

Part Seven, “Pricing Strategy,” consists of two
chapters: “Introduction to Pricing Concepts” and
“Pricing Strategies and Tactics.”” This material shows
how price plays a role in the allocation of goods
within economies and how it plays a practical role in
the marketing mix. Much of the material explains the
need for and nature of pricing objectives and the way
pricing strategy is developed to satisfy these objec-
tives. Our treatment remains a very pragmatic ap-
proach to this key marketing mix element.

Four appendices end the book. “The Marketing Au-
dit” provides a sample outline for conducting a mar-
keting audit. “Organizing the Marketing Function”
allows the professor to introduce this material at any
point in the academic term. ““Marketing Arithmetic
for Business Analysis’” explains financial concepts and
many analytical ratios that marketing managers use
in decision making. “The Case Method of Learning”
illustrates how students can apply what they have
learned to realistic problems.

’
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