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PREFACE

What makes marketing unique? Perhaps it is the
blend of people and organizations, science and
“art, conscious decisions and blind chance. A
textbook must recognize the challenges, contro-
versies, and constraints that marketing profes-
sionals encounter. Like our first edition of Mar-
keting, this new edition tries to capture the vi-
tality of marketing for you, the reader.

We are delighted by the success of the first
edition of Marketing. To date, over 150,000 stu-
dents and 1,000 instructors have used it, and we
value highly both the positive comments and
the suggestions for improvement we’ve received
from both groups. In this edition we have tried
to build on the strengths of the original book
while adding new material that reflects the latest
developments in this dynamic field.

NEW IN THIS EDITION

* We have expanded coverage of ethical,
legal, and regulatory issues to attempt to
demonstrate how they affect marketing. We've
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added new material in “Promotional Process, Sales Promotion, and Publicity”
(Chapter 16), discussing possible abuses of promotion and its ethical and social
dimensions. In other chapters we discuss laws and regulatory trends that affect
pricing, advertising, and packaging decisions.

* Significant new marketing topics have also been added, such as hyper-
markets, single-source data, the “people meter,” and just-in-time inventory. We
also analyze current trends in the field, including the move toward “lean” man-
agement structures, regional and ethnic market segmentation, entrepreneurial
startup businesses and the resurrection of old stand-bys as new stars in many
companies’ product lines.

* Finally, significant recent research related to marketing is utilized. We
believe that students must be aware of important research that analyzes and
explains consumer behavior and the success or failure of marketing programs.
This edition features an in-depth treatment of consumer behavior (Chapter 4)
that examines both classic research and the latest studies on psychographics,
demographics, and psychology. In addition, Marketing Research Reports
throughout the book relate research findings to important issues facing mar-
keting managers.

As in the first edition, we want to move you out of the role of bystander
and to involve you in the role of the marketing decision maker. We introduce
you to contemporary people and organizations that have made both brilliant
and disastrous marketing decisions. These extended examples appear both in
the text and in the Marketing Action Memos found throughout the book, which
apply marketing principles to actual situations.

Our innovative pedagogical approach was overwhelmingly endorsed in
the first edition, and we utilize it again in this edition. The book reinforces
major concepts as they are introduced in each chapter to stimulate your under-
standing of them and foster your ability to apply them appropriately. At the
end of every major section, Concept Checks pose 2 to 3 questions to test your
recall. The Learning Objectives at the beginning of each chapter and the Key
Terms and Concepts and Summary at the close provide further reinforcement.
We also include Suggested Readings, which are annotated to help you decide
which source would be most useful to investigate for further information. We
believe these features are a giant stride toward capturing on paper the dynamic
nature of marketing.

Marketing, Second Edition, is divided into six main parts. Part One, Ini-
tiating the Marketing Process, looks first at what marketing is and how it
identifies and satisfies consumer needs (Chapter 1). Then Chapter 2 provides
an overview of the strategic marketing process that occurs in an organization—
planning, implementation, and control—which provides a structure for the text.
Chapter 3 analyzes the five major environmental factors in our changing mar-
keting environment.

Part Two, Understanding Buyers and Markets, first describes, in Chapter
4, how ultimate consumers reach buying decisions. Next, because of their im-
portant differences from ultimate consumers, industrial and organizational buy-
ers and how they make purchase decisions are covered in Chapter 5.

In Part Three, Targeting Markcting Opportunities, the marketing research
function is divided into two important parts: collecting (Chapter 6) and using
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(Chapter 7) marketing information. Chapter 7 also describes how today’s mar-
Letine managers use marketing decision support systems and make market and
sales forecasts. The process of segmenting and targeting markets and positioning
products appears in Chapter 8.

Part Four, Satisfying Marketing Opportunities, covers the four P’s—the
marketing mix elements. Unlike most competitive textbooks, the product ele-
ment is divided into the natural chronological sequence of first developing new
products (Chapter 9) and then managing the existing products (Chapter 10).
Pricing is covered in terms of underlying pricing analysis (Chapter 11), followed
by actual price setting (Chapter 12) and the related Appendix A, “Financial
Aspects of Marketing.” Three chapters address the place (distribution) aspects
of marketing: “Marketing Channels and Wholesaling” (Chapter 13), “Phys-
ical Distribution” (Chapter 14), and “Retailing” (Chapter 15). Retailing is a
separate chapter because of its importance and interest as a career for many
of today’s students. Promotion is also covered in three chapters. Chapter
16 discusses marketing communications in general and presents an in-depth
treatment of sales promotion, an activity that often exceeds advertising in
the promotional budgets of many firms but receives minimal coverage in
many current textbooks. “Advertising” (Chapter 17) and “Personal Selling
and Sales Management” (Chapter 18) complete the coverage of promotional
activities.

Part Five, Managing the Marketing Process, expands on Chapter 2 to show
how the four marketing mix elements are blended to plan (Chapter 19) and
implement and control (Chapter 20) marketing programs. Because these topics
can become very abstract, both chapters close with an example of how Yoplait
Yogurt’s marketing program is planned, implemented, and controlled.

Part Six, Expanding Marketing Settings, devotes separate chapters to two
marketing topics of increasing importance in today’s world: international mar-
keting (Chapter 21) and marketing of services (Chapter 22). The part closes
with Appendix B, “Career Planning in Marketing,” which discusses the mar-
keting jobs themselves and how to get them.

Cases from actual organizations, a detailed glossary, and three indexes
(brand, product, and firm; author; and subject) complete the book.

As we observe in Chapter 1, we genuinely hope that somewhere in Mar-
keting the reader will discover not only the challenge and excitement of mar-
keting, but possibly a career as well.

Supplements

Producing supplements of extraordinary quality and utility to complement the
text itself was, from the onset, a primary objective of the authors and publisher.
Too often, emphasis and investment in these key components are based on
quantity, not utility. All supplements accompanying this text that are to be used
with students, from the test items to the study guide, have been reviewed by
many of the same instructors who critiqued various drafts of the text. Addi-
tionally, much attention has been given throughout to providing elements and
features in these supplements that were requested by both inexperienced and
experienced instructors. As a result, each component contains several features
not offered with any other marketing text.
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Instructor’s Manual
The Instructor’s Manual includes conversion notes, lecture outlines, trans-
parencies and transparency masters, and answers to text questions. Supplemen-

tary Marketing Action Memos and Marketing Research Reports are also pro-
vided.

Transparency Acetates
A set of 200 overhead transparency acetates in both two and four colors is

available free to adopters. More than two-thirds of these have been developed
from outside the text.

Test Bank

Our Test Bank has been reviewed to ensure clarity, accuracy, and an appropriate
range and level of difficulty. It contains more than 2,000 questions, categorized
by chapter, by subject area within the chapter, and by level of difficulty. With
this edition, the bank also includes approximately 20 applications questions, 5
essay questions, and approximately 75 to 100 multiple choice questions per
chapter, making it one of the most comprehensive test packages on the market.

Computest II Microcomputer Testing System

In addition to the printed format, the computerized test bank i1s also available
free to adopters. The easy-to-use test bank includes all the questions in the
printed version. Additional benefits include the ability to:

* Add or delete individual test items.

* Personalize individual questions.

* Generate several versions of the same exam.
* Maintain class files and test scores on disk.

Videotape Case Studies

A unique series of contemporary marketing programs is available on a videotape
cassette. Subjects range from the conception and launching of new products to
strategies used in designing advertising programs.

Study Guide

Coauthored by an educational consultant, the Study Guide enables the student
to learn and apply marketing instead of simply memorizing facts for an ex-
amination. New case problems and five types of exercises are used to accomplish
this goal: (1) application exercises, (2) matching terms to definitions, (3) match-
ing concepts to examples, (4) recognition and identification exercises, and (5)
chapter recall.

Computer Problem Software
This software features short cases and problems that allow students to make
marketing decisions and see the results.

Newsletter

An annual newsletter will update the text with supplemental Marketing Research
Reports, Marketing Action Memos, transparency masters, and reprints of per-
tinent magazine and newspaper articles.
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DEVELOPMENT OF THIS BOOK

As with any new product, developing a good textbook requires extensive market
research and comparative analysis of the competition. We were fortunate in
having the developmental resources of Times Mirror/Mosby and Richard D.
Irwin to support this effort. To guide the basic focus of the book, we conducted
focus groups, group discussions, and reviews of the manuscript, as well as class-
testing the manuscript in actual teaching situations. Additionally, photo re-

searchers worked closely with us to select illustrations that would effectively
reinforce the textual narrative.

In creating the second edition, we drew on multiple sources. In addition
to another focus group, we commissioned faculty who were using the first
edition to keep regular “diaries” documenting their classroom experiences. We
also commissioned instructors who were familiar with other textbooks to do
comparative reviews that told us how our book could be improved. The wealth
of information that resulted from these reviews enabled us to determine which
features of the manuscript were most effective and revise those which needed
more work.

Finally, faculty from various schools nationwide were commissioned to
review our first and second drafts, on a chapter-by-chapter basis. Our textbook
cases, test bank, software, and study guide also underwent this painstaking
attention and concern for quality.

ACKNOWLEDGMENTS

Writing and publishing a major textbook and supplements package are beyond
the capacity of one author—or even three! The preceding section demonstrates
the amount of reviewing that went into this project, and we are deeply grateful
to the numerous people who have shared their ideas with us. Reviewing a book
or supplement takes an incredible amount of energy and attention, and we are
glad that the people listed below took the time to do it. Their comments have
inspired us to do our best.

Reviewers who contributed to the first edition and basic focus of this book
include:

William D. Ash
California State University, Long Beach

Joe Cronin
University of Kentucky

Thomas Bertsch
James Madison University

William Brown
University of Nebraska, Omaha

William G. Browne
Oregon State University

Stephen Calcich
Norfolk State University

Gerald Cavallo
Fairfield University

S. Tamer Cavusgil
Michigan State University

Ken Crocker
Bowling Green State University

Lowell E. Crow
Western Michigan University

Bill Curtis
University of Nebraska, Lincoln

Dan Darrow
Ferris State University

Martin Decatur
Suffolk County Community College

Francis DeFea
El Camino College

Bill Dodds
Boston College

James Donnelly
University of Kentucky

PREFACE

ix



Roger W. Egerton
Southwestern Oklahoma State University

Charles Ford
Arkansas State University

Leslie A. Goldgehn
California State, Hayward

James Grimm
Hlinois State University

Al Holden
St. John’s University

Jarrett Hudnall
Stephen F. Austin State University

Mike Hyman
University of Houston

Kenneth Jameson

California State University, Dominguez Hills
Jim Johnson

Saint Cloud State University

Mary Joyce

University of Central Florida

Herb Katzenstein

St. John’s University

Roy Klages

State University of New York at Albany

Priscilla LaBarbera
New York University

Ed Laube
Macomb Community College

Karen LeMasters
University of Arizona

Richard Leventhal
Metropolitan State College

Lynn Loudenback
New Mexico State University

Robert Luke
Southwest Missouri State University

Bart Macchiette
Plymouth State University
James McAlexander
Towa State University

Peter McClure

University of Massachusetts, Boston

Jim McHugh

St. Louis Community College at Forest Park

Gary McKinnon
Brigham Young University

Lee Meadow
Bentley College

Ron Michaels
University of Kansas

PREFACE

Stephen W. Miller
St. Louis University

Donald F. Mulvihill

Virginia Commonwealth University
Joseph Myslivec

Central Michigan University

Carl Obermiller

University of Washington

Allan Palmer

University of North Carolina, Charlotte

Dennis Pappas
Columbus Technical Institute

William Perttula
San Francisco State University

Michael Peters
Boston College

Bob Ruckert

University of Minnesota
Starr Schlobohm
University of New Hampshire

Stan Scott
Boise State University

Bob Smiley
Indiana State University

Robert Swerdlow
Lamar University

Clint Tankersley
Syracuse University

Andy Thacker
California State Polytechnic University,
Pomona

Fred Trawick

University of Alabama at Birmingham
Ottilia Voegtli

University of Missouri, St. Louis

Gerald Waddle
Clemson University

Randall E. Wade
Rogue Community College

Kaylene Williams

University of Delaware

Wilton Lelund Wilson
Southwest Texas State University

Robert Witherspoon
Triton College

Van R. Wood
Texas Tech University

William R. Wynd
Eastern Washington University



Reviewers who helped us create this new edition include:

Siva Balasubramanian
University of Iowa

A. Diane Barlar
University of West Florida

James Barnes

University of Mississippi

S. Tamer Cavusgil

Michigan State University
Clark Compton

University of Missouri, St. Louis
Ken Crocker

Bowling Green State University
John H. Cunningham
University of Oregon

Dexter Dalton

St. Louis Community College at Meramec

Martin Decatur
Suffolk County Community College

Barbara Evans
University of Melbourne (Australia)

Donald Fuller
University of Central Florida

Kenneth Goodenday
University of Toledo
Richard Hill
University of Illinois
Mike Hyman
University of Houston

James C. Johnson
St. Cloud State University

Herbert Katzenstein

St. John’s University

Irene Lange

California State University, Fullerton

Kenneth Maricle
Virginia Commonwealth University

Elena Martinez
University of Puerto Rico

James Meszaros
County College of Morris

Fred Morgan
Wayne State University

Keith Murray
Northeastern University

Allan Palmer
University of North Carolina, Charlotte

Richard Penn
University of Northern Iowa
John Penrose
University of Texas, Austin

Joe Puri
Florida Atlantic University

James Rakowski
Memphis State University

Heikki Rinne
Brigham Young University

Eberhard Scheuing
St. John’s University

Stan Scott
Boise State University

Allen Smith

Florida Atlantic University
Robert Swerdlow
Lamar University

Andrew Thacker
California State Polytechnic University,
Pomona

Thomas Trittipo
Central State University, Oklahoma

Sue Umashankar
University of Arizona

Harlan Wallingford
Pace University

James Wilkins
University of Southwestern Louisiana

We were also fortunate to be able to call on the special expertise of individuals
who reviewed and revised parts of the text and supplements. Attorney Robert
J. Dockery of Becton Dickinson reviewed and corrected legal topics in the book,
and Finance Professor James M. Gahlon reviewed Appendix A, “Financial As-
pects of Marketing.” James C. Cross of the University of Minnesota revised
Chapter 14, “Physical Distribution”; Robert W. Ruekert of the University of
Minnesota revised Chapter 16, “Promotional Process, Sales Promotion, and
Publicity” and Chapter 17, “Advertising”; and Steven W. Hartley of the Uni-
versity of Denver revised Chapter 22, “Marketing of Services” and Appendix
B, “Career Planning in Marketing.” Lee Meadow of Bentley College provided

PREFACE

xi



xii

helpful advice on the Test Bank, and educational consultant Erica Michaels,
assisted by Ron Michaels of the University of Kansas, wrote the Study Guide
and coauthored the Test Bank. Carl Obermiller of the University of Washington
also contributed to the Test Bank.

The business community also provided great help in making available cases
and information that appear in the text and supplements—much of it for the
first time in college materials. Thanks are due to Earl Bakken of Medtronics,
Fernando Garcia of Garid, Susan Narayan of 3M, Roy D. Adler of Pepperdine
University, George B. Glison of Southern Illinois University, and James E.
Nelson of the University of Colorado. We also acknowledge the help of Craig
Britton and Jan Tritsch of Pillsbury, Ed Johnson of Minnesota Color Envelope,
Kristi Rudelius, Scott Tonneslan, Steven Rothschild of General Mills, Roger K.
Thompson of The Olive Garden, Wanda Truxillo of IBM, and James Watkins
of Golden Valley Microwave Foods.

Staff support from the University of Massachusetts, the Southern Meth-
odist University, and the University of Minnesota was essential.

Finally, staff members and consultants at Richard D. Irwin and Times
Mirror/Mosby have been invaluable in helping us get this text into your hands.
We thank Elizabeth Schilling for managing the project, setting high standards,
and bringing all the pieces together. Her broad knowledge of the marketing
field and the academic marketplace was a valuable guide in building a cohesive
package that we confidently feel is the best available. Alice Fugate read the
manuscript closely, managed the review process, and provided valuable com-
ments on style, content, and illustrations—not to mention deadlines! But no
matter how tight the schedule, she retained both her tact and her sense of humor.
We would also like to thank Diane Beasley for designing a visually exciting
textbook, and Mark Spann and Donna Walls for helping us meet tight production
schedules.

We thank all these people and organizations for their contributions. We
feel that together we have provided you with the second edition of an educa-
tionally vital yet immensely readable book.

ERIC N. BERKOWITZ
ROGER A. KERIN
WILLIAM RUDELIUS

PREFACE



CONTENTS IN BRIEF

PART ONE
INITIATING THE MARKETING PROCESS

1 Marketing: A Focus on the Consumer 3

2 Marketing in the Organization: An
Overview 29

3 The Changing Marketing Environment 57

PART TWO
UNDERSTANDING BUYERS AND MARKETS

4 Consumer Behavior 89
5 Industrial and Organizational Buyer
Behavior 113

PART THREE
TARGETING MARKETING OPPORTUNITIES

6 Collecting Marketing Information 141

7 Analyzing Marketing Information and
Making Forecasts 169

8 Market Segmentation, Targeting, and
Positioning 195

PART FOUR
SATISFYING MARKETING OPPORTUNITIES

9 Developing New Products 225

10 Managing the Product 255

11 Pricing: Relating Objectives to Revenues
and Costs 283

12 Pricing: Arriving at the Final Price 311
Appendix A: Financial Aspects of Marketing 340

13 Marketing Channels and Wholesaling 349

14 Physical Distribution and Logistics 377

15 Retailing 405

16 Promotional Process, Sales Promotion,
and Publicity 433

17 Advertising 463

18 Personal Selling and Sales Management 489

PART FIVE
MANAGING THE MARKETING PROCESS
19 The Strategic Marketing Process: The
Planning Phase 519
20 The Strategic Marketing Process:
Implementation and Control Phases 547

PART SIX
EXPANDING MARKETING SETTINGS
21 International Marketing 575
22 Marketing of Services 603
Appendix B: Career Planning in Marketing 624




PART ONE
INITIATING THE
MARKETING
PROCESS

xiv

CONTENTS

MARKETING: A FOCUS ON THE CONSUMER 3

Getting the product, market, and timing right 3
Discovering what consumers want 4
Microwave popcorn, marketing, and you 4
What 1s marketing? 5
Being a marketing expert: good news—bad news 5
Marketing: using exchanges to satisfy needs 7
The diverse factors influencing marketing activities 7
Requirements for marketing to occur 8
How marketing assesses and satisfics consumer needs 10
Asscssing consumer needs 10
MARKETING ACTION MEMO Consumers Speak Even When They Are Only
6 Years Old and Don’t Say Anything 12
Satisfying consumer neceds 14
How marketing became so important 18
Evolution of the marketing concept 18
Business ethics: balancing conflicting goals of different groups 20
MARKETING RESEARCH REPORT Customer Complaints: Balancing the
Interests of Customers and Sellers 21
The breadth and depth of marketing 22

MARKETING IN THE ORGANIZATION: AN OVERVIEW 29
“Big Blue’s” search for an encore 29
The strategic management process 30
Defining the organization’s business (mission) 30
Specifying the organization’s goals 32
Identifying the organization’s opportunities 35
MARKETING ACTION MEMO General Electric: A “SWOT” to Get it Moving
Again 37
The strategic marketing process: planning phase 38
How the planning steps tie together 39
Step 1: situation analysis 40
Step 2: goal setting 42
Step 3: the marketing program 44
The strategic marketing process: implementation phase 46
Executing the marketing program 47
MARKETING ACTION MEMO 1BM’s Tactics for an Advertising Encore:
M*A*S*H 49

CONTENTS



Designing the marketing organization 49

The strategic marketing process: control phase 51
Comparing results with plans to identify deviations 51
Acting on deviations 52

THE CHANGING MARKETING ENVIRONMENT 57

You’re invited to a birthday party: white ties and tails, please! 57
How marketing uses environmental scanning 58

The meaning of environmental scanning 58

An environmental scan of the 1990’s 59
Social forces 60

Demographics 60

MARKETING ACTION MEMO “One Nation Under All . . . ? That’s a Bunch
of Beans!” 64
Culture 65

MARKETING RESEARCH REPORT Men and Women Shoppers: Are They
Really Difterent? 66
Economic forces 68
Macroeconomic conditions 68
Consumer income 69
Technological forces 71
The future of technology 71
Technology’s impact on marketing 72
Ecological impact of technology 73
Competitive forces 74
Alternative forms of competition 74
Components of competition 75
Increasing foreign competition 76
The new look in American corporations 76
Regulatory forces 77
Protecting competition 78
Product-related legislation 78
Regulatory controls on pricing 80
Distribution and the law 80
MARKETING ACTION MEMO “I'll Trade Marvin Gardens for Boardwalk” 81
Promotion controls 81
Control through self-regulation 82
Consumerism 83

CONSUMER BEHAVIOR 89 PART TWO

Know thy customer 89 UNDERSTANDING

Consumer purchase decision process 90 BUYERS AND
Problem recognition 90 MARKETS

Information search 90
Alternative evaluation 91
Purchase decision 92
MARKETING RESEARCH REPORT When the Whisper Becomes a Shout: Buy,
Buy, Buy 93
Postpurchase behavior 93
Involvement and problem-solving variations 94
Situational and marketing mix influences 94

CONTENTS XV



Psychological influences on consumer behavior 96
Motivation and personality 96
Perception 98
Learning 99
Values, beliefs, and attitudes 100
Life-style 101
Sociocultural influences on consumer behavior 102
MARKETING ACTION MEMO There is More to Perfume Than the Scent 103
Personal influence 103
Reference groups 105
Family influence 106
Social class 108
Culture and subculture 108

5 INDUSTRIAL AND ORGANIZATIONAL BUYER BEHAVIOR 113

Robotics designs off the kitchen table 113
The nature and size of organizational markets 114
Industrial markets 115
Reseller markets 116
Government markets 116
Measuring industrial, reseller, and government markets 116
Characteristics of organizational buying 118
Demand characteristics 119
Number of potential buyers 119
Buying objectives 120
Buying criteria 120
Size of the order or purchase 122
Buyer-seller interaction 122
The buying center 123
MARKETING ACTION MEMO Reaching the Buying Influencer with
Customized Advertisements 124
Stages in an organizational buying decision 125
Types of buying situations 126
MARKETING RESEARCH REPORT How the Buying Situation Affects the
Buying Center and Selling Actions 127
Three organizational new buy decisions 127
An industrial purchase: an electric motor 128
A reseller purchase: a home food dehydrator 130
A government purchase: Apollo lunar module 131
Marketing to organizations more effectively 132
MARKETING RESEARCH REPORT How Industrial Buyers Select Winning
Bidders 133
Understand the organization’s needs 133
Get on the right bidders list 134
Reach the right people in the buying center 135
Do the job 135

xvi CONTENTS



6 COLLECTING MARKETING INFORMATION 141 PART THREE

When 190,000 taste tests and $4 million were wrong 141 TARGETING
The role of marketing rescarch 143 MARKETING
What marketing rescarch is and does 143 OPPORTUNITIES

Why good marketing research is difficult 144
Steps in making cffective decisions: DECIDE 144
Step 1 in DECIDE: define the problem precisely 145
Objectives 146
Constraints 146
Assumptions 147
Mcasures of success 147
Step 2 in DECIDE: enumerate the decision factors 147
Alternatives: the controllable decision factors 148
Uncertaintics: the uncontrollable decision factors 149
Step 3 in DECIDE: collect relevant information 150
Concepts 150
Methods 150
MARKETING ACTION MEMO “Erascs the Ink, Not the Paper”: Scripto’s
Erasable Pen 151
Secondary data 153
MARKETING ACTION MEMO “Single-Source Data” — A New Source of
Marketing Information 155
Primary data 156

7 ANALYZING MARKETING INFORMATION AND MAKING
FORECASTS 169

How movies usc marketing research and analysis 169
Step 4 in DECIDE: identify the best alternative 171
Best alternative: the solution to the problem 171
Finding marketing solutions through experiments 172
Step 5 in DECIDE: develop and implement a detailed plan 175
Making something happen 175
Marketing a personal communicator 175
Step 6 in DECIDE: evaluate the results 176
Evaluation of the marketing of the personal communicator 177
If at first you don’t succced . . . 177
Review of the DECIDE process 178
D: Define the problem 178
E: Enumecrate the decision factors 178
C: Collect relevant information 179
I: Identity the solution 179
D: Develop and implement a plan 179
E: Evaluatc the results 179
Marketing decision support systems 180
Key elements of an MDSS 180
Ocean Spray’s MDSS 181
When an MDSS is nceded 181
MARKETING ACTION MEMO How an MDSS Helped Save a Guava Drink
from the Scrap Heap 182
Market and salcs forecasting 183
Basic forecasting terms 183
Two basic approaches to forecasting 134
Specific sales forecasting techniques 186

CONTENTS xvii



