activebook.

Principles of
!\/Iarketmg

PHILIP KOTLER
GARY ARMSTRONG

The activebook experience® includes:

> Online Media-Rich e-book
Integrated Online Study Tools
“Need to Know” Print Companion
All for One Low Price

ACCESS CODE INCLUDED
WITH NEW BOOK PURCHASE



Principles of
Marketing

ACTIVEBOOK VERSION 1.0

NORTHWESTERN UNIVERSITY

UNIVERSITY OF NORTH CAROLINA

Prentice

Hall

o —

Upper Saddle River, New Jersey 07458




Executive Editor: Whitney Blake

Editor-in-Chief: Jeff Shelstad

Assistant Editor: Anthony Palmiotto

Editorial Assistant: Melissa Pellerano

Marketing Manager: Shannon Moore

Managing Editor (Production): John Roberts
Permissions Coordinator: Suzanne Grappi
Associate Director, Manufacturing: Vincent Scelta
Design Manager: Patricia Smythe

Interior Design: Cheryl Asherman

Cover Design: Cheryl Asherman

Associate Director, Multimedia Production: Karen Goldsmith
Composition: GGS

Full-Service Project Management: GGS
Printer/Binder: Quebecor World/Taunton

Credits and acknowledgments borrowed from other sources and reproduced, with permission,
in this textbook appear on the appropriate pages within the book.

Copyright © 2001, 1999, 1996 by Pearson Education, Inc., Upper Saddle River, New
Jersey, 07458. All rights reserved. Printed in the United States of America. This publication is
protected by Copyright and permission should be obtained from the publisher prior to any
prohibited reproduction, storage in a retrieval system, or transmission in any form or by any
means, electronic, mechanical, photocopying, recording, or likewise. For information regard-
ing permission(s), write to: Rights and Permissions Department.

Prentice

Hall

109876543
ISBN 0-13-064853-1




ACTIVEBOOK USER GUIDE

= What Is an Activebook?

The activebook is a new kind of textbook that combines the best elements of print and electronic media. In
addition to this print version, you’ll have access to an online version of your book that is enhanced by a variety
of multimedia elements. These include active exercises, interactive quizzes, and poll questions. These ele-
ments give you a chance to explore the text’s issues in more depth.

= How to Redeem Your Access Code

Redeeming your access code is fast and easy. To complete this one-time registration process, go to www.pren-
hall.com/myactivebook. Follow the new user link to register and redeem your access code. Enter the access
code bound inside your book, and complete the simple registration form. When you are done, click submit. It
will take a few minutes to redeem your access code, and then you will be taken to your activebook homepage.

= The Activebook Homepage

In this section you’ll become acquainted with the features of an activebook. Once you're familiar with the fea-
tures and their functions, you’ll be on your way to getting the most from your activebook.
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1. The Toolbar

Let’s begin with the commands in the tool bar near the top of the activebook homepage. This bar
features eight commands: add book, view favorites, add notes, view notes, profile, password, help,
and log out.

OD=s—————>—>—-——=-—-—=Activebook:User Guide = = B
@ = e
£ \WW

top e fresh Home sgtoF il Erint Mail

Add Book View Notes
View, edit, and delete
Hall textbook. your activebook notes.
Add Notes
Create and save your notes

Help

Explains the fea-
tures of your
Profile activebook.

Register an additional Prentice

View and edit your

: Log Out
for your actwt'abook. Your activebook profile. Alwavs lod out when
notes are available to you ys 1og o
View Favorites whenever you are on the you finish using your
Access your personal Internet. Password activebook.
list of activebook Change your activebook
resources. password.
Now let’s take a look at the features presented in the navigation bar on the left side of the screen.
4 September P 2. The Smart Calendar and Other Resources
s:"' "';“ ‘;""‘:‘“ T:“ F: 5;‘ The Smart Calendar Contact Us
B UG D iae gy Instantly view all the activities for the month for your Contact Prentice Hall either via telephone or e-mail to
15 16 17 18 19 20 21 activebook by clicking on a date. share your ideas about your activebook or to ask ques-
22 23 24 26 26 2728 tions
29 30 Research Links ’
Provides a selection of annotated links to additional FAQ
resources and search sites. Find answers to commonly asked questions about your

activebook.
Student Success

Links to Prentice Hall’'s Student Success Web site. You
will find numerous features designed to help you through
your educational journey (for example, career paths,
money matters, and employment opportunities).

ional Resou

Add

After redeeming your access code, you can make use of the following resources.

What’s New RN \\hat's Hew .
Shows the resources that . h
have been recently added BiEhesTRattiwtio0k
to your activebook. Ricky W. Griffin
Ronald J. Ebert Book Homepage

Allows you to
view the entire
table of contents.

Chapter Pop Up Menu
Selects a chapter in your

ti .
activebook Selecta Chapter: [ Chapter 1 $
frataiom il E-mail
_-I Business (activebook) / Professor
= ™ Ricky W, Giiffin

Fendia . Ebert Professor Jane Adams "/ Send e-mail to

syllabus | discussion | view all messages your professor.
Setact [Chopier 1 1] Go]
i S W
; Syllabus Discussion View All Messages
Find out all you Express your opin- See the messages
need to know ions and posted by your pro-
about your class view those of fessor.
and assignments. your classmates.
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= Finding Your Professor

If your professor has posted course material, you can create a link to him or her on your activebook home-

page. Once connected to your professor, you can access the syllabus, view messages from him or her,
and e-mail him or her.

Business (activebook)

B

Ricky W. Griffin

Ronald J. Ebert
To Find Your Professor

 Click on find your professor.
e Search for your professor’s

name (using his or her last |- = =]
name or your school’s name). Select Chapter 1 vl _G_OJ
Then select it.

e Click submit and you will return Find Your Professor

to your activebook homepage.

Viewing Your Professor’s Syllabus

If your professor is using the syllabus feature, click the syllabus link to check assignments and
course announcements.
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H Exploring Your Activebook

When you're ready to begin, select a chapter. You will find active elements throughout the chapter.
They are the key components that make an activebook active. In every chapter you will find: the
what’s ahead section, objectives, active concept checks, key terms, and a chapter wrap-up. Each
chapter may also include a gearing-up quiz, video examples or exercises, audio examples or exer-

cises, active polls, and active figures, maps, and graphs.

Let’s take a look at these elements.

Every chapter begins with what’s ahead. This section tells you what material the chapter

will cover.

Clicking on any activebook
link in the chapter
outline takes you Management (activebook)

to the core text. : Siy. Dessler

Chapter 10: Being a Leader

What's Ahead
What Do Leaders Do?

The Book Home  w..__
to the table of con-
tents for the entire

book, where the

full chapter titles

are provided.

14

The Foundations and Traits of Leadership

How Leaders Act Like Leaders

o Activebook: User Gulde

activebook

Management (aq ivebook)
Giary Dessler

What's Ahead

Barbara Hyder 12arned, and fast. that bang CEO of a new com company was differant from being a leader 1n a big. traditional compaiy
lilee Mary Fay Cosmetics ® Hyder had been international regional premdent at Mary Kay befors beconung CEO of gloss com, an on-hne
beauty startup Howisa com company different” For one thing, zhe's now makang deamons with her management team on Intemet
time For example, when they sw the arwaves dogged with com ads in December 1999, they made a split-second deason to cancel
Book et therr ads and instead launch a full $20 nullion campaign in February 2000 Her new mantra is * You have to act quckly, speed is of the
ook e s

essence

Hyder's ezpenence sysa lot about what leadersiup 15. and how it's i fferent than 1t was a few yearsago Leaders have always had to sy
*Here's where we're gomng to go.* and then motivate, cajale, and influence thar people to move m that direction One of the cifferences
today. as we'll see_ 15 that there's a bigger dement of consensus bualding and teamwork 1 what leaders do

T
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This chapter addresses the important theones concermng the role of a leader in an organization
You'll learn how effective leaders think and what they do to prowvide a wision for their organrzation
and direction for ther employees. We'll take a look at the personality traits that many leaders share
and the forms of power that leaders need to be effective. In addition to personality traits, leaders
differ in their style of leading We'll take a close look at these different leadership styles and we'll
see when each works best. After addressing some of the challenges that women face in the
leadership role, we'll close the chapter by discussing how you can develop into an effective leader

Close
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window you will find

the key learning points for
the chapter.



Another element that can appear in the what’s ahead section is the gearing up qui
designed to get you thinking about important topics in the chapter.

.. This quiz is

ja] Activebook: User Guide
Ll =
Home At

Mail

activebook =

Management (activebook)
Lary Dessler

- What's Ahead

Barbara Hyder learned. and fast. that baing CEO of a new com company was different from being a leader 1n a big, traditional company

like Mary Kay Cosmetics * Hyder had been international regional preadent at Mary Kay before beconung CEO of gloss com, an on-line

beauty startup How1sa com company different” For one thing. she's now malang deasons wath her management team on Internet

time For example, when they sw the airwavas dogged wath com ads in December 1990, they made a split-second deqimon to cancel

therr ads and instead launch a full $20 milhion campaign 1 February 2000 Her new mantra 15 * Tou have to act quekly, spesd is of the
b

essence

Hyder's expenence says a lot about what leaderstup 15, and how it's different than it was a few yearsago Leaders have always had to sy
"Here's where we're going to go." and then motvate, cajole, and influence therr people to move in that direchion One of the differences
today. as we'll see, 15 that there's a bigger dlement of consensus building and teamwork 1n what leaders do

h
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searing Up Qui Click the next button

The best leaders are those who have mastered a particular leadershap style. at the end of every
a2 Tre section to go on to

Cp False the next page.

2 Consider the following statement: Effective leaders do not need the power of a formal
position because they possess the ability to mspire and motivate people. Is this statement
true or false?

Ca True
'y False

3 Alot of people think that there are many fundamental differences in the leadership

behavors of men and women. Do you believe that this notion ts true or false?
a True
yp False

4 Consider this statement Once an effective leader has made a decision, he mnforms hus
subordinates and makes sure they know that it's final True or false?

~a True
1y False

ELS

w

Do effective leaders typically let ther subordinates define therr tasks
those tasks as they think best?
Ca Yes

'y No

e —————— s Favit | e "

Howdidido? [~

Close W/ | The best leaders are those wha have mastered a particular leadership style
<l a True
b False
b
b
The best leaders tend to be those who are flexible and can call on several leadership
icki i ? o styles as necessary. Think bark to the strategic-management process you studied in
C'ICkmg the How did | do? but Clqu)!eré. Yu::l’ymcall that during the un:':ep in the pmcels]s. the ni:nmr
ton corrects your quiz and pro- evaluates performance and corrects it as need be. As you might imagine, this step n
. . requires A with several styles would be well-suited to
vides you with feedback. leading subordinates through the process of adjusting strategic plans.

> 2 Consider the following statement Effective leaders do not need the power of a formal
position because they possess the ability to mspire and motivate people [s tms stalement

true or false?
a True
b False
t a
b
Effective leaders can derive their power from a variety of sources, including their
formal positions within their izati Further, in certain situations they may

need such power to get their jobs done.
> 3 Alot of people think that there are many fundamental differences in the leadershup
behaviors of men and women Do you believe that this notion is true or false?

a True
b False
a
b
Research has demonstrated that there are few differences in the fundamental =
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After gearing up, you're ready to start reading the chapter. Activebook chapters are divided into
major sections.

e T = = —— Activebook: User Guide = = = ===

activebe

mE
e
B

Potitics in Americn (ac tivebook)
Thomas Dye

The Presidential Campaign: The General Election Batte

Buoyed by the convenhans—and oflen by postcanvention bounces in the polis—ihe new nomnees must now face the general electorate

General Election Strategies Strategies m the general election are as vaned as the magiations of campaign advisers, media consultants, pollsters, and the
candidates themselves As nated earker, campaign stralegies are affected by the nature of the Lmes and the state of the economy, by the ncumbent or challenger
status of the candidate; by the issuss, condiions, scandals, or evens currently bemg spolighted by the medsa; and by the dyramucs of the campaign iself as the
candidates aftack and defend themselves

Presidential election campaigns must focus on the e or The presudent 1s not elected by the national popular vote total but rather by a majonty of the
elactoral votes of the states. Flectoral vtes are won by p . winner take-all popular volmg w each of the states (see Up Close. “Understanding the Electoral
College") Thus a rarrow phurality win m a state delivers al of that state’s electoral votes Big-stale victories, even by very narrow margins, can deliver big clectoral

prmzes. The tuggest prizes are Califorma wilh 54 electoral votes, New York with 33, and Texas with 32. With a total of 538 electaral votes at siake, the winner must
garner victories in states that total a minivmum of 270 electoral votes

(T

As you read each section, you will encounter the active elements. Let’s become acquainted with
some of these active elements.

D= - - — — Activebook: User Guide —— ~ — P =]

i

activebook Click on a

key term
Sociology (activebook) to read its

John Macionis

definition.

B/ -0l x

What Is Culture?

Sm:mlnglsts define o as the vaives, beitefi, beiavior, aoid 1
peopie’s way of iife Culture includes what we think, how we act,
bridge to our past and a gude to the future (Soyinka, 1991)

3 To begn to understand all that culture entails, 1t 15 helpful lo chs
Professor’s Book Home What socologists call nommateral culture 15 Hie 1
Comments Chapte nts socrety, 1deas that range from altruusm to zen |

Prof's Comments things created by imembers of a socrety, ewer
1S wh.ere you Not only does culture shape what we do, it alsa helps form our p| Fersonal disorientation when experiencing an unfamiliar way
can find your 9 inaccurately, describe as "human nature " The warlike Ya nomar| of life
s %\ aggression 15 natural, whereas, halfway around the world, the Sej
pI’OfESSOF S *f)% cooperation The cultures of the United States and Japan both str U Cigss
) members of our soaety value mdividualism more than the Japan y
thoughts on a group-onented

. X ‘
pamcular t0p|C- Given the extent of cultural differences in the world, and people's tenaency,
lifz as "hetter" or "natural.” 1t 15 no wonder that travelers often feel il
disorientation wiwn experiencing ai wimiliar way of iife

28 [ I LT
| ]

VIEW UIEL OWI Way 01
€, persona

Cii s D AN D flreonns (S

Professor's Comments

Listen to quotes from key figures by

Management (activebook) Y .
Chapter 10: Being a Leader clicking on the audio example.
Theories of 1
) Activebook: Audio Example_1
101 - I\hlngament
Leader Memb

&] © Internet

One ought to be both feared and loved, but as it 15 difficult
for the two to go together, 1t 15 much safer to be feared than
lowved for love 15 held by a chain of obligation wiuch,
men bang selfish, 15 broken whenever 1t serves thar
purpose But fear 15 mantamed by a dread of punishment,
wiuch never fails
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Active Poll

If you had been elected president in 1868, how would you approach Reconstruction?
Choose the option below that best describes your pod.tinn. Under your
administration, there would be

O asgnificant federal presence in the South, with the goal of transforming southem
society and protecting the nghts of Afncan Amencans

O alimited federal presence in the South, but the federal government would step 1n
whenever the nghts of Amencan atizens were threatened

O arapid retum to local control of state govenments wath as little federal involvement

An active poll asks you to
respond to an interesting ques-
tion or to voice your opinion on
an important issue.

as possble

— () Activebook: Active Poll Results

After you vote in the poll, you
are shown the results. These
results reflect the votes of all the
students who are using this
activebook.

acti veféol 1

View Fav

b Active Poll Resuits

If you had been elected president in 1868, how would you approach Reconstruction?
Choose the option below that best describes yourpud.unn. Under your
administration, there would be

- sgnificant federal presence in the South, wath the goal of transforming
54.55%  southem soaety and protecting the nghts of Afncan Amencans

= 7] a limuted federal presence in the South, but the federal government would step
36.36%  1n whenever the nghts of Amencan atzens were threatened

H009% @ rapid retum to local control of tate governments with as little federal

wvalvement as posable

Now that you've had a chance te voice your opiuon, 1t's ime to think about how you would
defend your postion [s your position based pnmanly on histonical. practical, or moral
grounds” How would you have gone about convinang Congress to support your plan” If
your plan was adopted, what impact do you think 1t would have had on the course of

Amencan hustory”?

Now that you've had a chance 1o read about a number of leadership
theonies, let's return to the leadershup challenge facing Liz and CanGo =
In the wideo that follow's you'll ses Liz make a second attempt to lead
the gamers As you watch, don't assume that Lz's approach to
resolving the situation 15 the only, or best, one possible Be crtical
Apply what you've learned so far Think about your own expenence
How would you solve the problem?

her ultimate success with the young gamers?

| As you've seen, Liz 15 on the nght track At this pomnt, what specific adwce would you give ha i

In a video exercise, you
watch a video and then
respond to questions.

 oa N =/

[Provide the gamer group with more step by step
instructions.

How did | do?

~

Close I

Feedback is provided by
clicking the How did | do?
button.

3

Now that you've had a chance o read about a number of leadership
theones, let's retun to the leadership challenge facing Liz and
CanGo In the video that follows you'll see Lz make a second
attempt to lead the gamers As you walch, don't assume that Lz's
approach to resolving the situation 1s the only, or best, one possible |
Be crtical Apply what you've leamed so far Thmnk about your own |
expenence How would you solve the problem?

| As you've seen, Liz1s on the nght track At this pon. what spcnﬁ: advice would you give her to help
msure her ultimate success with the young garners?
= Prowide the gamer group with more step by step mstructions.
We know that the gamers are eager 1o please Liz. The problem is not motivation. They
just lack a clear sense of their and the steps Y to complete it. What they need
is structure, guidance, and confidence. With this in mind, Liz might consider

. breaking the propesal creation process down into manageable steps
helping the gamers set priorities
making an experienced mentor available to l.btgumn
acknowledging the gamers' lack of them to ask
expressing her conviction that, withﬁnpran help, the gamers will achieve their goal

it ok ) o

Now that you have helped Lz refine her leadershup style with regard 1o the gamers, returm 1o the text and begin
thinkng about how you can cultivate strong leadershup skalls

Close
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In addition to video exercises you might also find an active exercise or an active example.

BN -l x|
An active exercise

allows you to explore
a particular topic.

| Can you change your personality? What if you didn’t see yourself: ctiviboo ve: Exerciye - Microsa 3 8 L‘J =10i x|
mentioned earlier as being those of a leader? You may not be ablet
what can you do to develop those traits that have been identified as

Use those traits as often as possible until tl

Active Exercise

jpecome part of who you are.
1 Can you change your personality? What 1f you didn’t see yourself i any of the traits that were mentioned
earlier as beng those of a leader? You may not be able to re-make your personality, but what can you do

. /
to devdop those traits that have been identified as necessary for leadership?

Close = Use those traits as often as possible until they become part of who you are

- Changing your personality may not be possible, but your text mentions that you can
helm one trait — self-confidence — by taking on a leadership role in situations where you already
. . have some level of confidence. Think of a hobby or interest you have — is there any way for you to
Click the How did | do? but- take a role there? Remember also that leaders know their business well. You can

develop this trait by taking the time 10 learn the “ins and outs" of your job.
ton for feedback. e oy

Close

=l
Active concept checks occur at the end of every major section in your activebook.
 Ep -loix|

Use the active con-
cept check

Concept Check to gauge your under-
standing of

1. The Electoral College meets in Washington D.C. the important

Ga True topics in a section.
y, False
2. The four states with the most electoral votes are
@ 3  Califormia, Texas, Florida, and New York
€y, California, Texas, New York 17 ) B -1ojx|
¢ ¢, California, Texas, Pennsylva: =
4 Califormia, Texas, Illinois, an
3. In the past six presidential elections, ! active 'com:ept check
the Democrats four times. .
ca True View Favontes | Ad meh— | Wiew Motes
@p False /7 Concept Check
How did | do? | € 1. The Electoral College meets in Washington D.C

F k is pro-
.eedbac S p o The Electoml College never meets in a single location. They meet at their respective
vided by clicking state capitals. Review the Concept

the How did | do? W 2 The four states with the mos) electoral votes are
button. a. California, Texas, Florida, asd New York.

EQ =10l x)
[+ |

Ghack + % - D D) 2| Qoesrch [ifFavortes FHstdy SN S - o R Click review the

. The Presidential Campaign: The Gener il Election Battle concept to Jjump
to where the mate-
Buoyed by the conventions—and often by postconvention flounces m the polls—the new nominees must now face the general dlectorate
rial was discussed
General Election Strategies Strateges n the g eiection are as vanied as the imaginations of campatgn adwisers, mecka consultants, pollsters, and the
candidates themselves As noted earher, campaign are affected by the nature of the tumes and the state of the economy, by the mcumbent or challenger in the chapter
status of the candidate, by the issues, conddions, s or events currently beng spotlighted by the medi, and by the dynamics of the campaign tseif as the .

candhdates attack and defend themselves

Presidential election campaigns must focus on the Electoral Collsge. The president is not dlected by the national popular vote total but rather by a majority of the
electoral votes of the states. Electoral votes are won by plurality, winner-take-all popular voting in each of the states (see Up Close: "Understanding the Flectoral
Cdegz’) Thus a narrow plurality win in a state delivers ail of that state’s clectoral votes. Big-state victories, even by very narrow margins, can deiver big electoral
prizes. The biggest prizes are California with 54 electoral votes, New York with 33, and Texas with 32 With a total of 538 electoral votes at stake, the whver must
gamer victories n states thas sotal a mintraum of 270 electoral votes.
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All of your end-of-chapter resources and a practice quiz can be found in the chapter
wrap-up section.

B =10l x|

Out of Many: istory of the Amseican People. Yolume 1 (activebook)
John Mack Far Mari Jo Buhle Daniel Czitrom  Susan H. Armitage

Chapter Wrap-Up

| click to

struction had won

By 1877, the forces promotng a bmuted wision of R

The country was reuntted poltically, but the end o

In spite of this, newly freed African Americans succeeded in laying the foundations for the modem Afnican American community

With Reconstruction over, federal attention turned to the conflict between business and labor, with govemnment emerging a5 the protector of busmess mierests

chapter

* Conclusion

* Practice Quiz

* Review Questions
.

.

Elo) -loix

Chronology
Recommended Reading L

{3 N

Practice iz

The chapter wrap-up contains a practice )
. When using critical leadership thinking skills, leaders do all of the following

quiz, which tests your knowledge of the EXCEPT
information presented in the chapter. @3 blame someone for what is happening
Again, you are provided with feedback. "y, decide on a leadership action.

¢ ¢ account for what is happening

EIA =101 x] fiy what is happening.

1 a questionnaire that asks you to describe your least desirable co-
are contributing to which of the following leadership models?
prsity of Michigan

Goal

er Contingency

78 Act vt

kr-Participation

V 1 When using critical laadersl'up thmlung skills, leaders do all of the fOHfJWLﬂg leader snlzee nrohleme and makec deciciane hereelf nemo

EXCEPT
blame someone for what is happerung

a.
b decide on a leadership action
¢ account for what is happening
d. identify what is happening
1T a
ra Some resources you might find in the chapter wrap-up sec-
A leader using critical leadership thinking skills does not generally . . . ; >
hlainé somacne for a problem; tion are review questions and recommended readings.

2C 2 If you fill out a questionnaire that asks you to describe your least desirable
co-waorker, you are contnbuting “ﬁ, s 1=

a  University of Michigan
b. Path-Goal
¢ Fiedler Contingency Back v =+ - () 2] A ‘Qoearch [ ijFavorites (PHistory N 8 - = R
d. Leader-Participation activebook 2l
rd
T €
s 3 Out of Ma 1 A History of the American People. Vol 2 1 (ActiveBook), 3/e
The Fiedler Contingency model S e e R s el et
Desirable Co-Worker questio:
(3 The leader solves proly Chapter Wrap-Up B .
information available at the time B :i
a. participative
b, autocratic By 1877, the forces promoting a limited vision of Reconstructi
c. situational
The country was reunted politically, but the end of Reconstruc
d. considerate

- In spite of this, newly freed African Americans succeeded in lgl,

b How did vanious wvisions of a "rec onstructed" South &iffer? How did
With Reconstruction over, federal attention tumed to thefonfls these wistons reflect the old political and social dmisions that had led to terests
’” the Civil War?

o

What key changes did emancipation malke i the poltical and economue

* Conclusion status of African Amencans? Discuss the expansion of citizenship nghts
 Practice Quiz 1 the post-Cial War years To what extent did women share in the gains
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