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from the
Publisher

Tom Doran

coursewise publishing

“On frozen pizza and ‘exchange relationships’ between consumers and
suppliers . . .”
PP

I used to work for A.C. Nielsen. You know this company for their famed
Nielsen ratings of television viewership (and you'll read more about them in
Reading 9 within). In one of my first jobs out of college, I worked for a
division of Nielsen that specialized in computer analysis of product shelf
space in grocery stores. I had the distinct honor of editing frozen pizza
databases. My job was to make sure that the computer didn’t confuse the
market share of Totino’s in Toledo with the market share of Torrino’s in
Toronto. I lasted about 10 months. The only part of this job 1 liked was
trekking over to General Mills with my boss to meet with Frozen Pizza Man,
an intense but likeable brand manager who always lunged for our reports. 1
enjoyed these sessions because I always learned something subtle about this
thing called marketing.

What were nothing but numbers and labels to me was crucial
information to Frozen Pizza Man—a man paid to worry about the fact that
losing shelf space share in Sheridan, Wyoming, meant that the West wasn't
responding to his “pizza with more beef” campaign. Frozen Pizza Man
would read our reports and provide detailed commentary like, “I know that
in this case, it’s not the taste or the price, but how we’re approaching those
shoppers out West. . . . See, look here! Adding more cheese to our cheese
pies is paying off in the Northeast—just as the research said it would. Man,
if I don’t figure out what they want on their pizza in the South, I'll be out of
here soon.” I didn’t know a lot of things back then, but I did know that
someone with Frozen Pizza Man’s marketing skills (and commitment to his
brand) would always have plenty of work.

David Snepenger, the Academic Editor of Perspectives: Marketing
Tactics, might say that Frozen Pizza Man was giving me an education in
“exchange relationships” between consumers and suppliers. As you'll soon
see by reading the compelling and informative articles David has assembled
herein, your education in marketing dynamics will be more broad-based
than the one I received from Frozen Pizza Man.

David knows a lot about the compelling dynamics of marketing. He’s
a member of the marketing faculty at Montana State University and has
been teaching a variety of marketing courses for a good while. David
approaches his marketing course with a refreshing enthusiasm and
commitment. I envy the students in Bozeman.

David had a good idea of how he wanted this reader to work from the
outset. Along the way, our crackerjack Editorial Board helped by providing
thoughtful suggestions on the readings. Both David and I thank them for
their insight and dedicated work.

Things change. Frozen Pizza Man’s world changed every week when
we showed up with our reports. He needed to digest, analyze and then act
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on our information. That’s how it is in the world of marketing. Marketers
need to be agile professionals. To get a taste of this dynamic, check out the
courselinks™ site that accompanies this reader. There you'll find a host of
web-based course tools that David and other marketing instructors have
developed or selected to help you master this course. To access the
courselinks site for Marketing Tactics, use the Passport that came shrink-
wrapped to this reader. It contains the username/password combo you
need to access courselinks. If you bought a used copy of our reader, check
with your bookstore or our web site for information on getting a Passport of
your own.

This is a fun course. Enjoy yourselves. By the way, I later learned that
Frozen Pizza Man went on to run General Mill’s International Marketing
Division. I picture him nervously poring over reports on Cheerio sales in
China—now worrying about exchange relationships and exchange rates.
Please let us know how we did with Perspectives: Marketing Tactics and the
accompanying courselinks site. Write me: tomd@coursewise.com
Good luck!



David Snepenger teaches marketing at
Montana State University—Bozeman. For
the past 15 years, he has been teaching
Introduction to Marketing, Consumer
Behavior, and Marketing Research. Early
on, he discovered that bringing in
contemporary articles from the business
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R'Etz;demic Editor

David Snepenger

Montana State University

For many years [ have been bringing contemporary marketing applications
found in the business press into my principles of marketing class. These
business readings enliven class discussion and serve as concrete examples of
real-world business practice. The readings also reinforce the concepts or
models that serve as the foundation in contemporary principles of
marketing texts. I was pleased that Tom Doran, of coursewise publishing,
asked me to put together a collection of current readings for marketing
students. I have endeavored to select readings that are timely and of interest
to marketing students, and that supplement the materials found in
introductory marketing texts. Due to the breadth of topics covered in
introductory marketing texts, readings have been selected from a variety of
sources, including Business Week, The Wall Street Journal, USA Today,
American Demographics, Harvard Business Review, Entrepreneur Magazine, The
Futurist, and Working Woman. In addition, a wide range of web sites has
been cataloged so that both students and professors can use this emerging
information resource.

The readings and web sites are organized into seven sections and
twenty-four major topics. I have followed the chapter outline found in
William Pride and O.C. Ferrell’s marketing text (Marketing: Concepts and
Strategies, 10th edition, Houghton Mifflin, 1997). However, the readings can
easily be adapted for use with any introductory marketing text or other
course format. There are two readings for each of the twenty-four major
topics and two or more web sites for each section. Sometimes, these
complement each other, and at other times, they present contradictory
viewpoints. In both cases, I hope that the writings and web sites will
stimulate your interest in the marketing of goods and services in the global
economy.

I would like to thank many people for assisting me in compiling this
reader. First,  would like to thank Tom Doran, publisher for coursewise, for
the opportunity to undertake this task. Second, I would like to thank Randy
Jepsen for spearheading the web site selections and for his assistance in
organizing and selecting readings. Randy is a recent marketing graduate
from the College of Business at Montana State University. He provided a
student’s perspective while selecting materials. Finally, I would like to
acknowledge the support of my wife, Mary, in the completion of this book.
If you have comments or suggestions regarding this reader, please share
them with me at your convenience.



Editorial Board

We would like to thank the following individuals who helped us think about our approach to this project and/or helped with
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Critical Thinking and Bumper Stickers
The bumper sticker said: Question Authority. This is a simple directive that Ques'tior’ Au.thorl.ty

goes straight to the heart of critical thinking. The issue is not whether the
authority is right or wrong; it’s the questioning process that’s important.
Questioning helps you develop awareness and a clearer sense of what you
think. That’s critical thinking.

Critical thinking is a new label for an old approach to learning—that of
challenging all ideas, hypotheses, and assumptions. In the physical and life
sciences, systematic questioning and testing methods (known as the
scientific method) help verify information, and objectivity is the benchmark
on which all knowledge is pursued. In the social sciences, however, where
the goal is to study people and their behavior, things get fuzzy. It's one thing
for the chemistry experiment to work out as predicted, or for the petri dish
to yield a certain result. It's quite another matter, however, in the social
sciences, where the subject is ourselves. Objectivity is harder to achieve.

Although you’ll hear critical thinking defined in many different ways,
it really boils down to analyzing the ideas and messages that you receive.
What are you being asked to think or believe? Does it make sense,
objectively? Using the same facts and considerations, could you reasonably
come up with a different conclusion? And, why does this matter in the first
place? As the bumper sticker urged, question authority. Authority can be a
textbook, a politician, a boss, a big sister, or an ad on television. Whatever
the message, learning to question it appropriately is a habit that will serve
you well for a lifetime. And in the meantime, thinking critically will
certainly help you be course wise.

This reader is a tool for connected learning. This means that the readings
and other learning aids explained here will help you to link classroom
theory to real-world issues. They will help you to think critically and to
make long-lasting learning connections. Feedback from both instructors and
students has helped us to develop some suggestions on how you can wisely
use this connected learning tool.

A wise reader is better able to be a critical reader. Therefore, we want to help
you get wise about the articles in this reader. Each section of Perspectives has
three tools to help you: the WiseGuide Intro, the WiseGuide Wrap-Up, and
the Putting It in Perspectives review form.

WiseGuide Intro

In the WiseGuide Intro, the Academic Editor introduces the section, gives N e B e T e
you an overview of the topics covered, and explains why particular articles WIseG"Idei In‘lmj
were selected and what’s important about them. ‘ :

Also in the WiseGuide Intro, you'll find several key points or learning
objectives that highlight the most important things to remember from this
section. These will help you to focus your study of section topics.
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At the end of the WiseGuide Intro, you’ll find questions designed to
stimulate critical thinking. Wise students will keep these questions in mind
as they read an article (we repeat the questions at the start of the articles as a
reminder). When you finish each article, check your understanding. Can
you answer the questions? If not, go back and reread the article. The
Academic Editor has written sample responses for many of the questions,
and you’ll find these online at the courselinks™ site for this course. More
about courselinks in a minute. . . .

WiseGuide Wrap-Up

Wi'sea‘“i’n’e w’m n\_ m Be course wise and develop a thorough understanding of the topics covered

___‘m‘_.‘...) L in this course. The WiseGuide Wrap-Up at the end of each section will help
you do just that with concluding comments or summary points that repeat
what’s most important to understand from the section you just read.

In addition, we try to get you wired up by providing a list of select

Internet resources—what we call R.E.A.L. web sites because they’re
Relevant, Exciting, Approved, and Linked. The information at these web
sites will enhance your understanding of a topic. (Remember to use your
Passport and start at http:/ /www.courselinks.com so that if any of these
sites have changed, you’ll have the latest link.)

Putting It in Perspectives Review Form

At the end of the book is the Putting It in Perspectives review form. Your
instructor may ask you to complete this form as an assignment or for extra
credit. If nothing else, consider doing it on your own to help you critically
think about the reading.

Prompts at the end of each article encourage you to complete this
review form. Feel free to copy the form and use it as needed.

The courselinks™ Site

The courselinks™ Passport is your ticket to a wonderful world of
integrated web resources designed to help you with your course work.
These resources are found at the courselinks site for your course area. This
is where the readings in this book and the key topics of your course are
linked to an exciting array of online learning tools. Here you will find
carefully selected readings, web links, quizzes, worksheets, and more,
tailored to your course and approved as connected learning tools. The
ever-changing, always interesting courselinks site features a number of
carefully integrated resources designed to help you be course wise. These
include:

e R.E.A.L.Sites At the core of a courselinks site is the list of R.E.A.L.
sites. This is a select group of web sites for studying, not surfing. Like
the readings in this book, these sites have been selected, reviewed, and
approved by the Academic Editor and the Editorial Board. The R.E.A.L.
sites are arranged by topic and are annotated with short descriptions
and key words to make them easier for you to use for reference or
research. With R.E.A.L. sites, you're studying approved resources within
seconds—and not wasting precious time surfing unproven sites.

e Editor’s Choice Here you'll find updates on news related to your
course, with links to the actual online sources. This is also where we’'ll
tell you about changes to the site and about online events.

X  WiseGuide Introduction



® Course Overview This is a general description of the typical course in
this area of study. While your instructor will provide specific course
objectives, this overview helps you place the course in a generic context
and offers you an additional reference point.

e www.orksheet Focus your trip to a R.E.A L. site with the
www.orksheet. Each of the 10 to 15 questions will prompt you to take in
the best that site has to offer. Use this tool for self-study, or if required,
email it to your instructor.

* Course Quiz The questions on this self-scoring quiz are related to
articles in the reader, information at R.E.A.L. sites, and other course
topics, and will help you pinpoint areas you need to study. Only you
will know your score—it’s an easy, risk-free way to keep pace!

e Topic Key The Topic Key is a listing of the main topics in your course,
and it correlates with the Topic Key that appears in this reader. This
handy reference tool also links directly to those R.E.A.L. sites that are
especially appropriate to each topic, bringing you integrated online
resources within seconds!

* Web Savvy Student Site If you're new to the Internet or want to brush
up, stop by the Web Savvy Student site. This unique supplement is a
complete courselinks site unto itself. Here, you’ll find basic information
on using the Internet, creating a web page, communicating on the web,
and more. Quizzes and Web Savvy Worksheets test your web
knowledge, and the R.E.A L. sites listed here will further enhance your
understanding of the web.

* Student Lounge Drop by the Student Lounge to chat with other
students taking the same course or to learn more about careers in your
major. You'll find links to resources for scholarships, financial aid,
internships, professional associations, and jobs. Take a look around the
Student Lounge and give us your feedback. We're open to remodeling
the Lounge per your suggestions.

Building Better Perspectives!

Please tell us what you think of this Perspectives volume so we can improve
the next one. Here’s how you can help:

1. Visit our coursewise site at: http://www.coursewise.com

2. Click on Perspectives. Then select the Building Better Perspectives Form
for your book.

3. Forms and instructions for submission are available online.

Tell us what you think—did the readings and online materials help you
make some learning connections? Were some materials more helpful than
others? Thanks in advance for helping us build better Perspectives.

Student Internships

If you enjoy evaluating these articles or would like to help us evaluate the
courselinks site for this course, check out the coursewise Student Internship
Program. For more information, visit:

http:/ /www.coursewise.com/intern.html

WiseGuide Introduction



Topic Key

This Topic Key is an important tool for learning. It will help you integrate this reader into your course studies. Listed below,
in alphabetical order, are important topics covered in this volume. Below each topic you'll find the reading numbers and titles
relating to that topic. Note that the Topic Key might not include every topic your instructor chooses to emphasize. If you
don’t find the topic you're looking for in the Topic Key, check the index or the online topic key at the courselinks™ site.

Adoption of Technology

3 Detroit’s Impossible Dream?

Advertising
33 How “Got Milk?” Got Sales
36 Saturday Night at the Ads

Antitrust
4 Are Corporate Predators on the
Loose?

Atmospherics
29 Selling by Design: Using Lifestyle
Analysis to Revamp Retail Space

Big Emerging Markets (BEMs)
8 TheWorld Is Your Market

Big Screen Ad Campaigns
36 Saturday Night at the Ads

Brand Extension
22 Should You Take Your Brand to Where
the Action Is?

Branding
21 Boxed In

Business Analysis
19 Idea Inc.

Business to Business Marketing
27 On with the Show!

Channel Leadership
25 Rack or Ruin: How Magazines Arrive
on Shelves and Why Some May Not

Channel Power
25 Rack or Ruin: How Magazines Arrive
on Shelves and Why Some May Not

Code of Conduct

5 The Personal Is Political

Coding/Decoding Process
34 X Marks the Spot

Cold Calls

38 Ice Breakers

Color and Design
29 Selling by Design: Using Lifestyle
Analysis to Revamp Retail Space

Communication
33 How “Got Milk?” Got Sales

Competition
I Re-inventing McDonald’s
4 Are Corporate Predators on the
Loose?

Consumer Needs
2  What You Want Before You Know
You Want It

Consumer Satisfaction
37 It's in the Customer Cards

Consumer Values
46 What Comes Next?

Consumer Wants
| Re-inventing McDonald’s

Costs
40 Some Remedies for Price Headaches
41 Chaos Theory of Airline Pricing

Customer Contact
23 Ready to Make and Drink Your Own
Beer?

i, »

Customer Experience
2 What You Want Before You Know You
Want It

Customer Loyalty

37 It’s in the Customer Cards

39 Relationship Pricing

41  Chaos Theory of Airline Pricing

Customer Recruitment
39 Relationship Pricing

Customer Service
2 What You Want Before You Know
You Want It
24 Full Service

Database
9 Confessions of a Nielsen Household
10 Coaxing Meaning Out of Raw Data

Database Marketing
5 The Personal Is Political
16 Marketing Know-How

Data Mining
10 Coaxing Meaning Out of Raw Data

Demand Chain
26 Rush Hour

Demand-Oriented Pricing
41 Chaos Theory of Airline Pricing

Demographics
16 Marketing Know-How
31 Parts Smarts

Descriptive Study

9 Confessions of a Nielsen Household

Differential Targeting Strategy
15 AreTech Buyers Different?

xxiii



Distribution
28 Shelf Life
32 Tailored Logistics: The Next Advantage

Electronic Commerce
48 The Internet for the Rest of Us:
Marketing on the World Wide Web

Electronic Data Interchange
31 Parts Smarts

Environmental Scanning
3 Detroit’s Impossible Dream?
43 Watts Next?

Ethical Decision-Making

Process
6 Breaking Up America:The Dark Side of
Target Marketing

Ethics

5 The Personal Is Political

Experience Qualities
23 Ready to Make and Drink Your Own
Beer?

Federal Trade Commission
4 Are Corporate Predators on the
Loose?

Feedback
33 How “Got Milk?” Got Sales
34 X Marks the Spot

Flexible Managerial Mindset

44 The Flexible Executive Mindset:
How Top Management Should Look
at Tomorrow’s Markets

Food Brokers
28  Shelf Life

Forecasting

44 The Flexible Executive Mindset:
How Top Management Should Look
at Tomorrow’s Markets

Frequent-Customer Cards
37 It’s in the Customer Cards

Future
43  Watts Next?

XXiv Topic Key

Future-Oriented Strategic

Thinking

44 The Flexible Executive Mindset:
How Top Management Should Look
at Tomorrow'’s Markets

Generation X
Il Generation X:What They Think
and What They Plan to Do

Global Media Spending
7 A World of Advertising

Gross Domestic Product
8 TheWorld Is Your Market

Heterogeneous
15 Are Tech Buyers Different?

Idea Generation
18 Sonic Boom
19 Idea Inc.

Identity Theft

5 The Personal Is Political

Impact of Technology

3 Detroit’s Impossible Dream?

Industrial Market Research
14 Spend a Day in the Life of Your
Customers

In-Line Family Branding
22 Should You Take Your Brand to Where
the Action Is?

Intangibility
23 Ready to Make and Drink Your Own
Beer?

Integrated Marketing

Communication
33 How "“Got Milk?” Got Sales

International Marketing
7 A World of Advertising
8 TheWorld Is Your Market

Internet
I5 AreTech Buyers Different?
26 Rush Hour

47 The New Maxi Marketing: How to
Exploit Interactive Marketing for
Instant Results

Inventory Management
31 Parts Smarts

Just-in-Time Delivery
26 Rush Hour

Lifestyle

Il Generation X:What They Think and
What They Plan to Do

29 Selling by Design: Using Lifestyle
Analysis to Revamp Retail Space

Logistics
32 Tailored Logistics: The Next Advantage

Marketing Activities
45 Marketing 101: Smart Ways to
Jump-Start Your Marketing

Marketing Channels
26 Rush Hour
28 Shelf Life

Marketing Concept
| Re-inventing McDonald’s
2 What You Want Before You Know
You Want It

Marketing Ethics
6 Breaking Up America:The Dark Side
of Target Marketing

Marketing Mix

47 The New Maxi Marketing: How to
Exploit Interactive Marketing for
Instant Results

Marketing/Product Manager

18 Sonic Boom

Marketing Research
9 Confessions of a Nielsen Household
10 Coaxing Meaning Out of Raw Data

Market Opportunity
43 Watts Next!?

Market Planning
43 Watts Next?



Market Segmentation
15 Are Tech Buyers Different?

Media Data
16 Marketing Know-How

Medium or Transmission
34 X Marks the Spot

Nostalgia Marketing
12 The Nostalgia Boom:Why the Old Is
New Again

Observational Methods
9 Confessions of a Nielsen Household

Organizational Marketing
14 Spend a Day in the Life of Your
Customers

Organizational Values
46 What Comes Next?

Organizational Vision
46 What Comes Next?

Packaging
2| Boxed In

Personal Selling
38 Ice Breakers

Phrasing Price Offers
42 Adding Value by Communicating Price
Deals Effectively

Population
9 Confessions of a Nielsen Household

Predatory Practices
4  Are Corporate Predators
on the Loose!

Prestige Pricing
39 Relationship Pricing

Price
39 Relationship Pricing
40 Some Remedies for Price Headaches

Price Differentiation
40 Some Remedies for Price Headaches
4| Chaos Theory of Airline Pricing

Price Elasticity

40 Some Remedies for Price Headaches

Price Skimming
41 Chaos Theory of Airline Pricing

Pricing Policy

40 Some Remedies for Price Headaches

Primary Data
9 Confessions of a Nielsen Household

Product Design
I7 Marketing to the Senses
18 Sonic Boom

Product Differentiation
6 Breaking Up America:The Dark Side of
Target Marketing
17 Marketing to the Senses
18 Sonic Boom
20 Making Old Brands New

Product Elimination
20 Making Old Brands New

Product Features
17 Marketing to the Senses

Product Innovation
19 lIdea Inc.

Product Life Cycle

18 Sonic Boom
20 Making Old Brands New

Product Modification
20 Making Old Brands New

Product Positioning
17 Marketing to the Senses

Promotion
33 How “Got Milk?” Got Sales
34 X Marks the Spot

Psychographics
16 Marketing Know-How

Publicity
35 Foiling the Rogues

Public Relations
35 Foiling the Rogues

Quality

17 Marketing to the Senses

Receiver
34 X Marks the Spot

Reference Price Semantic

Phrases
42 Adding Value by Communicating Price
Deals Effectively

Reliability

9 Confessions of a Nielsen Household

Retailing

29 Selling by Design: Using Lifestyle
Analysis to Revamp Retail Space

30 Outlet Malls: Do They Deliver the
Goods?

Revitalize
20 Making Old Brands New

Sales Data
I6 Marketing Know-How

Sales Promotion
37 It’s in the Customer Cards

Sample
9  Confessions of a Nielsen Household

Screening
19 Idea Inc.

Segmentation Variables
I5  Are Tech Buyers Different?

Selling Price Semantic Phrases
42 Adding Value by Communicating Price
Deals Effectively

Service
23 Ready to Make and Drink Your Own
Beer?

Shelf Space
21 Boxed In

Topic Key XXV



Signaling
6  Breaking Up America:The Dark Side
of Target Marketing

Slotting Fees
28  Shelf Life

Social Responsibility
6 Breaking Up America:The Dark Side
of Target Marketing

Source
34 X Marks the Spot

Statistical Interpretation
10 Coaxing Meaning Out of Raw Data

Strategic Market Plan

43  Watts Next?

44 The Flexible Executive Mindset:
How Top Management Should Look
at Tomorrow’s Markets

Sub-branding
22 Should You Take Your Brand to Where
the Action Is?

XXVi Topic Key

Subculture
I'l  Generation X:What They Think and
What They Plan to Do

Substitutes
41 Chaos Theory of Airline Pricing

Survey Methods

9 Confessions of a Nielsen Household

SWOoT
43  Watts Next?

Target Audience
36 Saturday Night at the Ads

Target Marketing
6 Breaking Up America: The Dark Side
of Target Marketing
32 Tailored Logistics:The Next Advantage
47 The New Maxi Marketing: How to
Exploit Interactive Marketing for
Instant Results

Technology Assessment
8 Detroit’s Impossible Dream?

Trade Shows
27 On with the Show!
28 Shelf Life

Validity

9 Confessions of a Nielsen Household

Values
Il Generation X:What They Think
and What They Plan to Do

Vertical Extensions
22 Should You Take Your Brand to Where
the Action Is?

Wholesaling
28  Shelf Life

World Wide Web

48 The Internet for the Rest of Us:
Marketing on the World Wide Web

Yield Management
41 Chaos Theory of Airline Pricing



This cross index indicates how the reading numbers and titles that follow correspond with topics in Marketing:
Concepts and Strategies by William Pride and O.C. Ferrell (10th edition, Houghton Mifflin, 1997).

Advertising
6 Breaking Up America:The Dark Side
of Target Marketing
7 AWorld of Advertising
9 Confessions of a Nielsen Household
12 The Nostalgia Boom:Why the Old Is
New Again

Advertising and

Sales Promotion
42 AddingValue by Communicating Price
Deals Effectively

Changing Consumer Lifestyles
I Re-inventing McDonald’s

Consumer Behavior
6 Breaking Up America:The Dark Side

of Target Marketing

10 Coaxing Meaning Out of Raw Data

16 Marketing Know-How

17 Marketing to the Senses

20 Making Old Brands New

29 Selling by Design: Using Lifestyle
Analysis to Revamp Retail Space

34 X Marks the Spot

Databases
31 Parts Smarts

Future Trends

47 The New Maxi Marketing: How to
Exploit Interactive Marketing for
Instant Results

Implementation and Control
I8 Sonic Boom

19 Idea Inc.

28  Shelf Life

Implementing the Marketing

Concept
| Re-inventing McDonald’s

Internet
I5 AreTech Buyers Different?
35 Foiling the Rogues

Marketmg Channels
Are Corporate Predators on the
Loose?

14 Spend a Day in the Life of Your
Customers

28 Shelf Life

Marketmg Concept
The Personal Is Political

|2 The Nostalgia Boom:VWhy the Old Is
New Again

14 Spend a Day in the Life of Your
Customers

26 Rush Hour

Marketing Environment
I Re-inventing McDonald’s
6 Breaking Up America:The Dark Side
of Target Marketing
8 TheWorld Is Your Market
23 Ready to Make and Drink Your Own
Beer?
26 Rush Hour
44 The Flexible Executive Mindset:
How Top Management Should Look
at Tomorrow's Markets
48 The Internet for the Rest of Us:
Marketing on the World Wide Web

Marketing Implementation

and Control

12 The Nostalgia Boom:Why the Old Is
New Again

14 Spend a Day in the Life of Your
Customers

Marketing Research
I Re-inventing McDonald’s
5 The Personal Is Political
14 Spend a Day in the Life of Your
Customers

I5  AreTech Buyers Different?

16 Marketing Know-How

17 Marketing to the Senses

20 Making Old Brands New

29 Selling by Design: Using Lifestyle
Analysis to Revamp Retail Space

33 How “Got Milk?” Got Sales

44 The Flexible Executive Mindset:
How Top Management Should Look
at Tomorrow’s Markets

Marketing Strategy

47 The New Maxi Marketing: How to
Exploit Interactive Marketing for
Instant Results

New Product Adoption

3 Detroit’s Impossible Dream?

Organizational Marketing
7 AWorld of Advertising

Organizational Markets

and Buying Power
27  On with the Show!

Pricing Concepts
41 Chaos Theory of Airline Pricing

Product

3 Detroit’s Impossible Dream?

Product Concepts
20 Making Old Brands New

Promotions
7 AWorld of Advertising
16 Marketing Know-How

Retailers
25 Rack or Ruin: How Magazines Arrive
on Shelves and Why Some May Not

XXVii
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