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PREFACE

This book aims to bridge the gap between the science of marketing—marketing re-
search, consumer psychology, economics, management science, strategic manage-
ment—and the art of marketing—practitioners’ struggle to make sound decisions in
all areas of the marketing mix in the face of uncertainty and volatility. We present
how and why marketing is practiced as it is, and issues managers should consider as
they practice marketing in the future.

Our book is directed at traditional full-time M.B.A. programs with students who
wish to pursue either practitioner or academic careers; at executive M.B.A. pro-
grams in which students generally face decisions about various areas of the market-
ing mix every day, and at Junior-Senior level undergraduate capstone courses that
many business schools use to integrate their programs. We have special empathy
with those students who take the course to gain practical knowledge, because two of
us earned our M.B.A.s while working in industry. We wanted to strongly emphasize
the practical applications of marketing theory so that students could see how our
discussions relate directly to their business experiences. With this broader audience,
our present-day students will be able to make more grounded decisions by knowing
how decisions in all functional areas can benefit from marketing principles and re-
search. The beginning of each chapter covers basic concepts and history of the dis-
cipline, either schematically or in the discussion, especially appropriate for those
students who may be anxious about their relative lack of background in marketing.
The end of each chapter builds to more detailed accounts of current marketing is-
sues or dilemmas that should challenge students with a broader academic or practi-
cal background.

We all began our careers not in academia, but as practicing managers in various
marketing functions and in different parts of the world. Our experiences in the busi-
ness world range from product engineering at General Motors to advertising consul-
tancy with J. Walter Thompson to management consultancy at A.F. Ferguson in India
to economist at the Chicago Board of Trade to marketing and purchasing roles at
General Motors. These diverse backgrounds and experiences shaped our knowledge
and outlooks about marketing and set the stage for our subsequent career moves into
the university.

Each of us is deeply committed to marketing education, as evidenced by our nu-
merous teaching and research awards. Rick Bagozzi received teaching awards from
the University of California at Berkeley and the University of Michigan as well as
the Richard D. Irwin Distinguished Educator award, in addition to his research
awards from the Association for Consumer Research and the American Marketing
Association and the Maynard award for best contribution to marketing theory. Jose
Rosa was recognized with the University of Illinois at Urbana-Champaign College
of Commerce Weinstein Excellence Award for undergraduate teaching and devel-
opment as well as the UIUC MBA Association MBA Professor of the Year. Kirti
Celly teaches popular international marketing and business classes at the University
of California at Irvine, and Francisco Coronel is a renowned teacher of marketing
and marketing research throughout South America and Europe. All four of us have
taught numerous courses in the discipline, and continue to take an active role in un-
dergraduate and graduate teaching at our respective universities.

We quickly reached a consensus about three overarching goals as we began this
project: to impart valid knowledge to students based on actual research and prac-
titioner experience, to instill enthusiasm for the subject matter, and to build respect
for the marketing function among both marketing majors and the roughly



xx Preface

80 percent of non-marketing majors who take this course as their only exposure to
marketing topics.

This book resembles other texts in that it treats the core concepts of the market-
ing mix directly along the traditional lines set out by marketing scholars such as
Professor Philip Kotler, to whom we owe a debt of gratitude. We do not try to cre-
ate an entirely new paradigm and then force the data to fit that paradigm, as some
recent textbooks are wont to do. We present these core concepts directly and in
practitioners’ terms, so that students can apply what they are learning directly to
their business experiences. When we introduce new terms, we do so according to
how contemporary discourse in the marketing discipline uses those terms, and then
define and illustrate each term to facilitate learning.

In other ways, this book differs substantially from other authors’ treatments of
marketing as a discipline:

1. The book does not focus solely on a strategic management or quasi-economics per-
spective, but rather integrates the strategic approach and economic concerns with
other behavioral science and business disciplines to explain the “so what” rather
than merely the “what” of marketing. We include discussions about product man-
agement (chapters 7 and 8), pricing (chapter 12), advertising and promotion (chap-
ters 9 and 10), consumer behavior and psychology (chapter 4), distribution concerns
(chapters 13 and 14), and strategy and its execution (chapters 2, 16, and 17).

2. Our book creates a sense of how marketing practices and research have evolved
over time, and how they are likely to change in the future.

3. Our book provides a stable learning environment that allows professors to cap-
ture the best of both traditional lecture courses and a quasi-case approach. Many
instructors face a quandary in teaching this course in that they seem to have to
choose between covering the theory or devoting class time to case discussions.
This text allows them to address both issues, blending lectures with short class
discussions about examples that illustrate concepts from the lectures. Expanded
Marketing Anecdotes in each chapter tell stories of decisions that real companies
and individual managers face every day, and that impact various aspects of the
marketing mix. Because these illustrations integrate material from various chap-
ters, they can act as a catalyst for detailed class discussions of the issues at hand.
At the same time, our book provides structure in terms of the theoretical under-
pinnings of those issues in student-friendly parlance. Additional mini-cases ap-
pear in the Instructors’ Manual.

Look, for example, at the opening vignettes in chapters 2, 6, and 15. These in-
tegrative stories show how marketers must address current business environment
issues and the strategic challenges that attend those issues. Reviewers have espe-
cially liked chapters 13 and 14 as well, as they illustrate distribution issues not
only from a producer’s perspective, but also from channel members’ points of
view. The three illustrations that open chapter 4 illustrate aspects of consumer
behavior and build on these examples to present a comprehensive model that
traces consumers’ complex buying decision processes both internally and exter-
nally. Reviewers have been quite complimentary about this ground-breaking in-
tegration of psychological and market forces.

4. Reviewers have also praised the way the book integrates international marketing
throughout the book. Not only does chapter 15 present a concise yet complete
discussion of the trade-offs involved in international expansion paths, but indi-
vidual chapters also address international issues involved in each area of the mar-
keting mix.



5. Throughout the book, we emphasize research in many fields such as business en-
vironments, psychology, institutional behavior, logistics, international relations
and traditional marketing research methods. The products of such research can
reduce uncertainty and volatility as managers seek to make informed decisions in
all marketing mix and functional areas. But we also integrate the current research
with existing business practices, so that students can see how the research applies
directly to business decisions.

Comment on the Book and Auxiliary Materials

Our experience shows that students consistently rate their interest in and usefulness
of assigned textbooks lower than their satisfaction with the course and instructor.
Through reviews, we think that many instructors would agree with this assessment.
We also think that students will like our textbook better than many competitors’.
Why? Because the book is student oriented. It describes and explains the subject
matter thoroughly. Each chapter provides fundamental frameworks for thinking
about the central ideas in that chapter. We then interweave our many examples with
our presentation of basic and more advanced principles, and we integrate visual aids,
anecdotes, and illustrations with the content. The ancillary package for instructors
provides chapter and topic summaries, lecture outlines, syllabi, and suggestions for
individual and group exercises, as well as hints for further discussions. Together with
PHLIP, these materials and the text provide a rich, comprehensive learning experi-
ence that will make the course enjoyable for student and instructor alike.
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