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Preface

There are many good textbooks on marketing management. Perhaps
partially because of this fact, colleagues, fellow authors, and my own
as well as competiting publishers have asked the question: “What
niche are you targeting?’’ the assumption being that it was no longer
possible to write a generalist marketing management textbook for fu-
ture marketing managers, but rather that the writer must choose
among an emphasis on the traditional tactical approach of product,
price, promotion, and distribution; an emphasis on planning; an em-
phasis on strategy; an emphasis on implementation; or an emphasis
on something else. This is not to say that some very excellent books
haven’t appeared in each of these specialty areas. But what I was trying
to do was entirely different and I answered accordingly. This was that
I wasn’t writing for a niche at all, but rather for a clearly defined
segment of students of marketing: those who must not only understand
the theory but must apply it in the marketplace.

The Practice of Marketing Management was written to be used by
marketing professors in educating marketing students to this purpose.
While I consider it evolutionary rather than revolutionary, I have de-
parted from standard practice in textbook writing to achieve this de-
sign. First, it is structured around the marketing plan. The marketing
plan is that single tool that leads the marketing manager to accomplish
marketing objectives. To develop it requires analysis, planning, and
workable strategies and tactics. And lest it become simply one more
report merely demonstrating the theory of marketing, it must be im-
plemented. The layout and content of this book can lead to a profes-
sionally prepared marketing plan, whether accomplished by upper-
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division undergraduate students or by those completing their MBAs. I
know this not only because I have taught both groups using the meth-
odology contained in this textbook, but because students have in some
cases entrepreneurially used the plans they developed or sold their
plans outright to someone else who did.

For some years I was particularly proud of the fact that one of my
students sold his marketing plan, completed in my course, for $5,000.
Then in the summer of 1985 I made a presentation that included sample
plans to an audience of both academics and practitioners at the Uni-
versity of Missouri at Kansas City. Several practitioners who were in
the business of preparing such plans professionally stated most em-
phatically that they were undervalued. They appraised samples that I
had with me as being worth $25,000 each. Yet these had been accom-
plished not by MBAs, but by undergraduate students. To amplify what
I have said, a fully developed marketing plan doesn’'t have to be a
product of the marketing management course taught—Dbut it can be.

My second major deviation in preparing this text has been in the
style of writing. I was determined to use the very latest scientific re-
search from the marketing journals that act as a conduit in making
available the developments in our profession. But I did not want to
make the error emphasized by David Ogilvy in his book Ogilvy on Ad-
vertising. Ogilvy quoted from an article from one of our most presti-
gious scientific journals and stated that he could not even understand
it. If a foremost practitioner cannot understand such an article, how
can we expect a marketing student to do so? The truth is, we cannot.
It is the job, even more the duty, of the textbook author to include the
latest scientific developments in the field, but to make certain that they
can be understood by the student who is required to read and master
them. To accomplish this task, I have relied on my experience as the
author of books for marketers. I have included what I consider to be
the latest and most relevant scientific research on marketing. But I have
written about it in the most interesting way that I could. Tests that I
and several of my colleagues have conducted in using material written
in this style have led us to the conclusion that not only does the style
not detract from the content, but that it motivates both toward a more
through reading and understanding of the material.

The third major deviation for a generalist marketing management
text is the inclusion of cases for classroom discussion and student
analysis. Accordingly, you will find not only 21 full-length cases, but
more than 60 vignettes, all of which illustrate important points about
marketing.

Finally, as I indicated earlier, The Practice of Marketing Manage-
ment is about applying theory to practice. As such, I have tried to not
stop at explaining the theory, but to go on and show how it can be
applied. I am extremely proud of the manuscript's reception by review-
ers, in this vein, such as one by a well-known author of a textbook on



marketing strategy who said about one chapter,” one of the most thor-
ough strategic marketing management chapters that I've ever read.”

But in the final analysis, it is for you, as marketing students, and
educators, to determine whether or not this text fulfills its purpose. Its
success I share with many. Not only my two editors at Macmillan, Bill
Oldsey, and Ron Stefanski, but also my many reviewers and evaluators
whom I have thanked by name elsewhere. But as to the book's faults,
they are mine alone.

Instructor’'s Manual:

The accompanying Instructor’s Manual is divided into five parts. Sec-
tion I lists alternative syllabi for various semester length courses. Sec-
tion II gives chapter overviews, lecture outlines, discussion questions,
and additional reading lists for each chapter. Simulation or experien-
tial exercises for each chapter are also included. Section III contains
student examples of marketing plans along with additional forms and
instructions for developing marketing plans. Section IV covers the
teaching objectives, issues, and epilogues for each of the twenty-one
cases found in the text. Finally, Section V contains fifty-three trans-
parency masters for classroom use.

Test Bank:
The Test Bank includes 2,100 multiple choice and true/false exam
questions.

Computerized Test Bank:
A computerized version of the test bank is available for IBM and Apple
microcomputers.

Software for Case Analysis:

A set of templates, both Lotus 1-2-3 based and stand alone are available
to help students address 1-2 questions per case. The questions will
help familiarize the student with marketing management concepts. The
Instructor’s Manual, Student Guide, and software are available
through your local Macmillan sales representative.

The responsibility for THE PRACTICE OF MARKETING MANAGEMENT
is mine alone. But it is with great pleasure that I acknowledge and
thank my reviewers. Whether they evaluated the entire manuscript, or
only portions of it, their contributions were many and significant and
greatly enhanced the final product.

Kerri Acheson, Northwestern University
Cynthia L. Bascom, Ohio University
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The Marketing Manager:
Tasks and

Responsibilities

This section is the foundation for understanding the sections of the text which follow, and
is therefore crucial for mastering the tasks and responsibilities of the marketing manager.
Chapter 1, The Role and Functions of the Marketing Manager introduces the concept of
marketing in the context of the activities of the marketing manager. You will learn what a
marketing manager does and what he (or she) is responsible for and how the activities of
the marketing manager contribute to the success of the firm. This is followed in Chapter 2,
Strategic Marketing Management by the introduction to one of the major activities of the
marketing manager: the development of strategy. You will learn how strategic marketing
management is integrated with marketing strategy and marketing tactics, and you will learn
practical techniques for applying these important skills. Finally, in Chapter 3, The Marketing
Plan and Planning Process, you will be given procedures which will allow you to develop a
marketing plan for any product, project, or service that you choose. | consider this one of
the most valuable chapters in the book, for my own students have used this information

to write plans which have won competitions for planning, were sold for thousands of
dollars, and which benefited those who implemented them by helping their projects
become successful. ]



