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PREFACE

The underlying reason for the discipline of marketing is the understanding and
improvement of marketing management. It is the ultimate reason for broadly
based courses in marketing, such as consumer behavior and marketing research,
as well as for the more specialized courses, such as retailing, wholesaling,
communication, pricing, and distribution and logistics.

The primary characteristic of marketing management and the principal con-
cern of this book is the making of marketing decisions. Toward this end the
book has sections on:

* Marketing management and marketing strategy to provide the context
for marketing decision making (Section I)

* The marketing environment to assist in understanding the origin of mar-
keting problems, to help identify them, and to describe ethical concerns
that arise in solving them (Section II)

* Decision making, market measurement, and marketing planning and
forecasting to describe how decisions are made and how one obtains
information to help make them (Section III)

* Marketing programs: managing the marketing mix to describe the areas
where decisions have to be made and the bases for making them (Section
IV)

* Marketing organization, marketing controls, controls and audits, and
international marketing to discuss how marketing departments are or-
ganized to facilitate decision making and implementation, how controls
can be used and audits conducted to evaluate and to improve them, and
to describe an increasingly important arena for decision making—
international marketing (Section V)

We have attempted to deal with these topics as clearly and as directly as
possible. A continuing concern has been the illustration of concepts and tech-
niques discussed by the use of actual examples. (One measure of how well we
have done this is the fact that references were made to a total of 494 American
and foreign companies.) There are extensive sets of discussion questions and
problems at the end of each chapter, and a total of 49 short cases at the end
of each section, all involving actual marketing situations. An accompanying
book of computer-based analytic exercises has also been provided to cover that
important area.

Regardless of how well our objectives have been achieved, we are in the
debt both of our students, who have used earlier versions of the book, and of
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our colleagues who have read and made many helpful suggestions for improv-
ing the manuscript. The reviewers of the manuscript made many insightful
and useful comments, and so deserve individual recognition. They were:

Mark Alpert

University of Texas—Austin

Shirley Anderson

California State University—Northridge

Madan Batra

Indiana University of Pennsylvania
Barry Bayus
Cornell University

Sharon Beatty
University of Alabama

William Browne
Oregon State University

Gregory Carpenter

Columbia University

Clarke Caywood

University of Wisconsin—Madison
John Crawford

University of North Texas

Rohit Deshpande
Dartmouth College

O. C. Ferrel
Memphis State University

Ed Grubb

Portland State University

Ashok K. Gupta
Ohio University

Robert R. Johnson
College of William and Mary

G. E. Kiser

University of Arkansas

Raymond LaForge

Oklahoma State University

Max Lupal
California State University—Northridge

Stuart Mandell

University of Lowell

Steven Miller
Oklahoma State University

Wayne Norvell

Kansas State University

Terry Neustrom
Westmar College

Edward T. Popper

Northeastern University

William Pride
Texas A&M University

George Prough
University of Akron

C. P. Rao

University of Arkansas

Peter B. Shaffer

Western Illinois University

Bruce Smakey
Lehigh University

Daniel Toy

Penn State University

Gerald Waddle

Clemson University

John Walton

Miami University

Ken Williamson
James Madison University

We would also be remiss if we did not recognize the contributions of our
editors, Ron Stefanski, David Shafer, and Bill Oldsey of Macmillan.
Russell Till of Till & Till, Inc. provided invaluable support during the pro-

duction process.

We are indebted to all, but we alone must be held accountable for any errors

of omission or commission that remain.

D.S.T.
L.RK.
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