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Preface

All over the world, marketing activities touch and influence people’s lives, as indi-
viduals and businesses attempt to sell, buy, or exchange goods and services. Thus,
marketing is one of the most dynamic and exciting aspects of business, and one that
each of us can relate to easily. As we enter the new millennium, the dynamic nature
of marketing has become even more evident. Emerging technologies, the Internet
and World Wide Web, increased globalization, and changing management structures
have dramatically influenced the way we do business. These changes will continue
to have a significant impact on the marketing process in the years to come. And
there always will be new challenges and new frontiers for marketers to conquer.

In Strategic Marketing Management, marketing is viewed as a dynamic process
designed to achieve distinctive strategic competence and global advantage. This is
accomplished through value-added marketing activities and operations that are de-
signed to create and sustain long-term relationships. Our goal is to help future mar-
keting managers achieve success by taking the best from traditional marketing
theory and practice and combining it with contemporary, innovative approaches to
meeting challenges in a fast-paced, often uncertain environment.

KEY FEATURES
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The key features of this text can be organized around its thematic emphasis on
change and innovation, coverage of cutting-edge topics, integrated approach, and
chapter pedagogy.

Emphasis on Change and Innovation. In addition to providing current and com-
prehensive coverage of marketing management concepts, the text focuses on change
and innovation as we enter the twenty-first century. We emphasize the need for mar-
keting managers to recognize, embrace, and manage change in today’s global business
environment, which is buffeted by many forces: globalization of markets; increased
computerization and emerging technologies; the information superhighway and an
information age economy; and changing managerial hierarchies and organizations.

Changes in the marketing environment and the changing role of marketing in so-
ciety pose serious challenges for the marketing managers of today and tomorrow. Suc-
cessful marketing strategies require innovative solutions and proactive decisions to
deal with the forces of risk, uncertainty, and change. The marketing planning process
must include the building of longer-term strategic alliances and closer relationships
with all constituencies. Customer satisfaction (including internal customers) will be
increasingly focused on quality and value. Integration among the various marketing
functions and among marketing and other business functions is a necessity.

Two unique chapters highlight the key theme and emphasis of this text: Chap-
ter 2,“Forces of Change and Their Impact,” and Chapter 15, “Control and Measure-
ment of Marketing Performance.”
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Coverage of Cutting-Edge Topics. Two other special chapters have been in-
cluded because of their critical importance to successful marketing management to-
day: Chapter 9,“Services Marketing Strategy,” and Chapter 13, “Direct Marketing.”

We also focus on many key and current topics in marketing management prac-
tice, including change management, total quality management, continuous process
improvement, reengineering, cross-functional work teams, information technology
advances, decision support systems, electronic communications revolution (elec-
tronic commerce and electronic marketing), virtual offices and virtual organization
design, relationship marketing (customers, employees, suppliers, and all other stake-
holders), ethical and social issues, changing role of marketing in society, and creative
problem solving. Both qualitative and quantitative aspects of marketing decisions
are presented throughout the book.

Integrated Approach. Because we view marketing management as an integral
part of an organization and its environment, we have provided a conceptual envi-
ronmental model that represents the integration of marketing management ele-
ments and functions within a global marketplace. This model will help students to
grasp the complexities and interconnectedness of today’s business world and to
recognize the role of marketing management within a global economy. Within this
environmental context, an additional model portrays the “ecocycle” that is generally
followed by marketing organizations.

Chapter Pedagogy. The text includes a wide variety of elements to enhance un-
derstanding, facilitate analysis, and illustrate relevance.

» Opening scenarios for each chapter focus on actual companies and illustrate the
relevance of chapter content.

* Margin definitions provide a convenient glossary of key terms for quick refer-
ence.

* Boxed inserts provide additional examples to make chapter concepts more rele-
vant. Highlighted inserts are entitled:

“Innovate or Evaporate”—focusing on innovative approaches taken by mar-
keters

“Marketing and Entrepreneurship”—focusing on successful marketing strate-
gies for small businesses

“Managing Change”—focusing on marketing decisions made by organizations
in a time of change and uncertainty

“Marketing in the Global Village”—focusing on decisions made from a global
marketing management perspective

“It’s Legal but Is It Ethical?”—focusing on marketing management decisions
made within the parameters of ethical and socially responsible behavior

“Marketing in the Information Age”—focusing on the use of databases, com-
munications technology, and electronic commerce in marketing
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* A chapter summary presents an overview of the major concepts discussed in the
chapter, providing an excellent “advance organizer” before reading the chapter
and a review after reading the chapter.

* End-of-chapter study gquestions are thought provoking, facilitate deeper under-

standing of chapter content, and provide a good basis for enlightened class dis-
cussion.

» End-of-chapter experiential exercises offer “hands-on” learning opportunities to
apply concepts discussed in the chapter to real-life situations.

 Clear and abundant figures and tables emphasize key points and provide further
explanation of text discussion to facilitate comprehension and learning.

TEXT ORGANIZATION

Part One is an introduction to strategic marketing management. The changing role
of marketing in contemporary organizations is discussed in Chapter 1. Chapter 2
emphasizes the forces of change that operate in the marketing environment and
their impact on marketing management decisions.

Part Two presents the challenges that face marketers in their attempts to
achieve and sustain competitive advantage. Discussion includes strategic market
planning (Chapter 3), marketing intelligence and creative problem solving (Chapter
4), and developing an understanding of customer characteristics and buying behav-
iors (Chapters 5,6,and 7).

Part Three focuses on marketing mix strategies and their implementation. Chap-
ters 8 and 9 provide a basis for managing goods and services through product man-
agement and service strategies, respectively. The importance of efficient and effective
distribution channels and supply chain management is emphasized in Chapter 10.
Integrated marketing communications strategies and tools are discussed in depth in
Chapters 11 and 12, followed by the increasingly important direct marketing ap-
proach (Chapter 13) that may be considered as both distribution and integrated
marketing communications strategies. The factors that must be considered in the
development of pricing strategies are presented in Chapter 14.

In Part Four, discussion returns to the broader view taken in Part One and ad-
dresses the issues of controlling and measuring the results of marketing activities
(Chapter 15), and establishing organizational structures that will facilitate success-
ful marketing ventures (Chapter 16).

A COMPREHENSIVE INSTRUCTIONAL RESOURCE
PACKAGE

Strategic Marketing Management is supported by an excellent package of teaching
and learning aids, including the following:

Casebook. Cases in Strategic Marketing Management (Vincze and Anderson)
is designed to be used as an instructional companion to Strategic Marketing Man-
agement. The case collection is current, with all situations taking place in the



XX

Preface

1990s. Cases cover a wide range of industries and organizational sizes, as well as for-
profit, nonprofit, product, service, consumer, and business-to-business marketing en-
vironments. Some cases contain important social responsibility issues, and most are
decision-centered rather than descriptive. All have been classroom tested and have
proven to be interesting and challenging to students.

Instructor’s Resource Manual (to accompany STRATEGIC MARKETING
MANAGEMENT). Many useful features are provided in the Instructor’s Re-
source Manual to enhance the quality of instruction: chapter summary, chapter
learning objectives, annotated chapter outlines, answers to end-of-chapter questions
that provide a basis for stimulating classroom discussion, and suggestions for com-
pletion of the applied end-of-chapter experiential exercises.

In addition to these basic features, additional experiential exercises are included
for use in applying chapter concepts in class. A selected bibliography of suggested
articles and books is also provided for additional insights. Each chapter contains a
complete listing of the available PowerPoint Slides and Transparencies. There is
also a list of appropriate cases from Vincze and Anderson, Cases in Strategic Mar-
keting Management, which correspond to the topics covered. In addition, we have
also provided a list of Harvard Business School cases that can be coordinated with
each chapter.

Instructor’s Resource Manual (to accompany CASES IN STRATEGIC MAR-
KETING MANAGEMENT). A separate Instructor’s Resource Manual has been
developed to accompany the casebook. It includes general teaching guidelines as
well as suggestions for using the cases. It also includes a comprehensive matrix in-
dicating where each case can be used with textbook topics. For each case, an ex-
tensive teaching note is provided. Teaching notes most often include summaries,
background company information, answers to discussion questions, and additional
references and resources.

Test Bank. An extensive test bank is available to assist the instructor in assessing
student performance. There are approximately 1,600 items created in the form of
true/false, multiple choice, matching, and short-answer essay questions. Answers are
provided for all questions as well as text page references. In addition, all multiple-
choice questions have been labeled as testing either knowledge, comprehension, or
application of the concepts presented in the text.

Electronic Test Bank. An Electronic Test Bank version allows instructors to gen-
erate and change tests easily on the computer.

PowerPoint Slides. A package of approximately 350 professionally developed
PowerPoint slides is available for use by adopters of this textbook. Slides include
chapter figures as well as additional exhibits that highlight chapter concepts. In-
structors who have access to PowerPoint can edit slides to customize them for their
classrooms. A viewer is also included for instructors who do not have the program.
Slides can also be printed for lecture notes and class distribution.

Color Transparencies. [n addition to the PowerPoint slides, a package of color
transparencies accompanies the book. These are replicas of many of the Power-
Point slides, which include art and tables from the textbook as well as additional
exhibits.
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Videos. A selection of videos is available to adopters.Videos are selected to corre-
spond with the concepts and topics highlighted in each chapter. A video guide is in-
cluded to facilitate selection of the video for a particular instructional unit.

STUDENT AND INSTRUCTOR WEB SITES
Specially designed web pages enhance the book content and provide additional in-
formation, guidance, and activities.

The student site includes Internet exercises with hyperlinks related to key con-
cepts; additional study aids, such as questions related to chapter concepts and sug-
gested applications of course content (e.g., applied projects, research papers, etc.);
and recommended Internet sites for research on many marketing management top-
ics as well as company information.

The instructor site provides lecture notes, PowerPoint slides, comments on the
Internet exercises, as well as additional cases, caselets, scenarios, and/or critical inci-

dents that can be used for testing purposes or to provide additional examples of
course concepts.

YOUR COMMENTS AND SUGGESTIONS ARE VALUABLE
TO US

We consider ourselves fortunate to be members of a discipline where so many excit-
ing things are happening and where so many individuals have been willing to share
their knowledge and expertise with us. We have attempted to write a book that will
convey both the theory and the “nuts and bolts” applications of strategic marketing
management to students of marketing. Your feedback would be most welcome, and
we look forward to your valued comments, suggestions, and criticisms, because our
challenge is to continue to create better teaching materials for our students.
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