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o
PREFACE

In 1983, U.S. Secretary
of Education Terrel Bell described higher edu-
cation in America as a “tide of mediocrity.”
Compared to the conclusions drawn by the Na-
tional Institute of Education in the following
year, this was a flattering characterization.
The NIE found that the quality of university
education has fallen dramatically in recent
years and that student interest and perform-
ance have never been at a lower point.

Such assessments obvi-
ously do not apply to every university or college
or to every subject area. But over the years, I
have been especially bothered by the state of
marketing education at the universities with
which I have had direct experience.

How is the field of mar-
keting viewed in your college or university?
Among nonmarketing faculty, my experience
has been that marketing is all too often re-
garded as less fundamental or noble than other
fields of study. Some even see it as an immoral
activity. When passing students in the hallway
or at the bookstore, I frequently hear how
“easy” marketing courses are or, alternatively,
how the field comes across as a confusing
amalgam of ideas with no underlying core. Fac-
ulty and students tolerate marketing as a nec-
essary part of the curriculum but do not seem
to respect it.

Contrast these reac-
tions to the attitudes held by most marketing
professors and professionals. Among colleagues
and friends, I have always marveled at the
level of pride and commitment to the field of
marketing. Marketers clearly believe strongly
in the importance of what they are doing.

What, then, accounts
for the diverging viewpoints of nonmarketing
faculty and students on the one hand and
marketers on the other? I believe that the di-
vergence lies, in part, in fundamental ambiva-
lences toward buying and selling. From Aris-
totle, to preachings in the Bible, through the
Middle Ages, and up until the present, the role
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of the merchant has typically been disparaged
and stigmatized. Although such prejudices are
slowly breaking down, there seems to be an in-
herent wariness in all of us toward giving and
receiving in general and marketing in partic-
ular. We regard buying as necessary and at
times fun; but selling is construed in less fa-
vorable terms. Yet both must occur if human
needs are to be fully satisfied. Our precon-
ceptions and reactions to marketing are thus
mixed in a way that the study of chemistry,
literature, and the social sciences is not.

In the short run at
least, there is little that we can do to overcome
deep-seated attitudes toward marketing, for
these are rooted in cultural, psychological, and
social processes. But what we can do is strive
to impart valid knowledge, enthusiasm, and re-
spect for marketing.

It is my belief that
what we do in the classroom has a direct bear-
ing on how students conceive of marketing. In-
deed, the materials we use and what we teach
tend to have a self-fulfilling prophecy. If we
approach our subject matter with high ideals,
high expectations, and pride in the field, stu-
dents will respond in a like manner. But if we
feed into existing attitudes and expectations
for mediocrity, we will have thwarted the edu-
cation process and perpetuated a misleading
image of marketing.

Principles of Market-
ing Management was written to provide a com-
prehensive, current introduction to the science,
art, and management of marketing. It is de-
signed to convey a deep understanding of the
dynamics of marketing phenomena and to en-
hance one’s intuition for approaching market-
ing problems. At the same time, it is intended
to stimulate excitement in, and a sense of re-
spect for, the field.

xvi Preface

A Note to Instructors

Principles of Market-
ing Management is not intended as a me-too
product for the mass market. Rather, it is de-
signed to fill a gap in needs not now satisfied
by current offerings.

We seem to have a
choice in introductory textbooks between one
of two extremes. On the one hand are a few so-
called “high-level” textbooks aimed primarily
at the MBA course. These books profess rigor
and allegedly achieve it through injection of
models, mathematics, and other quantitative
material. At the other extreme are the many
principles texts directed largely at the first
marketing course for undergraduates. These
books are marked by an encyclopedic approach
with much color and fanfare. Neither alterna-
tive seems to meet the needs of some faculty
and students for a truly valid window into
marketing behavior and marketing manage-
ment.

The typical MBA text
has at least three shortcomings. First, its con-
tent misleads readers about its thoroughness.
Quantitative content is presented more as a fa-
cade than a foundation for the field. Equations
and models are typically noted so elliptically,
without interpretation, that most students
simply do not grasp their meaning and signifi-
cance. Perhaps this reflects author ambiva-
lence in that an argument can be made that the
place for quantitative content is in advanced
marketing management, models, or other spe-
cialty courses. The second problem with MBA
texts is that, in an attempt to appear manage-
rial, they have omitted much descriptive mate-
rial. Yet most students in an introductory
course need a certain amount of description to
get a sense of what marketing is all about. Fi-
nally, MBA texts all too often make assertions
and offer prescriptions that are presented as
truth when in fact they should be qualified or
noted as mere speculation.



Similarly, most princi-
ples texts suffer from three drawbacks. In the
first place, they espouse simple answers to
problems that are not simple. Much of market-
ing is too complex, too dynamic, for the sweep-
ing generalizations and pat answers that one so
frequently hears. Second, principles texts are
generally not selective enough in their cover-
age and simply overload the student with triv-
ial “facts” best left to the gameboard. At the
same time, there is a general neglect of concep-
tual thinking that is needed to stretch the
mind. Creative performance in the real world
rests on what one expert in the area terms the
“magic synthesis” of abstract “dreams” with
concrete experiences.* Principles texts neglect
the former and trivialize the latter. Finally, as
with introductory MBA books, principles texts
do not clearly enough distinguish knowledge
from conjecture and in the process mislead the
reader.

In Principles of Mar-
keting Management, I have aimed at a niche in
the market consisting of those people seeking a
thoughtful, yet readable, first approach to the
subject matter. My style of writing is some-
what more narrative than the overly struc-
tured and “listy” styles of most MBA texts. By
the same token, I have introduced considerably
more descriptive material than that found in
the typical MBA book yet have avoided the
simplistic treatment of principles texts. In-
deed, rather than doing 25 or so surface chap-
ters into every topic of the field, I have chosen
to do 16 in-depth chapters into the most funda-
mental and timely areas. Nevertheless, there is
ample material even for the lengthy semester
courses found in some schools.

Although greater at-
tention is paid to conceptual content than is
found in principles texts, this is done in a more
accessible, yet more comprehensive, way than
currently exists in MBA books. I try to provide
a sense of history and extended discussions of

*Silvano Arieti, Creativity: The Magic Synthesis (New
York: Basic Books, 1976).

concepts, principles, and examples. Consid-
erable use of visual materials is made to com-
plement analytical concepts, and this is inte-
grated into the flow of the text, not merely
appended to it. In addition, I have purposely
avoided presentation of mathematical material
in most instances with the thought that it can
be reserved for subsequent courses, additional
readings, or instructor presentation, if desired.

Overall, the effect is to
help the reader think more deeply about mar-
keting phenomena, to gain skills in problem
analysis, and to extend these mental tools into
the implementation aspects of marketing. The
emphasis throughout is upon knowledge, the-
ories, research findings, and the conduct of
marketing.

Principles of Market-
g Management is primarily targeted at two
audiences. One is the principles of marketing
course found in upper-level undergraduate pro-
grams. Most juniors and seniors enrolled in
business schools will find it enlightening and
well within their abilities. A second audience is
the introductory MBA marketing management
course found in some colleges and universities.
Specifically, instructors who desire a less quan-
titative but more descriptive approach than
currently available will find this book useful.
In addition, the book is especially appropriate
for marketing courses in night MBA programs
because it is so thorough in the fundamentals
and promotes self-learning when class sessions
are few in number. As secondary audiences,
the book may appeal to certain undergraduate
marketing management courses, the capstone
undergraduate marketing seminar, or execu-
tive teaching programs where a comprehen-
sive, descriptive, and challenging text is needed
to complement cases or course projects. It
should be noted that because the text combines
some of the descriptive content of principles
texts with some of the marketing manage-
ment content of MBA courses, it will not short-
change the nonmarketing major who may never
be exposed further to marketing courses.
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A number of special
features in the text are worth noting. I have
attempted to draw material from the behav-
ioral sciences wherever appropriate. For too
long, basic texts have ignored subject matters
from related fields such as psychology, soci-
ology, organizational behavior, and communi-
cation science. The reader will find that many
marketing principles are more easily compre-
hended and take on new meaning when shown
to reflect everyday aspects of individual and
social behavior. At the same time, I should note
that, as I did research to enrich the behavioral
content of the text, I discovered that a number
of new insights arose. Thus, some original ma-
terial can be found throughout the text and es-
pecially in the chapters on individual consumer
behavior (Chapter 2), social dimensions of con-
sumer behavior (Chapter 3), product (Chapters
4 and 5), marketing communication (Chapter
8), advertising (Chapter 9), and personal sell-
ing (Chapters 10 and 11). In addition, most
chapters contain original frameworks for view-
ing selected subareas of marketing. These can
be seen in key diagrams and the surrounding
discussions.

Another feature of the
text is the threefold approach taken in each
chapter or in pairs of related chapters. Spe-
cifically, I have chosen to begin discussion of
most topics from the micro (i.e., individual
consumer) viewpoint. This perspective is the
one students can identify with, and I find that
it prepares them better for the second and
third perspectives. The second viewpoint is the
macro (i.e.,, economic, social, and/or legal).
Along with the first, it serves as the primary
means to convey descriptive content. The third
viewpoint, which is sometimes broken out as a
separate chapter, is the managerial perspec-
tive. By looking at marketing from micro,
macro, and managerial vantage points, we
come to better see how marketing functions
and what we can do to make it function better

xviii Preface

yet. I believe that, to fully teach and under-
stand marketing, one must see it as an individ-
ual participant, a social actor, and a manager,
and this philosophy is carried throughout the
text.

Still another innova-
tion of sorts is the final chapter. Here I have
attempted to prepare a lively, self-contained
overview of marketing management in general
and the book in particular. Because the chapter
can stand on its own, some instructors may
prefer to use it as the first assignment to pro-
vide a foreshadowing of things to come.

By way of pedagogical
elements, I have included the following:

Chapter Outlines to
sketch the topics to follow and provide per-
spective.

Lead-off Quotes to
stimulate thinking and set a tone of scholar-
ship. Note that many chapters include provoca-
tive quotes from noted authorities, yet take op-
posite stances. This should loosen prejudices,
open one’s mind, and arouse interest.

Chapter Vignettes by
Leaders in Field to communicate where the
particular subfield of marketing stands today
and where it will be going tomorrow. This also
serves to increase legitimacy of the chapter
and provide role models.

Italic Type to identify
key concepts and theories.

Note to Students,
Prologue, and Epilogue to help the student
approach the learning experience with a useful
frame of mind.

Tables, Figures, and
Exhibits to provide a visual complement to
verbal ideas, expand understanding, and intro-
duce new ideas and/or examples.

Chapter Summaries
to capture the key ideas of the chapter by way
of summation. Note that the summaries are
usually long and comprehensive and not of the
token type frequently found in some texts.



Notes to direct the
reader to further research and supporting or
opposing viewpoints. Note that the references
are more extensive than what is commonly
found in texts; yet they do not include superfi-
cial or redundant citations. Rather, only classic
and fundamental contemporary references are
included.

Glossaries to help the
reader grasp and retain key concepts and ideas.
These appear at the end of each chapter, are
cross-referenced where appropriate, and go
into more detail than definitions found in
many other texts.

Chapter Questions
and Points for Discussion to help the reader
push his or her thinking in new directions as
well as to reinforce the material learned.

The following supple-
mental materials are made available as well:

Instructor’s Manual
includes chapter overviews, instructional sug-
gestions, recommended cases, and answers to
end-of-chapter questions. In addition, a special
point is made to provide ideas and examples for
classroom presentation and discussion. Most of
these do not appear directly in the text. Hence,
the opportunity is provided for expansion and
enrichment of the learning experience. Indeed,
enough material is suggested so that the in-
structor preferring never to review points di-
rectly from the text can introduce new exam-
ples and new material into the lecture or
discussion.

Experiential Note-
book and Study Guide includes exercises to
involve the student actively in testing and ex-
tending knowledge.

Test Bank with ap-
proximately 1000 questions suitable for either
quizzes or exams.

A Note to the Student

There is no one correct
way to study from any textbook. Everyone has
his or her own style for studying. If you are
comfortable with the way you approach your
work, then it is probably best to stick with it.
As a point of reference, however, I would like
to make some suggestions that have worked for
me and for some of my students over the years.

It might be helpful to
begin study of any particular chapter with a
quick reading to get a feeling for the gist and
scope of coverage. Focus should be placed on a
few key concepts, the central theme or themes,
and the significance of examples. Because the
chapter summaries are comprehensive, yet rel-
atively short, some people will find these a use-
ful place to start. Don’t worry at this point
about understanding every idea or compre-
hending the details of every argument. Rather,
merely try to get a feeling for the subject mat-
ter in a general sense.

Your main reading of
the chapter should be done slowly and with a
deep understanding as the goal. Begin with a
study of the chapter-opening quotes. These
were selected with a specific purpose in mind
and relate to the content of the chapter and its
implications. Although sometimes subtle, the
quotes point to long-standing, fundamental is-
sues. They usually express deep-seated values
and prejudices and should lead you to think of
the subject matter as you read it in somewhat
broader and more novel ways than is normal.

As you read a chapter,
underline key concepts and ideas. Write notes
or questions in the margin for later review or
investigation. Do not accept things at face
value, but at the same time do not get bogged
down at this point with excessive skepticism or
disagreement. Reserve these reactions for fur-
ther consideration after you are certain that
you have grasped the depth and breadth of the
subject matter.
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When you feel that you
have mastered the message, turn to a deeper
probing and questioning. Go beyond what was
said to think about the origins and validity of
ideas, about how things might otherwise have
been, and about the consequences of what you
have learned for marketing and society in gen-
eral. The questions at the end of each chapter
might help you get started along these lines.

Throughout the term
and at least once a week, you should reread
your underlinings and the chapter summaries
of previously read chapters. This will provide
you with sufficient preparation for any exami-
nations and will give you a solid perspective on
the field after the course has ended.

You should give special
attention to the diagrams and figures in each
chapter. They are included to complement the
verbal content and to expand your comprehen-
sion. If you work to understand each exhibit
and to visualize its message, you will find that
your understanding of the subject matter will
deepen and your intuitive faculties will enlarge
beyond that possible with only verbal learning.
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PROLOGUE: WHY STUDY MARKETING?

It is a general human weakness

to allow things, uncertain and un-

known, to set us up in hope, or
plunge us into fear.

—— Gaius Julius Caesar

(102?2-44 B.C.)

Before we begin our ex-
cursion into the subject matter of marketing,
we should ask ourselves why it is important to
study marketing in the first place. At one level,
you surely are aware that marketing con-
stantly touches our lives and is an important
economic, management, and social foree in so-
ciety. But if you are new to the study of mar-
keting, you may not have thought very deeply
about what marketing is and how it produces
the effects it does. In general, we might think
of four benefits that the study of marketing
can have for us: (1) intellectual value, (2) prac-
tical utility, (3) social significance, and (4) ca-
reer import.

Intellectual Value

The subject matter of
marketing is inherently interesting. Unlike
many subject matters that place primary em-
phasis on abstract ideas, numbers, or objects,
marketing places the person and his or her
feelings, impulses, and decision-making pro-
cesses at the center of inquiry. We are fasci-
nated by the reasons people behave as they do,
and the study of people in their everyday activ-
ities of consumption is a central theme in mar-
keting. The other side of marketing is the man-
ager. Managers, too, are obviously people with
behavioral characteristics that are just as com-
plex and interesting as those of consumers. If
you are a person who is curious about the sub-
tleties and dynamics of how the marketplace
works, and you are excited by the thought of
learning new things about the world around
you, then you should find the study of market-
ing an absorbing, pleasurable experience.

Practical Utility

Because each of us is a
consumer, the study of marketing can have a
direct impact on us. It can help us make better
consumption decisions, deal more effectively
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with sellers, and generally communicate more
effectively with others in our everyday activi-
ties. If we are engaged in business, govern-
ment, or nonprofit organizations, the study of
marketing can help us execute our managerial
responsibilities. Indeed, a large part of market-
ing is concerned with how people and organiza-
tions can and should go about satisfying their
own and the organization’s needs.

Social Significance

Through markets and
the institutions that arise to provide goods and
services to the public, marketing plays a pro-
found role in society. On the one hand, it plays
a facilitating role allowing people and organi-
zations the opportunity to fulfill their needs.
On the other hand, it is an instrument for
change, influencing values, attitudes, and be-
haviors. As with any technology, marketing
tools can have productive or destructive effects,
depending on how they are used. To understand
such phenomena as inflation, the distribution
of wealth, economic efficiency, socialization,
and the quality of life, we need to examine the
functions of marketing in society. In fact, as we
shall discover throughout the text, the conse-
quences of marketing do not stop with business
and economic institutions and their effects on
us. Rather, marketing activities go on in all or-
ganizations and groups, such as the Red Cross,
the Democratic Party, the Lutheran Church,
and the Metropolitan Museum of Art. We do
not normally think of marketing activities as
occurring in these organizations, but they do in
disguised forms and with different labels at-
tached to them. An understanding of market-
ing can help all organizations and institutions
perform better.

xxii Prologue

Career Import

It is obvious that if one
wants to work in advertising, retailing, sales,
purchasing, or product research, the study of
marketing is essential. Yet not so obvious is the
fact that the study of marketing has benefits
for persons working in nonmarketing funec-
tions as well. People concerned with account-
ing, financial matters, production, personnel,
and other staff functions both affect and are
affected by marketing decisions. Thus, from
the perspective of a firm’s productivity, all em-
ployees need to know something about market-
ing in order to integrate better their activities
with others. Moreover, because most organiza-
tions engage in exchange relations with suppli-
ers and consumers, both at home and abroad,
the study of marketing has value as a source of
knowledge about how to relate to other institu-
tions in more effective ways. As you investi-
gate marketing in this text, we hope you will
learn what marketing careers are available or
how marketing can help you professionally in a
nonmarketing career.

Overall, the study of
marketing can be a rewarding experience giv-
ing educational as well as pragmatic value. Our
goal in this text is to provide you with a deep
look into marketing and to help you gain a bet-
ter understanding of yourself as a consumer
and your potential as a manager in today’s
complex, fast-paced world.



CONTENTS

Preface
Prologue

. Marketing: The Individual, the Organization,
and Society

Chapter Outline
What Is Marketing?
Some Early Definitions
A Modern Definition of Marketing
The Dimensions of Marketing
Marketing Systems
Marketing from the Perspective
of the Marketer
Two Generic Marketing Goals
Three Marketing Strategies
Marketing Tools
The Origins and Functions
of Marketing
The Need for Marketing
Marketing in the Twentieth Century
The Inward Focus
The Outward Focus
The Holistic Focus
The Universality of Marketing
Marketing Management:
A Strategic Planning Model
Introduction
The External and Internal Environments
Marketing Management

The Plan of the Book

Summary

Questions

Notes

Glossary

Commentary: Modern Marketing
(Theodore Levitt)

—
NODIS GO =

b ok ek ek et et
00 00 IS O Ui

DO =
Sweo

N DN DN N N
-qc:cnﬁoam

[\)
o

2. Consumer Behavior:

The Individual Decision Maker

Chapter Outline
Introduction
A Historical Look at Three Basic Models of
Consumer Behavior
The Economic Model
The Stimulus-Response Model
The Stimulus-Organism-Response Model
A General Model of Consumer Behavior
Introduction to the Model
Perceptual and Sensing Processes
Information Processing
The Elements of the Control Unit and Their
Impact on Behavior
Three Fundamental Kinds of Consumption
Impulse Buying
Habitual Purchase Behavior
Consumption Problem Solving
Representing Consumption Problem Solving:
The Case of the Attitude Model
Basics
An Extension of the Attitude Model: Case I
An Extension of the Attitude Model: Case II

Summary

Questions

Notes

Glossary

Commentary: Consumer Behavior—Past,
Present, and to Come (Richard ). Lutz)



3. Consumer Behavior: Social Decision Making

Chapter Outline
Introduction
The Concept of Social Analysis and
Some Leading Theories
Society, Groups, and the Individual
Social Comparison Processes
Relative Deprivation
Equity Theory
Role Theory
Social Exchange Theory in Marketing
The Exchange Relationship
The Antecedents to Exchange
Systems of Exchanges
General Systems Theory
Other Social Theories
The Diffusion of Innovation
A Micro Model of Diffusion
A Macro Model of Diffusion
Family Decision Making
The Concept of a Family Life Cycle
Family Decision-Making Processes
Family Unit-Family Member Interactions
Industrial Buyer Behavior
Descriptive Frameworks
Task Descriptions
Process Descriptions
Descriptions of Independent Variables
Individual Difference Models
Social Interaction Models
Macro Models

Summary
Questions
Notes
Glossary

79 4. Product: Micro and Macro Perspectives

79
81

81
82
82

viii

Contents

Chapter Outline
Introduction
The Product and the Individual Consumer
The Physical Product
What Is a Product?
Some Central Product Stimuli
Classification of Products
The Product Line
The Concept of a Product Life Cycle (PLC)
An Early Definition
Refinements in the PLC Concept
A New Direction
The Words and Symbols Used to Represent
the Product
The Meaning of Products for Consumers
Products from a Macro Viewpoint
An Aggregate Description of Products
Economic Views of Products
Public Policy Aspects of Products
The Physical Product
Packages, Labels, and Warranties

Summary

Questions

Notes

Glossary

Commentary: A Day in the Life of a
Product Manager (C. Merle Crawford)

. Product: Managerial Decisions

Chapter Outline
Introduction
New Product Development
A Natural Selection Model
A Managerial Model
Idea Generation Processes
Enactment Processes
Retention Processes
Summary
Questions
Notes
Glossary
Commentary: New Product Management
(C. Merle Crawford)

133

133
135
136
137
137
138
140
143
145
145
146
152

152
154
158
158
162
165
165
166

166
167
168
170

1 i

175
175
177
180
181
183
184
185
194
201
203
204

205

207



6. Market Segmentation and Positioning

Chapter Outline
Introduction
Basic Definitions
Market Segmentation in Practice
Logic-Based Market Segmentation
Classification-of-Goods Theory
Hierarchical Market Definitions
Empirically Based Market Segmentation
Demand Elasticity and Market Response
Approaches
Traditional Empirically Based Methods for
Consumer Segmentation
Demographic Segmentation
Geographic Segmentation
Social Unit Segmentation
Psychographic Segmentation
Behavior Based Segmentation
Final Comments on Consumer Segments
Methods for Industrial Buyer Segmentation
Perceptual Mapping and Product Positioning
Perceptual Mapping
Product/Brand Positioning
Conjoint Analysis
Positioning Strategies
Summary
Questions
Notes

Glossary

213 7. Marketing Measurement: Information

213
215
216
218
220
220
221
225

225

227
231
234
234
235
236
241
241
244
244
247
252
254
255
257
258

261

Management and Demand Estimation

Chapter Outline
Information Management
The Need for Information
A Definition
What Information Is Needed?
The Marketing Information System
Introduction
Input
The Communication System
The Normative System
The Marketing Science System
Output
The Research Process
A Definition
Three Research Methods
Demand Estimation
The Concept of Demand
Heuristic Methods of Demand Estimation
The Chain Ratio Method
The SIC Method
The Index of Buying Power Method
Subjective Methods of Demand Estimation
The Jury of Executive Opinion
The Sales Force Composite Method
Demand Estimation through Buyer Intentions
Objective Methods of Demand Estimation
Forecasting Based on Past Sales
Theory-Based Forecasts
Final Comment on Demand Estimation

Summary
Questions
Notes
Glossary

265
265
267
267
267
268
270
270
271
272
275
275
278
278
278
280
282
283
287
287
289
292
294
294
295
295
296
296
302
304

304
306
307
310

Principles of Marketing Management

ix



8. Marketing Communication

Chapter Outline
Introduction
A Classic Model of Communication
The Sender
Source Credibility
Source Attractiveness
Mediation of Rewards and Punishments
by Source
Final Comments on the Sender
The Message
Rational Appeals
Emotional Appeals
Extraneous Factors
One-Sided versus Two-Sided Appeals
Order of Presentation of Arguments
Amount of Information
Repetition
The Medium
Personal and Nonpersonal Media
The Two-Step Flow Model
The Receiver
An Information-Processing Model of
Communication
The Model
Relation of Information-Processing Model
to Communication '
Humor and Information Processing
Fear and Information Processing
Source Credibility and Information Processing
Repetition and Information Processing
The Cognitive Response and Affective
Response Models of Communication
The Cognitive Response Model
Source Credibility
Message Effects
Receiver Characteristics
The Affective Response Model
High-Pressure Communication
Postcognitive Learning
Dissonance Attribution
Intense Emotionality
An Integration of the Various
Communication Models
Cognitive Response Model
Affective Response Model
Parallel Response Model
Low-Involvement Response Model
Social Response Model

Summary

Questions

Notes

Glossary

Commentary: The Present and Potential of
Marketing Communication (Michael L. Ray)

315 9. Advertising, Sales Promotion, and Publicity

315
317
317
320
320
320

322
322
323
323
324
327
328
329
330
331
332
332
333
335

335
336

337
338
339
340
341

341
342
343
344
344
345
345
346
346
347

347
348
348
348
349
349

350
352
353
359

365

Contents

Chapter Outline
Introduction to Advertising

Scope and Purpose of Advertising
Size of Advertising
Advertising in Early Times
Advertising and Modern Institutional
Relationships

The Advertiser

The Advertising Agency

The Media

Behavioral Dimensions of Advertising

Ad Agency Creative Styles
Leo Burnett
Doyle Dane Bernbach
Ogilvy & Mather
Ted Bates
Behavioral Science Principles in Advertising
Repetition and Wearout
Affect, Cognitions, and Consumer Involvement

Measuring the Effectiveness of Advertising

Television Ad Copy Testing
Burke Marketing Research, Inc.
Bruzzone Research Company
AdTel, Inc.

Commumicus, Inc.
ASI Market Research, Inc.

Print Ad Copy Testing
Recall of Print Ads
Recognition of Print Ads

Copy Testing in Other Media

Final Comments on Copy Testing

Advertising Management

A Framework
Goals and Budgeting
Media Selection
Media Choices
Vehicle Choices
Media Schedules
Media Models
Concluding Comments on Advertising
Management

Social and Legal Aspects of Advertising

Advertising and Society
The Effects of Ads on Individuals
The Effects of Ads on the Economy
The Effects of Ads on Society at Large

369

369
372
372
373
374

375
375
379
380
381
381
381
383
384
386
387
387
390
392
393
393
394
395
395
395
396
396
396
397
397
397
397
399
401
401
402
402
403

403
403
403
403
404
405



10.

Advertising and the Government
Deceptive Advertising
Other FTC Actions
Promotion and Publicity
Promotion
Consumer Promotions
Dealer Promotions
Sales Force Promotions
Final Comments on Promotion
Direct Marketing
Publicity
Summary
Questions
Notes
Glossary
Commentary: Advertising: Where Has It Been

and Where Is It Going? (John G. Myers)

Behavioral Aspects of Personal Selling

Chapter Outline
Introduction
Overview of Personal Selling
The Role of Personal Selling
Types of Salespeople
What Salespeople Do
The Selling Process
The Selling Process from the Salesperson’s
Perspective
The Selling Process as an Interpersonal
Phenomenon
Salesperson Behavior: What We Know
from the Research Literature
Contributions from Marketing
An In-Depth Investigation of an Industrial
Sales Force
Findings from Other Studies
Emerging Contributions from Social Psychology
Distraction
The Foot-in-the-Door Tactic
The Door-in-the-Face Technique

Summary
Questions
Notes
Glossary

406 11.
406
407
407
407
407
408
409
409
410
411
411
414
415
420

423

427
427
429
429
429
430
432
434

434
437

439
439

439
448
449
449
449
450
450
452
453
455

Sales Force Management

Chapter Outline
Overview of Sales Force Management
The Structure of the Sales Force
Organization Design
Span of Control and Vertical Considerations
Complex Designs
Sales Force Size
The Breakdown Method
The Workload Method
The Sales Potential Method
Management of Salespeople
Recruitment and Selection
Quantity and Quality
Sources of Candidates
Ethical and Legal Constraints
Evaluation of the Recruitment and Selection
Program
Training
Introduction to Training
The Content of Training Programs
Some Operational Decisions
Evaluation of the Training Program
Motivation of Salespeople
Supervision of Salespeople
Evaluation of Performance
Management of Sales Force Programs
and Activities
Compensation of Salespeople
Single-Method Plans
Combination Plans
Noncash Incentives
Allocation of Effort
Products
Territories
Customers
Summary
Questions
Notes
Glossary
Commentary: Sales Management:
Today and Tomorrow

(G. David Hughes and Charles H. Singler)

459

459
461
464
464
464
465
469
469
469
470
471
47
472
473
473

474
474
474
475
476
477
477
479
480

483
483
483
484
484
485
485
485
486

486
488
489
491

494

Principles of Marketing Management

xi



12. Price: Behavioral and Macro Dimensions

Chapter Outline
Introduction
Price and the Individual Consumer:
The Psychology of Price
The Stimulus-Response View
Customary Pricing
Charm Pricing
Price Lining
Price Reductions
Price/Quality Pricing
A Stimulus-Organism-Response View
Price at the Macro Level
Market Forces
Comepetition
Cost Structures
Price Elasticity
Social and Legal Constraints
The Antitrust Division
The Federal Trade Commission
The President

Summary
Questions
Notes
Glossary

499 13. Price: Managerial Considerations

499
501

501
502
503
503
504
506
507
508
513
515
515
521
524
526
526
528
528

529
531
532
533

xii

Contents

Chapter Outline
Introduction
Traditional Managerial Approaches
to Pricing
Profit Maximization
Some Frequently Applied Alternatives
Revenue Maximization
Cost Minimization
Market Share Leadership
Market Skimming
Market Penetration
Market Differentiation
Managing Prices
Pricing New Products
Pricing over the Product Life Cycle
New Developments and Future Directions in
Pricing
Price Response Analysis
Marketing Mix Considerations
Exhibit 13-1: The Role of Rebates as a Pricing
Mechanism in Modern Economies

Summary

Questions

Notes

Glossary

Commentary: Pricing Opportunities:
Present and Past (Kent B. Monroe)

537

537
539

542
542
545
545
545
546
546
546
547
549
550
551

5562
5562
554

555
557
558
559
560

561



