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arketing students who
have come before you
have taught us a lot
about what you want your
textbook to be. You want
cutting-edge technology. You
want to use the Internet to

learn. You want current topics

that relate to the real world.
You want interesting exam-
ples that are relevant to your
life. You want an enjoya-
ble writing style. You want
videos. And you want study
aids that will help you suc-
ceed on tests.

This text will meet and exceed
your expectations in all of
these important areas — and
many others. Here is just a
sample of the features you
will find as you explore
with us the exciting world
of marketing.




Chapter 19,
Internet Marketing

cape: Marketing -

=[ala]

The Internet is the fastest growing
marketing medium today. You'll expe-
rience the full impact of the Internet

Chapter 19 J

A FreeLoader Strikes Gold

Learning Objectives

After studying this chapter, you should be
abieto:

1. Understand the development end

v::\‘dm of the Intemet end World

@ Web.

. Describe the changing
dunuwm of the Intemet
populstion

. Discussthe -«mumnmu
onmarkeling strategy.

. Explein howmarkeling reseerch mey
beconducted onfine.

5. Describe the privacyand security

issues surounding

commerce.

. Explain howthe intemet impacts the
traditionel merk eting mix.

By 1995, public interest in the Internet surged &3 stories about the World Wide Wed
flooded the 5

intemel-based

on marketing through this new
chapter. You won't find this chapterin
your text though. It's located on the
Web at http://www.swcollege.com/
lamb.html. Examples come to life as
you link to company pages. This
chapter will introduce you to the
Internet as a marketing tool and
will give you the tools you need to
develop Internet marketing strategies.

Iinternet Examples, Activities and 7:'
References

Internet examples and activities ar
integrated throughout each chapter.
Examples within the chapters take you:
to Web pages and ask you to eval-
uate the marketing strategies you see.
End-of-chapter activities challenge you
to analyze current examples of Internet’
marketing and to develop your own'
strategies. You'll also discover valuable
resources on the Web for marketers.

Updates for all URLs are available to

you at the Marketing Web site
http://www.swcollege.com/lamb.html.

family brand

cobr

Part Three Product Decisions

I'Basiiioned

the same brand name for a pair of dress socks and a baseball bat. Procter & Gamble
targers different scgments of the laundry detergent market with Bold, Cheer, Dash,
Dreft, Era, Gain, Ivory Snow, Oxydol, Solo, and Tide. Marriott International, Inc.,
also targets different market segments with Courtyard by Marriott, Residence Inn,
and Fairfield Inn.

On the other hand, a company that markets several different products under the
same brand name is using a family brand. For example, Sony's family brand includes
radios, television sets, stereos, and other electronic products. A brand name can only

be strerched so far, however. Do you know the differ-
ences among Holiday Inn, Holiday Inn Express, Holiday
Inn Select, Holiday Inn Sunspree Resort, Holiday Inn
Garden Court, znd Holiday Inn Hotel & Suites? Neither
do most travelers.**

Breyers

Mcllhenny Company

Frito-Lay

How does Breyers market individual brands,
family brands, and cobrands via its Web site?
Compare the Mcllhenny Company site and the
Frito-Lay site. Which is the most effective in es-
tablishing brand identity?

Cobranding

Cobranding entails placing two or more brand names
on a product or its package. Cobranding is a useful strat-
egy when a combination of brand names enhances the
prestige or perceived value of a product or when it ben-
efits brand owners and users. Cobranded Six Flags
Theme Parks/Master Cards allow cardholders to earn

http://www.icecreamusa.com/ 5 o .
http://www.tabasco.com/ points toward season passes, free admissions, and in-park
http:/ /www fritolay.com/ spending vouchers at Six Flags theme parks throughout

the United States.™
Cobranding may also be used to identify product in-
gredients or components. The brand name NutraSweet
and its familiar brand mark appear on more than 3,000 food and beverage products.
Intel, the microprocessor company, pays microcomputer manufacturers like IBM,
Dell, and Compaq to include “Intel inside” in their advertising, on the computers,
and on the boxes they are packed in.
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Principles of Marketing CD-ROM
by Daniel L. Wardlow, San Francisco State University

This interactive masterpiece is fully
integrated with Marketing. HotLinks
in each chapter direct you to a dozen

interactive simulations,

games, and

videos that demonstrate marketing con-
cepts with full motion and sound. Text
concepts literally come to life with this

powerful multimedia tool.

“3 Explain the tech-
2 niques of quality im-

provement.

i

quality function deploy
ment (QFD)

13 [¥] What locations does

ProNet serve? Obtain
information about at least one
arts-and-entertainment venture
for three different regions. How
does ProNet handle language
and translation issues?

http://www.pronett.com/
What services does the

L Netzmarkt cyber-mall
offer American businesses inter-
ested in marketing to Germans?
hetp://www.netzmarkt.de/

neuw/hinweise.htm

Chapter 4

Application for
Small Business

John Arpin, a 20-something design
engineer, sat down once too often in
the cold snow to remove his boots
from the heavy plastic bindings of his
snowboard. As he loosened the plas-
tic straps, it occurred to him that
there had to be a better way to attach
boots to a snowboard. The idea for a
step-in snowboard binding was born.
After two years of research and test-
ing, the Arpin binding finally reached
the marketplace. Snowboarding is

Starbucks Coffee Goes to
Japan

Recently, Starbucks Coffee opened
its first store in Japan. Starbucks’
management believes that Japan’s
coffee market is on the verge of a rev-
olution similar to what has occurred
in the United States. Unlike other
American food chains such as Mc-
Donald’s or Kentucky Fried Chicken,
Starbucks hasn't altered anything for
the international market. Kentucky
Fried Chicken, for example, sells
noodle dishes as well as chicken in its
stores. A Starbucks executive says,
“Hopefully if you walk into a Star-
bucks in Los Angeles, San Francisco,
or Tokyo, you wouldn't notice any
difference.” The only concession to
global marketing by Starbucks is a
joint venture with a Japanese com-
pany rather than going it alone.
Starbucks may not be any differ-
ent in Japan, but the market is very
different from the United States.
Rent on the Tokyo store is $35,000
a month, which is three times more
expensive than its most costly Ameri-
can location. Workers are paid about
$10 an hour. To this, Starbucks must

Video Case

Developing a Global Vision

the fastest growing winter sport in
America, averaging about 30 percent
per year. By the year 2000, industry
sales should reach $2 billion. Johns
company achieved $12 million in
sales by the end of 1997. Now John
wants to go global.

Questions

1. What are John’ options for “go-
ing global”?

2. What prohlems in the global ex-
ternal environment might the
firm face?

add shipping costs of bringing mugs
and other merchandise over from the

United States. To make money, the
company says it needs 30 to 40 per-
cent more transactions than in a typ-
ical American Starbucks store.

One of Starbucks’ major competi-
tors is Pronto. Its sales have skyrock-
eted from 500 million yen in 1989 to
8.4 billion yen in 1995. This growth
was not dependent on coffee alone.
The shops sell sandwiches and pasta
during the day. At night, Pronto
Coffee is turned into a restaurant and
bar. Pronto says that, on average,
customers spend $4 during the day
and $18 at night. Pronto believes
that, without the evening restaurant
and alcohol sales, it would be impos-
sible to cover its costs for rent and
employees.

Starbucks feels that it can make it
on coffee alone. It notes that, in 1995,
Japan imported 380,000 tons of cof-
fee beans. This is 40 percent more
than only a decade ago, making Japan
third in the world for coffee imports,
behind only the United States and
Germany. Starbucks plans to rely on
its exotic lattes and cappuccinos to
gain market share. Yet competitors
respond that lattes and cappuccinos
are more labor intensive than simply
pouring a cup of coffee out of a ma-
chine. This will further drive up
Starbucks’ costs.

Questions

Do you think that Starbucks will
be successful in Japan without al-
tering its Americanized market-
ing mix?

2. If you were going to alter the
marketing mix, what variable
would you change first? Why?

3. Discuss how each of the uncon-

trollable variables in the exter-
nal environment might affect
Starbucks doing business in
Japan.

Part Three  Product Deci:

Just how hard is it to win the Malcolm Baldrige
award? Find out how award winner Milliken &
Co. fulfilled the 11 core values and walked away
with the award at Hot Link—Baldrige Award.

sions

the Baldrige Award is whether the firm meets customer
expectations. The customer must be number one. To
qualify for the award, a company must also show contin-
uous improvement. Company leaders and employees
must participate actively, and they must respond quickly
to data and analysis. Companies that have received the
Baldrige Award include IBM, Federal Express, the
Nuclear Fuel Division of Westinghouse, and Xerox

Business Products and Systems.

Gusality

Several techniques used in the TQM approach distinguish it fram traditional ways of
doing business. These techniques include quality function deployment, benchmark-
ing, contimuous improvement, reduced cycle time, and analysis of process problems.

Quality Function Deployment

Quality fi

(QFD) is a technique that helps ¢ jes translate

customer design requirements into product spec
close to customers and build their expectations into products. This technique uses

cations. Itisa w;

for companies to

a quality chart that directly relates what customers wane with how goods will be

designed and produced

o satisfy thase wants. The QFD chart thus provides cus-

tomer-based guidelines for developing the best design.
Benchmarking is the process of rating a company’s products against the best prod-
ucts in the world, including those in other industries. “The best” includes both func-

tonal characteristies of products and customer s

faction ratings. Benchmarking
allows a firm to set performance targets and continuous-
ly reach toward those targets. For example, one type of
benchmarking develops a competitive profile against an
industry average. In the automobile industry, J. D.
Powers, an independent research firm, gathers customer
satisfaction data on numerous models of cars and sells
this information to automobile firms. These firms can
then compare their performance to an average derived
from the aggregate industry data.

Continuous Improvement

Continuous improvement is a commitment to con-
stantly seek ways of doing things better in order to
maintain and improve quality. Companywide teams try
to prevent problems and systematically improve key
processes instead of troubleshooting problems as they
oceur. Continuous improvement also means looking for
innovative production methods, shortening product-
levelop time, and conti measuring perfor-
mance using statistical methods.
Continuous improvement can be used in

service ies as well as in mam i
companies. Paine &
public relations firm, implemented a continuous
improvement approach to stimulate creative thinking
for media campaigns. A series of minor changes, ranging

\

Video Cases
and Examples

Videos cases add an extra dimension to
~end-of-chapter case studies. Not only
‘will you read about a company, but
'you will also see and hear about that
company in the videos. Video examples
for each chapter come from CNBC
Business News and from the Blue Chip
video series focusing on successful

businesses. These videos

real world

right

are

into
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he corporate jet business
reached a low point in
1992, but business has

been growing each year since. Cessna
Aircraft Corporation and Gulfstream
Aircraft, Inc., introduced new busi-
ness jets during 1996. The Cessna
Citation X and the Gulfstream V of-
fer different product benefits that do
not make them directly competitive
with each other.

The Citation X, at 600 miles per
hour, is the fastest civilian airplane
(except for the Concorde). Cessna
boasts that its plane can fly execu-
tives from New York to California for
breakfast and then back to the East
Coast in time for dinner. Compared
with slower planes, a Citation X can
save 190 hours of executive time in
a typical year. The speed capability
means more ground time without vi-
olating pilot-fatigue guidelines. The
plane, which holds 12 passengers
and two pilots, is priced at about $18
million.

The Gulfstream V is priced at about
$35 million. The plane boasts the ad-
vantage of range: It can go 7,500 miles
without refueling, making it the
longest range business jet. Instead of
a speed advantage, it offers more
space and can hold up to 18 passen-
gers. In addition, company spokes-
persons argue that by refueling less

often, there is less ground time,
which makes travel time faster with-
out faster airspeeds. Further, the
Gulfstream V can cruise at 51,000
feet, which puts it above i

réeﬁng [“tan

Angeles at 400 miles per hour (a 6%-
hour flight). Traditional helicopters
can't go faster than 250 miles per
hour. The CarterCopter is powered

airliners and above headwinds. That
means the plane can set its course
as the shortest distance between two
points rather than flying around air
traffic and weather patterns.
Into this growth market come the
Canada’s i

by an V-6 race-car
engine and carries five people.”
How do manufacturers of new
products plan to bring their offerings
to the marketplace? How can the
Citation X, Gulfstream V, and Carter-
Copter be marketed successfully,

Inc., which makes Learjets, has the
Global Express, with a range and size
similar to the Gulfstream V, but for
$5 million less. France and Israel also
have $15 million midsize jets, but not
as fast as the Citation X.' The most
unusual competitor is the Carter-
Copter, a hybrid airplane

helicopter that can fly
nonstop from New
York to Los

given the competitior

Chapter 2, Strategic Planning:
Developing and Implementing a
Marketing Plan

The marketing plan is introduced in a
new chapter on strategic planning.
You'll develop tools and techniques
for effective strategic planning, and
learn how to structure, implement,
evaluate, and control your plan. This
chapter will provide you with the
practical tools you need to succeed in
today’s competitive environment.

of the marketing

your ;umpnny is or
arketing

fad

pany. g :
interests you, such as the manufac-
turer of your favorite product, a loc

u ] or want. Al
Exhibit 2.8 for additional

like

ness

End-of-Part Ac es Feature‘
MarketingBuilder Express

New end-of-part activities guide you
through the development of a compre-
hensive marketing plan. You can com-
plete these activities by using the model
in the text or by using a new Express
Version of top-selling MarketingBuilder
software by JIAN. The original
Academic Version of MarketingBuilder
can also be used to complete these
activities. You'll learn to develop a suc-
cessful plan using the same tools cho-
sen by today’s marketing professionals.

~ plan subjects.
W )y

~ offers a good or service? What

~ are the strengths and weak
nesses of this company? What is
the orientation and o
tional culture?

 MarketingBuilder Exercise:
+ Top 20 Questions template

rganiz
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7GIobal Marketing

The world is getting smaller. Improved
communications and distribution sys-
tems are creating opportunities in third-
world countries. Marketers have new
formidable competitors as well as
market opportunities. This text will help
you think globally by integrating global
examples and issues throughout each
chapter. Watch for the global icon shown
here and for the “Global Perspectives”
boxes in each chapter.

Chapter 3

The Marketing Environment

Pepsi

G&‘a/ ﬁrdpﬂ:[im

s for More i

Foreign markets are becoming ever
more crucial to U.S. soft-drink mak-
ers, but Pepsi’s message has been
losing something in the transla-
tion. While overseas sales of both
Coca-Cola and Pepsi are growing
between 7% and 10% a year, Caca-
Cola outsells Pepsi abroad nearly 3
to 1. And Coca-Cola already earns
more than 80% of its profits abroad,
compared with Pepsi’s 30%.

Overseas, some Pepsi billboards
are more than 20 years old—and
its image is all over the map: A gro-
cery store in Hamburg uses red
stripes, a bodega in Guatemala
uses '70s-era lettering and a
Shanghai restaurant displays a
mainly white Pepsi sign. A hodge-
podge of commercials features a
variety of spokespeople. ranging
from cartoons and babies to dod-
dering butlers. Worse yet, con-
sumers say the cola tastes differ-
ent in different countries.

So PepsiCo Inc. is unveiling a
radical, if risky, comeback plan.
Code-named “Project Blue,” it's
expected to cost $500 million. It

as well as an overhaul of market-
ing and advertising,

Pepsi is even scrapping its sig-
nature red-white-and-blue colors
in favor of electric blue. Started in
1996 in more than 20 countries, the
new blue is being plastered on all
its trucks, coolers, cans and bottles.
The switch is expected to reach the
U.S. by the year 2000. Project Blue
also includes new freshness stan-
dards and quality controls. The
company is even training a team of
tasters to sample drinks from
around the world.

Yet Project Blue carries big
risks—especially in light of Coca-
Cola’s ill-fated attempt a few years
ago to reformulate classic Coke.
Pepsi hasn't made such a drastic
logo change in more than 40 years.
And with the project’s high costs
come high expectations: Pepsi is

calls for i ing
and distribution to get a consistent-

Part One  The World of Marketing

From feudalism to crowded medieval market-

globe,

needs are addressed. As Ford Motor Company Chair-
man, Alex Trotman, stated, “The customer, not Ford,
determines how many vehicles we sell.” Key is
developing competitive advantage today include creat-

es in

satisfaction,

places to the Home Shopping Club, learn how
marketers have sold their products throughout the
ages at Hot Link—A Brief History of Marketing

ing
and building long-term relationships.

Customer Value
p Customer value is the ratio of benefits to the
i Qp sacrifice necessary to obtain those benefits. The
TH o of 8 the customer determines the value of both the bene-
\crif . fits and the sacrifices. Creating customer value is a core business strategy of many suc-
bene cessful firms. As American Airlines Chairman Robert L. Crandall has stated, “With

g on nothing less than a
long-term sales turnaround.
Pepsi's bottlers are also ner-

How should alcohol
advertised? Is it ethical for brewers to
with an appeal
teenagers? Ethical issues are seldom
black-and-white. Where will you draw
the line? Put yourself into the situations
the text's
Marketing” boxed features and cases.
How would you answer the questions

market drinks

described in

raised there?

8!thics in Marketing

vous. Many of the independent
companies that make and sell
Pepsi overseas will have 1o scrap
or redo all of their red-white-and-
blue signs and vending machines,
plus over 30,000 trucks and more
than 10 billion cans and bottles.
Though Pepsi will pick up some of
the costs, its U.K. bottler, for in-
stance, has had to boost marketing
spending by 30% to 40% to support
Project Blue.

Another concern is whether re-
packaging will increase Pepsi's
overseas identity crisis. Coca-Cola’s
red has become the world standard
for soft drinks, and many market-
ing experts say Pepsi will have a
tough time bucking that tradition
with blue.

Pepsi is taking strong measures
to become more competitive glob-
ally. What are some additional
things Pepsi can do to help ensure
the success of Project Blue? Do you
think Pepsi should have started
Project Blue in the United States
before going global?

Sourca: From “Sesing Red Abroad. Papai Rolls Out
» New Blue Can.” Wali Street Journal, April 2, 1996.

by permission of Wall Street Journal. ©
1996 Dow Jones & Company, Inc. All Rights
Reserved Worldwide.

the toy industry, you should now understand that the
all firms and their marketing mixes. The opening
tition, technology, and ever-changing consumer tastes
uncontrollable factors also have a profound effect on
Kenner. Evolving demographics (fewer children in key
product safety, and changing economic conditions al
0 business. Also, environmental factors can affect cach
the legal environment for toy manufacturers (e.g., dis-
ica’s two largest toy manufacturers) can lead o more
try that ignores the external environment is doomed to

and tobacco be

“Ethics



addition,

Define customer value.

Chances are good that you'll work for a:
small business (or start your own) some-
time in your career. With this in mind,
we've integrated examples from small
enterprises throughout the book. In}
“Marketing and Small}
Business” boxes examine specific issues |
from a small-business point of view. An
“Application for Small Business” at the
end of every chapter gives you a chance%
to apply what you've learned to a small-
business setting. '

Part Three Product Decisions

WHAT IS CUSTOMER VALUE?

Companies today are facing accelerating change in many areas, including hetrer ed-
ucated and more demanding consumers, new technole and the globalizanon of
markets. As a result, competition is the toughest it }
the key to building and sustaining a long-range competitiv
mitment to delivering superior customer value, as the example
illustrate.

In Chapter 1, customer value was defined as the customer’s perception of the ra
tio of benefits to the sacrifice necessary to obtain those benefits. Cu:

mers receive
benefits in the form of functionality, performance, durability, design, ease of use, and
serviceability. To receive those benefits, they give up money, time, and effort
Customer value is not simply a matter of high quality. A high-quality product that
is available only at a high price will not be perceived as a value. Nor will bare-bones
service or low-quality goods selling for a low price. Instead, customers value goods
and services of the quality they expect that are sold at prices they are willing to pay
Value marketing can be used to sell a $44,000 Nissan Infinini Q45 as well as a §3
n chicken dinner
rs interested in customer value

Offer products that perform: This is the bare minimum. Consumers have

lost patience with shoddy merchandise

Give consumers more than they expect: Soon after Toyota launched Lexus, the
company had to order a recall. The weekend before the recall
the Lexus owners in the United Sta

Jealers phoned all
es, personally making arrangements to pick up

their cars and offering replacement vehicles

* Avoid unrealistic pricing: Consumers couldn’t understand why Kellogg's cereals

other brands, so Kel
he late 1980s.

commanded a premium o
market share fell 5 percent

Give the buyer facts: Today's sophisticated consumer
wants informative advertising and knowledgeable

es-
people

Offer organizatiomwide commitment in service
and after-sales support. Take the cxample of

Customer Value and
Relationship Marketing

Companies have found that, to stay
competitive, all operations—from
marketing to billing—must focus
on adding value for customers. Being
truly customer-driven means build-
ing relationships with customers.
These key topics are discussed
in detail in Chapter 13, Customer
Value and Quality, and are integrated
throughout the text. Watch for the
icon shown here.

Southwest \1rlmc>
the airline offers superi
not get assigned seats @
when they use the airlineg,
and costs less than most

26

ployees are involved 1

Pilots tend to the boar.
and ticket agents help s
agent flew from Dallas
whose son was afraid

planes by herself on her

The current emphasis o
“total quality” programs
These programs mainly triedh

The fifth stage
development.

improving production prog8
ally got much Iesg

a maker of sciengif]

is an exporte

tured pro
which a
principles in a nu vanced tes
systems increased

fully industrialized society
{ economic

ety that

anufa

Part One  The World of Marketing

year) is China. A population of 1.2 billion is producing a gross domestic product of
over $1.2 trillion a year. This new industrial giant will be the world’s largest manu-
facturing zone, the largest market for such key industries as telecommunications and
aerospace, and one of the largest users of capital

Industrializing socicties such as China and India offer opportunities for entrepre-
neurs with skill and imagination. The following *Marketing and Small Business™ box
15 but one example

The Fully Industrialized Society

I'he fully industrialized soci

3
porter of manufactured products, ma

e fifth stage of economic development, is an ex-
h are based on advanced technology.

Examples include automobiles, computer:

s, oil exploration equipment, and

Ilyweds consult a dentist and then
reconcile. The subtext is clear:
Colgate is good for your breath,
teeth, and tove life. Viilage har-
mony is served, too. After the den-
tist_explains that traditional oral-
hyqlann mﬂhod‘ nnhuﬂllroui

how to use the toothpaste and a
toothbrush. To encourage parents
to buy & tube, he offers free
Colgate brushes to a few children,

- Do you think Dr. Jain's concept
Inon-s:emulm.ﬂ mhmmr woulid work in the United States?

© Vijay are about to spend their wed-
ding night together. As a passion-
ate Vijay bends over to kiss his
bride, she pulls away in B ot ot AT e At
lﬁmwﬁmﬁ She ambur-
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1 Signature Series Cases
and Videos

When seeking advice regarding new
challenges, we instinctively turn to
people in the know for insight and guid-
ance. Marketing makes that simple.
Signature Series Cases present the
inside story from a wide variety of
marketing experts. You'll learn about
marketing from the first-hand accounts
of specialists at well known companies
such as Ford Motor Company and Tandy.
And you’ll learn from Shaquille O’Neal
what makes famous athletes such good
product spokespeople.

Fabulous Technology Offers
Many New Features for
Tomorrow’s Automobiles—
But Will the Consumer Buy
I?

wges i automobil
past few decades
certanly no
From fuel-effic

lay’s \Jn

merous safety features,
better value for the money

f technology. For example,

many vehicles now off i remote

keyless entry system tha

o open or lock your

outside with a push of a button
Fords engineers conunue to be

leaders in creatng and designing new

featu

vans, sports vehic

A rece

conducted by Ford took a look at

arketing resea

some of the new ideas generated by
their engineers to determine: (a) if

rested ima

ar feature, and (b) if the con
has appeal, will consumers pay

ested rerail price. The re

& ritfcafﬂé inki

veryone seems to be _munq
sides when it comes to
Hooters. The many fans of

the fast-growing restaurant chain like
its affordable food and drink, served
up by friendly waitresses in a cheery

atmosphere. Typical Hooters outlets
feature rustic pine floors and tables,
spicy chicken wings, and beer by the

| pitcher. TV. monijtors run nonstop

sports videos, and the background
music is golden oldm from the
1960s.

Critics claim the chain’s appeal is
blatantly sexist, from its name (slang

waitrasses, called “Hooter Girls

dressed in skimpy, revealing

forms. Critics accuse the chain of fos-
tering a climate in which sexual ha-
rassment can thrive. “The name
should be changed because of the

for breasts) to the showcasing of its  deragatory references to human

threaten one of mrmmﬁwmdww
Where eloe is one happier than at Hooters? Nowherel Yet the petty
bureaucrate in Washington seck 1o change that by demanding that

thmwwmw@wmwwmm
{or next available go official} soon! Ensure your
celcbrate our great democracy by voting today!

GodlhummnMMw«ﬁrmpﬁﬂdmn

Chagpter 20

Signature Series Video Case

Cargo Retention Device

floor Mounted Cargo Net (US
$50/UK £30)

Retractable Cargo Net  (US
$150/UK £100)

Lifigate Cargo Net (US S50/UK
£30)

The Cargo Retention Dexice pre-
vents objects in the cargo area of the
vehicle from sliding forward in the
event of a sudden stop. Three ver
stons of the Cargo Retention Device are
available: the Floor Mounted Cargo
Net (secured with attachments at the
ceiling and the load floor). the Re-
lnuﬂn\ Cargo Net (similar to the
Floor Mounted Cargo Net, but can
be retracted into a roller shade on the

back of the seat); and the Lifigate

Cargo Net (automatically covers the

cargo when liftgate is closed)

Cooled/Heated Seats (US
$450, UK £160)

The Cooled and Heated Seat system
controls the temperature of the dri
ver’s seat by pumping liquid through
tubes inside the seat. This system is
turned on by a switch on the dash

Pricing Concepts

board and can be adjusted to cool or
heat. The System works on both
cloth and leather seats.

Fingerprint Passive Entry
(US $700, reg. power locks—
$250/UK £360, central
locks—£200)

Finger Print Passive Entry allows
the drver to gain access to vehicles
equipped with power locks, without
the use of a key. The driver’s own fin-
ger print is used as a unique identifi
cation to lock and unlock the vehicle
The vehicle recognizes the driver’s
finger print through the use of a
touch pad. To lock the drivers door
or all the vehicle’s doors, simply
touch the pad for half a second. (UK
VERSION) Finger Print Passive En
try is also available for easy trunk or
liftgate access. The vehicle can still
be locked or unlocked with a key

Fold Out Storage Container
(US $150/UK £70)

The Fold Out Storage Container
provides access to items stored in the
forward part of the cargo area which
is not easily accessible by shorter in
dividuals. Items such as loose toys, or
a stroller can be easily and conve
niently stored

Front Impact Warning

Indicator Light and Tone (US
$300, UK £150)

Indicator Light and Vowce (US
$300/UK £150)

Indicator Light and Brake Tap
(US $350/UK £180)

The Front Impact Warning Sys-
tem alerts drivers when approaching
another vehicle or object. Sensors lo-
cated in the bumper detect obstacles
in front of the vehicle. The Front Im-
pact Warning System combines an

1 20 cal Thinking Cases

End-of-part Critical Thinking Cases give
you the chance to apply what you've
‘learned to a real company situation.
examine a variety of well-
known companies, including Hooter's,
Walgreens, and Long John Silver’s.
Do you agree with what these compa-
nies have done? What concepts from the
ext support your point of view? These
cases will challenge you to evaluate
marketing strategies and to develop your
marketing skill.
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Opening Examples
Preview the Chapter
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etting the attention of col

lege students today is not

easy. Just ask the large prod-
uct manufacturers like Kellogg's and
Calvin Klein who have attempted to in-
troduce their products and services on
campuses throughout the United
States. These manufacturers have
found that college students are not
very receptive to marketing ploys. In
fact, most college students maintain a
general attitude of distrust toward
marketing activities. In addition, most
college students are very cautious
about advertising and do not appreci-
ate hard selling techniques.

In an effort to get the attention of
college students and overcome their
reluctance to marketing activities,
manufacturers have contracted with
marketing organizations who special
ize in the college student market
Examples of such organizations in
clude MarketSource, Collegiate Mar-

Each chapter begins with a high-
interest, real-life situation designed to
introduce you to chapter concepts.
Each situation concludes with a series
of questions that anticipate key issues

and to promote products and services
through campus activities. Some dis-
tribution problems for free samples
include putting samples in areas stu-
dents do not frequent, such as low-
traffic areas of bookstores; making
students show identification and sign
in to receive samples; and losing sam-
ples to visitors, such as high school
students or other noncollege stu-
dents. In addition, there is often a lack
of control over how many samples
are taken by each person when the
samples are distributed. For other
promotional activities, such as maga-

in stacks for passersby. Second,
bookstores are being monitored to
ensure timely and efficient distribu-
tion of samples and promotional ma-
terials. Samples or flyers which are
distributed through bookstores are
coded so they can be tracked to de-
termine which bookstores are fol-
lowing appropriate distribution pro-
cedures. For posters, companies are
employing resident students to aid in
distribution. Student employees are
screened thoroughly and paid well to
distribute posters and flyers on cam-
puses. In order to monitor student

zine and adver
the of the

provide stu-

dents with cameras and

may be untimely, with ads running
the day after the activity, and posters
may never be displayed.
To overcome these problems, or-
such as

ask that the students photograph
their work. The students are then
paid when the film is processed. All
of these changes have managed to

reduce, but not eliminate, waste in
L o il

in the chapter. How is McDonald's
targeting adults? How does Coca-Cola
utilize its unique shape to stimulate
customer awareness and purchasing?
You’ll discover the answers to these
questions and more as you cover

each chapter.

have ified ways to
products and services to the college

the ch

keting Co., and American Collegiate
Marketing who provide services such
as distribution of college magazines
and newspapers like U and Link, Oftentimes. the mail
sponsorship of campus events like never leaves the

concerts and movies, local promotion large boxes in
of products by posters and flyers, and  which it is deliv-
ered. If the bulk

mail is removed

the distribution of sample products.

These specialty organizations have
also experienced difficulty marketing  from the box, it may
1o the college student market. Faulty
distribution has plagued many of
their efforts to distribute free samples

never be placed into in
dividual mail boxes.

Instead, it is often placed

Looking Back at the
Opening Examples

You have finished reading the chapter...
so what have you learned? Can you now
answer the questions posed in the
opening example? Test yourself. Then
read the “Looking Back” section at the
end of the chapter where we answer the
questions for you. If you got the right
answers, then you are ready to go on to
the chapter cases!

market with the least waste.
First, they prefer not to use di-
rect mail or bulk distribution.

automatic identifica-
don 399

automatic storage and re-

trieval systems (AS/RS) 399

containerization 399
contract logistics 406

discrepancy of assort-

ment 3§37

discrepancy of quantity 352

direct channel 386

dual distribution (multiple
distribution) 388
electronic data interchange
(EDI) +02

electronic distribution 405
exclusive distribution 792
intensive distribution 39/
inventory control sys-

tem 400

just-in-time (IT) inventory
management 400

logistics 394

marketing channel (channel
of distribution) 382

Part Fouwr  Distribution Decisions

need to acquire and, depending on the type of product they are importing, the tar-
iffs, quotas, and other regulations that apply in each country. Another important fac-
tor to consider is the transportation infrastructure in a country. For example, the
Commonwealth of Independent States (the former Soviet Union) has litde trans-
portation infrastructure outside the major cities, such as roads that can withstand
heavy freight trucks, and few reliable transportation companies of any type. Pilferage
and hijackings of freight are also common. Distributors have had similar experiences
in China, as the “Global Perspectives™ box relates.

LOOKING BACK

As you complete this chapter, you should be able to see how marketing channels op-
erate and how physical distribution is necessary to move goods from the manufac-
turer to the final The of marketing channels often varies given
the consumer target market. For example, as the opening story discussed, many prod-
uct manufacturers are facing difficulty reaching the college student market. Since col-
lege students are cautious about 4 many panies have employed fellow
students to distribute their products on college campuses. In the future, these com-
panies expect to utilize the Internet as a distribution channel for information about
and purchase orders for their products and services.

SUMMARY

- Evpln-wba.marhmgcbmlundwb;mdnawm-add.
© Marketing channels are composed of bers that perform negotiating func-

tions. Some i d buy and resell prod other i diaries aid the ex-

change of ownership between buyers and sellers without taking title. Nonmember
channel participants do not engage in negotiating activities and function as an auxil-
iary part of the marketing channel structure.

Intermediaries are often included in marketing channels for three important rea-
sans. First, the specialized expertise of intermediaries may improve the overall effi-
ciency of marketing channels. Second, intermediaries may help overcome discrepan-
cies by making products available in quantities and assortments desired by consumers
and business buyers and at locations convenient to them. Third, intermediaries re-
duce the number of transactions required to distribute goods from producers to con-
sumers and end users.

? the functions and activities of marketing channel M.

channel members perform three basic types of functions. Transactional func-
tons include g and p g, and risk taking. Logistical func-
tions performed by channel members include physical distribution and sorting func-
tions. Finally, channel members may perform facilitating functions, such as
researching and financing.

% Discuss the differences among marketing channels for and industrial
w) products. Marketing channels for consumer and business products vary in de-
gree of complexity. The simplest consumer product channel involves direet selling
from producers to consumers. Businesses may sell directly to business or government
buyers. Marketing channels grow more complex as intermediaries become involved.
Consumer product channel intermediaries include agents, brokers, wholesalers, and
retailers. Business product channel intermediaries include agents, brokers, and in-
dustrial distributors.
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oday’s marketers face a marketplace that is becoming simultaneously more competitive, specialized,
global, and Internet-reliant. To succeed in today’s changing environment, successful marketing requires —
now more than ever — a balance of creativity and knowledge. Knowledge is, indeed, bliss. With its steadily
growing market share, Marketing, Fourth Edition has demonstrated that it is the premier source for new and
essential marketing knowledge. Students can learn it all with this comprehensive, current text. Instructors can

have it all with a complete, high-tech supplement package.
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CUSTOMER-DRIVEN INNOVATIONS FOR THE 4TH EDITION

The guiding principle of this and past editions of Marketing is that of building rela-
tionships. Relationship marketing is discussed in Chapter 1, and we believe in it com-
pletely. We seek to build long-term relationships with our customers (both professors
and students) that result in trust and confidence in our product. Our success is proven
as the number of “new relationships” dramatically increases with each edition.

We feel a strong sense of responsibility to provide you and your students with the
most exciting and up-to-date text and useful supplement package possible. To accom-
plish this, we have listened to your desires and comments and incorporated your
feedback into Marketing, Fourth Edition.

Shorter and Sweeter

You have expressed to us with each edition that “the text is easy to read and full of
timely student-oriented examples.” We have maintained this in the current edi-
tion with hundreds of new examples. We have done extensive research for the
Fourth Edition to continue to offer a comprehensive introduction to the field
of marketing. Simultaneously, we have reduced the length of the text by over
a hundred pages! You now have a comprehensive and enjoyable book to read
that can easily be covered in one term.

A New Table of Contents Based on Instructor Feedback

Employers and instructors have told us that strategic planning has reemerged as a crit-
ical success factor in global business. The strategic plan forms the foundation for a
marketing plan which generates revenue (or enables a nonprofit organization to reach
its goal) and enables a firm to survive and prosper. With this in mind, we have created
a new Chapter 2 that discusses strategic planning and building a marketing plan.

“Ethics and Social Responsibility” has been moved to Chapter 5 from Chapter 21,
signifying its pervasive importance in all marketing decision making. Indeed, society
demands that all businesspeople recognize their social responsibilities and set the
highest possible ethical standards.

Chapter 13, “Customer Value, Quality, and Satisfaction,” has been moved to the
end of Part 3, “ Product Decisions,” where you told us it most logically fits. We also
took your suggestions and combined coverage of marketing
channels and physical distribution into a single chapter,
Chapter 14. Retailing and wholesaling were reduced from
two chapters to one. Multicultural marketing is no longer a
stand-alone chapter, but has been fully integrated
throughout the text. In addition, you will find
expanded coverage of multicultural marketing in
Chapter 3, “The Marketing Environment.” A final
important change to the table of contents is a new
chapter (Chapter 19) on Internet marketing. It is
introduced in the text, but the chapter itself
is found on the World Wide Web,
http://www.swcollege.com/lamb.html
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New Internet Coverage

The Fourth Edition features a hot, new Internet chapter that focuses
on the Internet’s impact on marketing strategy and the marketing mix.
The pros and cons of conducting marketing research on the Net are
also explained. The chapter concludes with a discussion of privacy and issues of doing u

business via the Internet. Additionally, Internet coverage is integrated throughout the ,
text and identified for you by a special icon. f

New Internet Activities and Real-Time Examples éﬁ"

Each chapter contains several Internet activities tied to organizations mentioned in »:'
the text. For example, as students read about how McDonald’s segments and targets v 4
markets, they’re directed to real-time examples on McDonald’s Web page. In addi- v
tion, we conclude each chapter with additional Internet activities that relate to chap- v 4

ter content. Students find valuable on-line resources and learn to analyze current y

Internet marketing strategies. - ™ }

New End-of-Part Activities Help Students Build a Marketing Plan

Chapter 2 discusses the purpose and components of a marketmg plan. As chapter top<"
ics such as market segmentatlon and consumer behavlor are discussed, the corre-
sponding end-of-part exercises direct students to create related portions of their mar-
keting plan. By the end of the semester, your class will have developed a complete
marketing plan.

New MarketingBuilder Express

An “express” version of JIAN’s popular MarketingBuilder software, this
tool contains everything students need to develop a marketing plan. SR -
Students can complete the new end-of-part marketing plan activities using | EE——
the shorter MarketingBuilder Express software templates or using the

original Academic Version of MarketingBuilder.

New Integration of Wardlow's Marketing CD-ROM

Twwelve specially selected modules from the new Principles of Marketing
CD-ROM by Daniel Wardlow, San Francisco State University, are
integrated throughout the text. “Hot Links” in the margin direct students
to exciting simulations, videos, and examples that relate to the text material being
covered. Students interested in knowing more about retailing can go to “Hot Link”
Retailing Today. Other sample “Hot Links” are entitled A Brief History of Marketing,
Influences on Marketing Strategy, and The Product Life Cycle.

A New Internet Site Connects You to Our Marketing Virtual Community:
http://www.swcollege.com/lamb.html

A new Internet site supports the text, featuring updates to URLs in the text, addi-
tional real-time marketing cases, new Chapter 19 on “Internet Marketing,” updates
and articles, links to companies discussed in the text, plus a variety of materials to
supplement your course.
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CLASSIC VALUE-BASED FEATURES HAVE BEEN UPDATED
AND ENHANCED

Signature Case Series by Successful Businesspeople

To help bring the text to life for students, we have asked some of America’s most
successful businesspeople to prepare short written cases — most with videos — about
specific marketing concepts. We call this our “Signature Series” because we have
asked these authors to sign their cases, signifying that they personally prepared the
case for Marketing.

The Fourth Edition features several new signature cases. Mary Klupp, research
manager of Customer Information, “Futures” and Strategy Group of Ford Motor
Company, demonstrates how Ford takes new technology features, such as a night
vision system, and assesses consumer demand for the items. Ronald LaBorde,
president and CEO of Piccadilly Cafeterias, Inc., discusses the selection of promo-
tional approaches based on market research and customer preferences. Short
biographical sketches of each Signature Series author appear on p. xxxvii of the
Preface.

Video Cases and Examples for Each Chapter

You can bring marketing concepts to life with our video cases and
examples. For each chapter, we have chosen one video case and
three current CNBC or Blue Chip video clips. These videos
I& highlight the issues discussed in each chapter and present the
i very latest developments in marketing. Some segments provide
W current profiles of companies discussed in the chapter. Others
demonstrate text concepts with visual examples from the real world. Blue Chip video
examples highlight successful small businesses. A detailed Video Instructor’s Manual
previews each clip and keys it to the chapter content for easy integration.

Small Business and Entrepreneurship Are Emphasized in Every Chapter

Many students will either work for a small business or strike out
on their own to form an organization. For this reason, each
chapter contains a feature box entitled “Marketing and Small
Business” and an “Application for Small Business” appears at the
end of each chapter. The “Marketing and Small Business” boxes
apply general marketing concepts to the world of small business.
The “Applications” are minicases designed to illustrate how small businesses can cre-
ate strategies and tactics using the material in the chapter. Anyone with an entrepre-
neurial flair will enjoy these features.

Customer Value and Quality Are Emphasized in Every Chapter

Delivering superior customer value is now key to success in an increasingly
- B% competitive marketplace. Chapter 13 addresses issues of value and quality in
A detail and in the appropriate context of product decisions. Additionally,

examples are integrated and identified by icons throughout the text.



Preface

Careers in Marketing

The Appendix presents information on a variety of marketing careers, with job
descriptions and career paths, to familiarize students with employment opportunities
in marketing. This appendix also indicates what people in various marketing positions
typically earn and how students should go about marketing themselves to prospective
employers. A series of custom-produced video vignettes features recent graduates
who explain how principles from the text apply to the real world of marketing.

GLOBAL MARKETING CONCEPTS THROUGHOUT THE TEXT

globally as well. Companies that have never given a thought to exporting

now face competition from abroad. “Thinking globally” should be a part of
every manager’s tactical and strategic planning. Accordingly, we address this topic in
detail early in Chapter 4. We have also integrated numerous global examples within
the body of the text and identified them with the icon shown in the margin.

Global marketing is fully integrated throughout the book, cases, and videos as well.
Our “Global Perspectives” boxes, which appear in most chapters, provide expanded
global examples and concepts. Each box concludes with thought-provoking questions
carefully prepared to stimulate class discussion. For example, the box in Chapter 7
describes the emergence of a middle class in Poland and asks students to decide if a
Polish middle class would be a promising target market for American companies.

O Today most businesses compete not only locally and nationally, but

FOCUS ON ETHICS

 In this edition we continue our emphasis on ethics. “Ethics and
Social Responsibility” has been moved from Chapter 21 to
¥ Chapter 5 to demonstrate its importance in management decision
making. The “Ethics in Marketing” boxes, complete with
e questions focusing on ethical decision making, have been revised
and added to every chapter. Questions and cases designed to highlight ethical issues,
such as the Hooter’s case appearing at the end of Part One, give student{ a sense of the
complexity of ethics issues as the cases lead them to 1901( at the issues from all sides.

VALUE-DRIVEN PEDAGOGY PUTS YOU IN THE KNOW '

Our pedagogy has been developed in response to what you told us delivers value to
you and your students. You told us that current examples are important to you, so we
have included all-new opening vignettes, new examples throughout the text, and new
CNBC and Blue Chip video examples correlated to every chapter. You told us that
cases that students find relevant are important to you, so we have added new
Signature Series Cases and replaced most of the video cases with new, current videos.
You said that many of your students planned a career in small business, so we have
numerous new small business examples, “Marketing and Small Business” boxes, and
all-new small business exercises at the end of each chapter.

Finally, you told us that the Integrated Learning System helped you organize your
lectures and helped your students study more effectively, so we have retained that
important feature.




