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A MESSAGE FROM THE AUTHORS

Times change. Yet the more times change, the more important the constants of success become.
In our textbooks and supplements, we have channeled our efforts into three competitive “points
of difference”: Experience, Leadership, and Innovation.

Experience. Collectively, we have taught more than 50,000 students, managers, and
instructors in a dozen countries, often using one of our 18 international editions that appear in
10 languages. From these classrooms we've discovered that a “learn-by-doing” approach,
based on extended, high-involvement examples and real-life marketing decisions, works best.
In addition, we've learned to integrate the most important new content and technologies such
as our new Chapter 16 on social media, and our online teaching/learning tool—Connect
Marketing. Our students and their employers often tell us that a well-written marketing plan in a
student’s portfolio is an asset in today’s competitive job interviews, so we've developed text
elements that facilitate having students write marketing plans when smaller class sizes permit. In
both the textbook and instructor’s manual, we provide detailed guidelines and insights for
instructors and students.

Leadership. The popularity of our text in the United States and around the globe is the
result, in part, of our efforts to play a leadership role in the development of new principles and
practices and the use of new learning pedagogies. For example, we're at the forefront of the
coverage of ethics, technology, and now social media in the marketing discipline. Some other
examples include:

e [earnSmart within Connect. This exciting McGraw-Hill technology improves student
learning while enabling instructors to monitor and measure performance
continuously.

e Marketing dashboards. Marketing managers are trying to mine the oceans of data
using marketing dashboards, a boxed feature in many of the chapters.

¢ Job preparation. We believe having students “do marketing” in textbook examples,
marketing plans, and in-class activities—such as our SWOT analysis to “market
yourself”—increases their job placement chances.

Innovation. Our textbooks and supplements seek to serve the needs of students of all
learning styles. To help instructors and students achieve this, our innovations include:

® Quick response (QR) codes. Each chapter in this edition has several QR codes,
allowing a student's smartphone (or tablet device) scanner to link to relevant TV ads
and video extensions of the textbook.

®  Marketing2Go app. This smartphone app connects students to the 5" edition using
familiar technology to offer interesting and convenient access to our materials.

® Video cases. Introduced in our first edition, these cases have brought real-life
marketing problems into the classroom. Our new videos include Groupon, Trek,
Toyota, Mary Kay, Mountain Dew, Carmex, and Bitter Girls.

® Instructor’s Survival Kit. The props and product samples let students see and hold
the actual products discussed in our in-class activities.

e Visual test items. Our research shows that two-thirds of marketing students skim or
ignore a textbook’s tables and graphs. These visual test items use a series of ques-
tions to assess and reward student understanding of such figures.

We are excited to have this opportunity to share our interests with you. Welcome to our 5% edi-
tion of Marketing: The Core!

Roger A. Kerin
Steven W. Hartley
William Rudelius
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This edition features a dedicated chapter for social med:a marketing. ThIS
new environment is rapidly changing and constantly growing. The authors
cover the building blocks of social media marketing and provide thor-
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ough, relevant content to your
students. The authors discuss
major social media platforms
like Facebook, Twitter, LinkedIn,
and YouTube. They explain
how they do marketing and
how companies can use those
outlets for marketing purposes.
Also discussed in Chapter 16
are methods of measuring a
company’s success with social
media marketing. This new
chapter represents the authors'’
commitment to keeping your
students informed and on the
cutting-edge of marketing.




Connect Marketing

This McGraw-Hill product has allowed the author
team to develop a comprehensive online resource to
enable students to learn faster, study more efficiently,
and increase knowledge retention.

Connect Marketing provides features like:

. Book-specific interactive assignments

»  Simple assignment management for instructors
' Immedlate feedback for students
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Powerful fi ltering and reportmg functlon

ey b et e B Marketing Plan Activities in Connect

Included in this edition are auto-graded Connect
Interactive Applications based on the marketing plan
approach presented in Appendix A, and the Building
Your Marketing Plan exercises at the end of each
chapter. These activities are built to help students un-
. derstand the pieces of a marketing plan and how the
" concepts of the text tie in to those portions. If you are

a professor who assigns the marketing plan as a se-
mester-long project, use these activities to supplement your marketing
plan coverage—allowing students to reinforce the concepts before devel-
oping their own plan. If you are a professor who simply does not have the
time to grade full marketing plans from each and every student, use these
activities to replace the marketing plan project and students can leave
your class better prepared for a career in marketing.




Organization

'_”m our changmg marketmg enwronment and prowdes a framewo  for mclu ding et
responsibility considerations in marketmg decisions. . , .

Part 2, “Understanding Buyers and Markets,” first describes, in Chapter 4, how mdnwdual consumers i_
reach buying decisions. Next, Chapter 5 looks at organizational buyers and markets and how they

make purchase decisions. And finally, in Chapter 6, the dynamics of world trade and the influence. of o

cultural diversity on global marketing practices are explored.

In Part 3, “Targeting Marketing Opportunities,” the marketing research function and how information
about prospective consumers is linked to marketing strategy and decisions is discussed in Chapter 7.
The process of segmenting and targeting markets and positioning products appears in Chapter 8.

Part 4, “Satisfying Marketing Opportunities,” covers the marketing mix elements. The product ele-
ment is divided into the natural chronological sequence of first developing new products and services
(Chapter 9) and then managing the existing products, services, and brands (Chapter 10). In Chapter
11, pricing is covered in terms of the way organizations set prices. Two chapters address the place
(distribution) aspects of marketing: “Managing Marketing Channels and Supply Chains” (Chapter 12),
and “Retailing and Wholesaling” (Chapter 13). Chapter 14 discusses integrated marketing communi-
cations and direct marketing. The primary forms of mass market communication—advertising, sales
promotion, and public relations—are covered in Chapter 15. Social media are covered in Chapter 16
as a separate chapter to reflect their growing importance in the marketing discipline. Personal selling
and sales management are covered in Chapter 17. Chapter 18 describes how interactive and multi-
channel marketing influences customer value and the customer experience through context, content,
community, customization, connectivity, and commerce.

The book closes with Appendix B, “Planning a Career in Marketing,” which discusses marketing jobs
and how to get them. In addition, a detailed Glossary, Learning Review Answers, and three indexes
(name, company/product, and subject) complete the book.
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Making Responsible Decisions boxes focus
on social responsibility, sustainability, and
ethics. These boxes provide exciting, cur-
rent examples of how companies approach
these subjects in their marketing strategy.
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‘Marketmg Matters boxes hlgh ight real-

world examples of customer value creation
and delivery and entrepreneurship that
give students further insight into the practi-
cal world of marketing.

World trade benefits from free and
fair trade among nations. Neverthe-
less, governmaents of many countries |
continue to use tariffs and
to protact their various domestic
industries. Why? Protectionism
eams profits for domestic producers
and tariff revenue for the govern-
ment. There is a cost, howaver. Pro-
tectionist policies cost Japanese
consumers between $75 billion and
$110 billion annually. U.S. consum-
ers pay about $70 billion each year
in higher prices because of tariffs:
and other protective restrictions.
Sugar and textile import quotas
in the United States, automobile
and banana import tariffs in Euro-

As the marketing manager for Ben & Jerry's, you need to as-
sess how it is doing in the United States in the super-premium
ice cream market in which it competes. For this, you choose
wo marketing metrics: dollar sales and dollar market share.

Your Challenge Scanner data from checkout counters in
supermarkets and other retailers show the total industry
sales of super-premium ice cream were $1.25 billion in 2012.
Internal company data show you that Ben & Jerry's sold
50 million units at an average price of $5.00 per unit in 2012.

Building Your Marketing Plan is an end-of-
chapter feature that requires students to
go through the practical application of
creating their own marketing plan.

intarfare with world trade for these
products. Regional trade agree-
ments, such as those found in the
provisions of the European Union
and the North American Free Trade
Agreement, may also pose a situa-
tion whereby membar nations can
obtain preferential treatment in
quotas and tariffs but nonmember
nations cannot.
Protectionism, in its many forms,
raises an nmmnng global ethical
Is protectionism, no matter
hovupplhd an ethical practice?

Using Marketing Dashboards boxes help
students apply common marketing met-
rics to typical decisions faced by market-
ing managers.

Iding your marketing pla

To do a consumer analysis for the product—the good,
service, or idea—in your plan:

1 Identify the consumers who are most likely to buy
your product—the primary target market—in terms of
(a) their demographic characteristics and (b) any other
kind of characteristics you believe are important.

2 Describe (a) the main points of difference of your
product for this group and (b) what problem they help

solve for the consumer, m terms of the first stage in the
consumer purchase process in Figure 4-1.
3 Identify the one or two key influences for each of the
four outside boxes in Figure 44: (a) muketmg nnx.
(b) psychological, (¢) sociocultural, and (d) si

influences.

This consumer analysis will provide the foundation for
the marketing mix actions you develop later in your plan.




INSTRUCTOR RESOURCES

Instructor’s Manual

The Instructor’s Manual (IM) to accompany Marketing: The Core is an all-
inclusive resource designed to make an instructor’s preparation for teaching
much easier. The Instructor’s Manual lists the resources available to instruc-
tors: (1) PowerPoint slide references to selected figures and images;
(2) Learning Objectives and Key Terms; (3) detailed Lecture Notes that iden-
tify where QR codes and In-Class Activities (ICAs) can be discussed; and
(4) comprehensive Teaching Notes for the end-of-chapter video cases. A
separate In-Class Activities Guide is located in the Instructor’s Survival Kit
(ISK) box, which contains the ICAs that link to sample products in the ISK
box to make marketing come to life in the classroom.

Visual Test ltems

We offer more than 5,000 test questions categorized by topic and
Bloom’s Levels of Learning (knowledge, comprehension, or application)
and correlated to the Learning Objectives, level of difficulty (easy, me-
dium, and hard), and AACSB's Assurance of Learning Standards to assist
instructors in developing their exams. There are also a number of visual
test items in the test bank that include images and figures from the book
itself to assess student learning.

EZ Test Online

Our comprehensive bank of test questions is
provided in several formats for simple use by
any instructor in any setting. Our test bank is
available through a computerized test bank
powered by McGraw-Hill’s flexible electronic
testing software program EZ Test Online
(www.eztestonline.com). EZ Test Online allows you to create paper and online
tests or quizzes in this easy-to-use program! Imagine being able to create
and access your test or quiz anywhere, at any time, without installing the
testing software. Now, with EZ Test Online, instructors can select questions
from multiple McGraw-Hill test banks or author their own, and then

1w get, Seconily, W 0 weudeimack bas " oy virae, sod money by

e Sy i et o either print the test for paper distribution or give it online. It also
- e wonma gllows you to export your tests for use in WebCT, Blackboard,

The Lanham et (1946}

T i e s T o PageOut, and Apple’s iQuiz.
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§ e personalized by instructors to help present concepts to students
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New and Revised Video Cases

A unique series of 18 contemporary marketing video cases is avail-
able on DVD and at www.kerin.tv. Each video case corresponds with
chapter-specific topics and the end-of-chapter case in the text. The
video cases feature a variety of organizations and provide balanced
coverage of services, consumer products, small businesses, Fortune
500 firms, and business-to-business examples. The 5th edition pack-
age includes new videos featuring IBM, Toyota, Groupon, Trek, Carmex,
Mountain Dew, Bitter Girls, and Mary Kay.

Instructor Newsletter and Blog

The Instructor Newsletter has been developed for adopters of Marketing:
The Core. This newsletter is devoted to providing innovative resources to
help improve student learning, offer timely marketing examples, and
make class preparation easier. The newsletter includes links to video clips
from Bloomberg Businessweek and other sources, synopses of articles
with in-class discussion questions, teaching tips, and discussion of peda-
gogical features of Marketing: The Core. The newsletter is offered eight
times during the academic year and is available through e-mail, on our
website, http://core kerin.tv, and on our blog, www.kerinmarketing.com.

Instructor’s Survival Kit (ISK)

The Instructor’s Survival Kit con-
tains product samples for use in
the classroom to illustrate market-
ing concepts and encourage stu-
dent involvement and learning,
often with teams working on a task
for 5 to 15 minutes in class. Today's
students are more likely to learn
and be motivated by active partici-
pative experiences than by clas-
sic classroom lecture and discussion. Marketing: The Core utilizes product
samples from both large and small firms that will interest today's students.
When appropriate, sample print and TV ads and other videos are included
in the PowerPoint presentations located on the ICA CD in the ISK box.

Less Managing. More Teaching. Greater Learning.

McGraw-Hill Connect Marketing is an online assignment and assess-
ment solution that connects students with the tools and resources
they'll need to achieve success. McGraw-Hill Connect Marketing helps
prepare students for their future by enabling faster learning, more
efficient studying, and higher retention of knowledge.



Connect Interactive Applications

Engaging students beyond simply reading and recall, students practice
key concepts by applying them with these textbook specific interactive
exercises in every chapter.

Critical thinking makes for a higher level of learning. Each interactive
application is followed up by a series of concept checks to reinforce key
topics and further increase student understanding. Students walk away
from interactive applications with more practice and better understand-
ing than simply reading the chapter. All interactive applications are auto-
matically scored and entered into the instructor gradebook.

McGraw-Hill Connect Plus Marketing

McGraw-Hill reinvents the textbook learning experience for the modern stu-
dent with Connect Plus Marketing. A seamless integration of an eBook and
Connect Marketing, Connect Plus Marketing provides all of the Connect
Marketing features plus the following:

e An integrated eBook, allowing for anytime, anywhere access to the
textbook.

¢ Dynamic links between the problems or questions you assign to your
students and the location in the eBook where that problem or ques-
tion is covered.

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

In short, Connect Marketing offers you and your
students powerful tools and features that optimize
your time and energies, enabling you to focus on

Marketing 311

library course content, teaching, and student learning.
—— Resources for you fo bulld your courss. Connect Marketing also offers a wealth of content
s 2 e resources for both instructors and students. This

Imuttgtor
gzt (i

state-of-the-art, thoroughly tested system sup-
ports you in preparing students for the world that
awaits. For more information about Connect, go
to www.mcgrawhillconnect.com, or contact your local

Assurance of Learning Ready

Many educational institutions today are focused on the notion of assur-
ance of learning, an important element of some accreditation standards.
Marketing: The Core is designed specifically to support your assurance of
learning initiatives with a simple, yet powerful solution. Each test bank
question for Marketing: The Core maps to a specific chapter learning out-
come/objective listed in the text. You can use our test bank software, EZ
Test and EZ Test Online, or in Connect Marketing to easily query for learn-
ing outcomes/objectives that directly relate to the learning objectives for
your course. You can then use the reporting features of EZ Test to aggre-

xiv



gate student results in a similar fashion, making the collection and presen-
tation of assurance of learning data simple and easy.

AACSB Statement

The McGraw-Hill Companies is a proud corporate member of AACSB Inter-
national. Understanding the importance and value of AACSB accreditation,
Marketing: The Core, 5e, recognizes the curricula guidelines detailed in the
AACSB Assurance of Learning Standards for business accreditation by con-
necting selected questions in the test bank to six of the thirteen general
knowledge and skill guidelines in the AACSB standards. The statements
contained in Marketing: The Core, 5e, are provided only as a guide for the
users of this textbook. The AACSB leaves content coverage and assessment
within the purview of individual schools, the mission of the school, and the
faculty. While Marketing: The Core, 5e, and the teaching package make no
claim of any specific AACSB qualification or evaluation, we have within
Marketing: The Core, 5e, labeled selected questions according to the six
general knowledge and skills areas.

McGraw-Hill Customer Care Contact Information

At McGraw-Hill, we understand that getting the most from new technol-
ogy can be challenging. That's why our services don’t stop after you pur-
chase our products. You can e-mail our product specialists 24 hours a day
to get product training online. Or you can search our knowledge bank of
Frequently Asked Questions on our support website. For Customer
Support, call 800-331-5094, e-mail mhsupport@mcgraw-hill.com, or visit
www.mbhe.com/support. One of our technical support analysts will be able
to assist you in a timely fashion.
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