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PREFACE

The sixth edition of Strategic Marketing Management Cases focuses on the changing
role of marketing in the organization as we enter the 21st century. This edition has
been substantially revised to reflect marketing management priorities in the decade
ahead. The section headings, reflecting these priorities, are as follows:

Market-Driven Strategy

Market Orientation and Organizational Learning
Growth Strategies

Market Target Strategies

Marketing Relationship Strategies

Marketing Program Development

Planning, Organizing, and Implementing Marketing Plans and Assessing
Performance

This edition incorporates several new cases that address marketing management
issues that promise to be important in the rapidly changing business environment. At
the center of these changes is the substantial adoption of market-driven, customer-ori-
ented strategies by many organizations. Importantly, there is mounting evidence from
business practice and academic research that market-oriented companies perform bet-
ter than those that are not market-oriented.

Several major features are included in the sixth edition:

We continue the versatile, flexible paperback format to meet the rapid changes
in curricula at both the undergraduate and graduate levels.
Two-thirds of the cases in this edition are new or revised.

Cases reflect the workplace of the late 1990s by featuring women as case
protagonists in over 25 percent of the situations. The goal is to influence the
marketing curriculum at the core of the learning process by portraying women
in top management positions.

Over 40 of the 45 situations described in the cases in this edition took place in
the 1990s, some as recently as 1997.

Twelve video cases are included in this edition, responding to the high interest

ix



X Preface

generated by the videos included in the last edition. Another video available in
libraries is noted in the Instructor’s Manual.

* Substantial emphasis continues on international marketing decisions facing
managers. Cases in this edition focus on situations in Canada, India, Ireland,
Japan, Mexico, the Philippines, Trinidad, Western and Eastern Europe, and
Zimbabwe.

* Instructors are provided data files that contain numerical exhibits from cases in
this edition. Data files are available on Excel spreadsheet format.

 Transparency masters have been included in the Instructor’s Manual to assist in
the development of lectures regarding the case method and to introduce the
various sections of the book. These masters are also available as PowerPoint
slides.

Many instructors prefer that students focus their case analyses on the time frame
and situation described in the case. However, Web information may be useful as a fol-
low-up to the class discussion of the case. The Instructor’s Manual lists Web addresses
for 25 of the cases.

We have also retained key features from previous editions.

* The cases illustrate marketing problems and decisions faced by large, medium-
sized, and small organizations, goods and services marketers, manufacturers
and channel intermediaries, business and consumer products firms, profit and
nonprofit organizations, and domestic, foreign, and multinational companies.

* The selection of cases includes a balance of short, medium-length, and long
cases.

* Over half of all cases include some form of quantitative data, most frequently
financial information.

« Situations described in this edition do not fall neatly into individual marketing
mix categories. Rather than organize the book around the four P’s (product,
place, price, and promotion), we have chosen section classifications that more
realistically reflect the types of decisions frequently encountered by marketing
managers in the late 1990s.

» The Instructor’s Manual continues to provide detailed, comprehensive analyses
and supporting materials for each case. Several teaching notes include epilogues
describing actions taken by the organization and/or how it has fared since the
case was prepared. Suggestions for course design are also included in the
Instructor’s Manual.

» To meet the teaching/learning preference of instructors who wish to use the case
analysis process described in detail in the Appendix, a substantial portion of the
teaching notes follow this format. The discussion questions are not listed at the
end of the cases so instructors can assign questions in advance or raise them
during case discussions.
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PART

MARKET-DRIVEN
STRATEGY

Gaining competitive advantage in marketing is a continuing process. An important part
of this challenge is analyzing and strategically responding to changing environmental
opportunities and threats. To do this, managers need to develop effective strategic
analysis, planning, implementation, and control skills.

Analysis of successful business strategies points to the central importance of mar-
ket-based strategies. These strategies start with a clear understanding of the market and
how it is likely to change. A market-driven orientation becomes the basis for deciding
how, when, and where to compete.

Southwest Airlines is an interesting example of a company that has performed
very well using a market-driven strategy. The regional, point-to-point carrier has a ma-
jor advantage over many competing U.S. domestic airlines. Southwest’s distinctive
competencies center on performing air carrier activities more efficiently than compet-
ing airlines. The entire Southwest work force is market-driven, being guided by a cul-
ture committed to customer satisfaction. A key advantage is the airline’s high aircraft
utilization, which is achieved by minimizing the time between landing and take-off.
Southwest does not serve meals or provide seat reservations so it does not meet the
needs of passengers who want these amenities. Nonetheless, the economy airline has
developed a substantial customer base which consistently reports high levels of cus-
tomer satisfaction.

Market-Driven Strategy and Performance

The market-driven era of business practice offers several different opportunities and
challenges compared to previous periods. Market-driven organizations are customer-
oriented, understand the relationships between strategy and performance, and stress
ethical marketing behavior.

Customer Orientation

Market-driven strategy places the customer at the center of attention for everyone in
the organization. This means that all business strategy decisions start with the market
and the objective of matching company capabilities with customers who perceive
value in what the company offers. Southwest’s avenue to value is low operating costs
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in providing point-to-point airline services. Its market segments consist of business
and pleasure travelers who want reliable service at economy prices.

Our traditional view of competition is changing. Increasingly, market-driven com-
panies are partnering with other companies in seeking to deliver superior customer
value by combining the capabilities of two or more organizations. For example, Dell
Computer’s remarkable success in the personal computer market is due in part to its
partnering with other companies in the design, production, distribution, and servicing
of its products.

Industry and market structures are becoming increasingly complex and interre-
lated, creating new opportunities and challenges for companies developing market-dri-
ven strategies. Moreover, these interlinked product markets are experiencing rapid, of-
ten turbulent, change. For example, markets for computers, telecommunications,
software, and home electronics are interlinked by digital technology.

Strong organizational performance is essential to survival. Weak performers will
be acquired by their competition or pursue other avenues to exit from the marketplace.
Western Union’s failure to recognize changes in telecommunications had a drastic im-
pact on this century-old company. Encyclopedia Britannica experienced similar prob-
lems by discounting the potential impact of CD-ROM technology on the reference
book market.

Strategy and Performance

There is persuasive evidence from business practice and academic studies that superior
strategies lead to superior performance, regardless of the attractiveness of the business
environment.! High performance is more difficult to achieve in a demanding environ-
ment but the evidence suggests that organizations with sound strategies outperform
their competition.

Environmental factors clearly impact performance, both negatively and positively,
but companies with effective strategies sustain their competitiveness and perform bet-
ter than their competitors.2 For example, Singapore Airlines has an impressive record
of performance even though many international airlines report major losses.

Strategy for Competitive Advantage

Competitive advantage results from offering superior value to customers through (1)
lower prices than competitors charge for equivalent benefits and/or (2) unique benefits
that more than offset a higher price.3 Competitive advantage often occurs within spe-
cific segments rather than spanning an entire product market. For example, Dell Com-
puter quickly obtained a position in the personal computer market by targeting se-
lected organizational buyers. Founded in 1984, Dell’s sales in 1997 exceeded $10
billion. Dell’s targeting strategy is to sell PCs by mail at competitive prices. The com-
pany offers a 30-day money-back guarantee, a one-year warranty, and guaranteed 24-
hour on-site service.* These service features give Dell an important competitive advan-
tage with small and medium-size business buyers. Other mail order PC marketers do
not offer comparable services.

Compressing the length of time necessary to develop new products, enter new
markets, keep products in inventory, and move products through distribution channels
offers a potentially powerful competitive advantage. Speed as an element of strategy is
important because’
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* Shorter life cycles impose pressures to move products quickly into the
marketplace.

* Speed allows companies to more quickly obtain profits from new products.
 Competitive threats can be avoided or reduced by doing things faster.

Time compression requires analysis of the activities that make up a process like
new product development. The objective is to eliminate unnecessary activities and to
reduce the time required to perform essential activities. Boeing, for example, substan-
tially cut development time for the Boeing 777 by eliminating paper drawings and test-
ing by use of a computerized design process. Caylx and Corolla (C&C), a fresh flower
retailer, moves flowers from growers to consumers in less than three days compared to
nine or more days via conventional flower distribution. C&C receives orders by phone
from catalog displays and the order is transmitted to the grower and picked up the next
day for delivery by Federal Express.

Ethical responsibilities of managers and professionals include (1) identifying ethical
issues, (2) determining guidelines for ethical behavior, and (3) encouraging employees
to practice ethical behavior. The typical ethical appeal is based on moral philosophy—
doing good because it is right. The reality is that “Back in the real world, however, no
businessman is going to sacrifice his company on the altar of such altruistic extrem-
ism.”6 The marketing manager wants (and needs) guidelines for coping with the pres-
sures of self-interest and encouraging altruism. The challenge is to show that practic-
ing good ethics leads to long-term favorable business performance.

The situations that are most difficult and perhaps encountered most frequently are
those described as amoral management.” Amoral judgments may be intentional (man-
agers do not include ethical considerations in their decisions) or unintentional (managers
do not recognize the ethical impact of their decisions). Both situations should be avoided.

Ethical guidelines that are too general provide limited direction for employees who
want to practice ethical behavior. Such guidelines also give those people who lack a strong
commitment to ethics a basis for pursuing unethical behavior. The following checklist of-
fers a useful basis for evaluating a situation that may require ethical decision making:3

* Does my decision presume that I or my company is an exception to a common
practice or convention? In other words, do I think I have the authority to break a
rule?

¢ Would I offend customers by telling them about my decision?

» Would I offend qualified job applicants by telling them about my decision?

e Have I made this decision without input from others, so that important issues
might be overlooked?

= Does my decision benefit one person or group but hurt or not benefit other
individuals or groups?

» Will my decision create conflict between people or groups in the company?

= Will I have to pull rank and use coercion to enact my decision?

» Would I prefer to avoid the consequences of this decision?

« Did I avoid truthfully answering any of the above questions by telling myself
that I could get away with it?



