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PRETFATCE

As the ads at fast-food giant McDonald’s say, “You deserve a break today.” And Contemporary
Marketing 2002 is just the one you've been waiting for. It’s a thoroughly updated soft-
cover version of McGuffey Award-winning Contemporary Marketing—the world’s Number
One Principles of Marketing textbook. Not a cut-down edition, every chapter, every page from
Contemporary Marketing 10e is included here. And much, much more.

w Contemporary Marketing 2002 won’t break your budget. In fact, the softcover book—armed
with the most up-to-date information available—can be purchased at about the same price
you would pay for a used copy of the hardcover Contemporary Marketing 10e. Based on
some of the prices we've seen for our competitors, you'll save even more.

= You'll get the most up-to-date information available. You can read about the new 2002
“Retro” Ford Thunderbird, the death of Montgomery Ward, the growing number of “dot-
bombs,” the day Big Brother came to the Super Bowl, California’s power crisis, the new
electronic signature and anti-cyber squatting laws, the Bridgestone/Firestone tire disaster,
and Disney’s new California Adventure theme park.

= The rapid demise of so many business-to-consumer (B2C) dot-coms during the past
months made it necessary for us to thoroughly revise Chapter 4—the electronic commerce
chapter.

w To give Contemporary Marketing 2002 a fresh 2002 feel, we wrote a new opening feature for
every chapter. You'll read about such events as the AOL/Time Warner merger, the XFL
failure, the new Army of One logo of the U.S. Army, the popularity of Venus and Serena
Williams, whose endorsements have made them number one among the world’s female
athletes, and the introduction of green ketchup.

= You'll be able to use our highly-acclaimed Web site to perform many assignments and con-
duct research. It’s easy to use and contains invaluable features.

We’re delighted to not only bring you the industry’s least expensive marketing text, but also the
best. The following sections focus on other features that allow us to make this claim.

CONTEMPORARY MARKETING FIRSTS

Previous users will recognize that our new orientation is a trend we established way back in the
first edition—to lead the principles of marketing with new “firsts.” We know that keeping sev-
eral steps ahead of the competition is the way we became the best selling basic marketing text.
WEe plan to keep it that way.

Consider our record of providing instructors and students with “firsts”:

= The FIRST marketing text written specifically for the student—rather than the profes-
sor—featuring a clear, concise style which students readily understand and enjoy.
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PREFACE

The FIRST marketing text based on marketing research, written the way instructors actu-
ally teach the course.

» The FIRST marketing text to integrate computer applications into each chapter.
m The FIRST marketing text to employ extensive pedagogy—such as boxed features—to

breathe life into the exciting concepts and issues of marketing.

The FIRST marketing text to introduce end-of-chapter video cases tied to professionally
produced video segments.

The FIRST marketing text to offer early services and international chapters and to thor-
oughly integrate those topics throughout with literally hundreds of examples.

The FIRST marketing text to utilize multimedia technology to integrate all components of
the principles of marketing ancillary program—videos, overhead transparencies, and mate-
rial from the text—enabling instructors to custom create lively lecture presentations.

The FIRST marketing text to integrate a true technology emphasis throughout the entire
package, incorporating a technology theme into every facet: opening vignettes; chapter
concepts; end-of-chapter assignments; boxed features; cases; such innovative learning tools
as CD-ROMs, multimedia materials, a robust Web site, and much more.

The FIRST marketing text to include an entire, separate chapter on relationship marketing.

KEY FEATURES OF THE 2002 EDITION

The new Contemporary Marketing 2002 is also packed full of innovations. Here are some of the
exciting new features:

NEW! Succinct nineteen-chapter 2002 edition introduces readers to the 21st century mar-
ketplace with a more streamlined approach.

NEW! End-of-Part Continuing Case on Gateway now includes a strong emphasis on
strategy, which enables students to follow one company case through all the marketing
functions. The case is integrated with the Boone & Kurtz Web site, which incorporates
marketing planning material and activities for each part.

NEW! Eye-catching, easy-to-read, one-column format gives instructors the added margin
space they requested for their notes.

NEW! “Strategic Implications” sections in each chapter spotlight the marketing strategy
concepts illustrated in chapter material, helping equip readers with a solid foundation in
strategic thinking.

NEW! “Ethical Implications” sections in each chapter enhance coverage of marketing
ethics by providing specific focus to broader ethical issues involved in decisions affecting
product, distribution, promotion, pricing, and other marketing management issues.

NEW! “Strategy Successes” and “Strategy Failures” boxes present concise illustrations of
marketing strategy in action—both the good and bad highlights.

COMPLETELY REVISED! Chapter 1, “Customer-Driven Marketing,” explores the
role of marketing and technology in the 21st century marketplace. Setting the stage for the
entire text, the chapter also examines the meaning of marketing and explores the impor-
tance of effective marketing strategy.

NEW! Part 2, “Managing Technology to Achieve Marketing Success,” incorporates tech-
nology issues and the Internet into a new part focusing on interactive marketing and rela-
tionship marketing.

NEW! Chapter 4, “E-Commerce: Electronic Marketing and the Internet,” takes an in-
depth look at e-commerce and e-marketing. This innovative new chapter offers compre-
hensive coverage of online marketing, including how marketers use the Internet, effective
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Web designs, marketing strategies driving online campaigns, tools to measure the effec-
tiveness of online marketing efforts, and much more.

NEW! Use of shopping bots in identifying low-price suppliers is discussed in Chapter 19
“Managing the Pricing Function.”

REVISED! The Relationship Marketing chapter has been revamped and updated to re-
flect the latest trends from the field. Presented earlier in the text, the new Chapter 5 ex-
plores the impact of database marketing and new technology on relationship marketing.

REVISED! Part 4, “Customer Behavior,” reflects the latest thinking on buyer and con-
sumer issues.

NEW! Questions for Critical Thinking have been added to end-of-chapter materials.

UPDATED! “Careers in Marketing” Appendix answers the question “Why study market-
ing>” It also explores 2 Ist century marketing career opportunities, immediately bringing a
current, real world focus to the study of marketing.

New Content

In addition to the content changes discussed earlier, the authors have updated the text’s content
to include the latest business practices and topics. Here are just a few examples:

m Coverage of the Salt Lake City 2002 Winter Olympics in m The new NAICS (North American Industrial Classifica-
Chapter 1. tion System), which replaced the SIC codes.
m Banners, keyword ads, and insterstitials as online advertis- m How Disney used marketing thinking to craft 2001’ Pear/
ing alternatives. Harbor:
m How a good idea—but a bad marketing plan—led to the m The growing popularity of so-called hybrid cars.
2001 birth and death of the XFL. m Why Venus and Serena Williams are the highest-paid fe-
m Electronic Signature Act of 2001, giving e-signatures the male product endorsers ever.
same legal weight as handwritten ones. m Yield management as a pricing technique.
m Why Nordstrom went online to create the world’s largest = How marketers made Harry Potter a household name in
shoe store. America—and used tie-ins to link their products to the
m Applying Marketing Strategies in the launch of Sony’s 2001 film.
PlayStation 2.
m How British grocer Tesco is winning the Internet Gro-
cery Wars.

Pedagogical Features

Each Chapter includes a “Solving an Ethical Controversy” box which is set up in a debate format. Examples include:

Q

Each chapter of the new edition includes special inserts featuring marketing successes and
marketing failures.

m The Day Big Brother Came to the Super Bowl (Chapter 1)
m Nuclear Energy: Problem or Solution?
m PCs for Free (Chapter 19)

THICAL|CONTROVERSY

SOLVING A

Marketing Strategy Successes include:
m Disney’s California Adventure (Chapter 1)
m The Grateful Dead is Still Alive! (Chapter 15)

Marketing Strategy Failures include:
m Nike Tries to Get in Step with Women (Chapter 2)
m Pets.com Rolls Over and Plays Dead (Chapter 1)
= Buying College Textbooks Online—Not In Line (Chapter 19)
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VIDEO CASE

And More Features ...

In addition to all these unique new innovations, Contemnporary Marketing 2002 also includes
Boone & Kurtz’s signature features—all completely updated—which have helped make our text
the nation’s best seller.

w Contemporary Marketing 2002 includes traditional strengths, such as early and integrated
coverage of services, quality, ethics, social responsibility and international marketing.

m Examples, tables, figures, charts, and graphs have been fully revised or replaced, giving stu-
dents the most up-to-the-minute insight available on marketing trends and issues as they
emerge.

u Chapter opening vignettes bring real world marketing issues and dilemmas to life. These
lively illustrations detail how today’s technology relates to chapter concepts as they describe
how actual companies apply technology to their unique marketing advantage.

m End-of-chapter 'netWork technology exercises give students hands-on experience employ-
ing the Internet in a marketing environment. These exercises include problems requiring
students to locate data on different Web sites, computer exercises that can be completed on
the Contemporary Marketing Web site, and follow up assignments, enabling students to fur-
ther research in-text examples on other Web locations.

m Students like our end-of-chapter achievement oriented summaries that uniquely reinforce
chapter concepts by reviewing chapter highlights with quiz-like true/false and short
multiple-choice questions. This question and answer format which provides a more inter-
active and creative method for reviewing key chapter concepts and has received rave re-
views from students.

m Completely integrated with the text, chapter video case questions include exercises requir-
ing students to apply the concepts they’ve learned in the chapter. Some cases require stu-
dents to visit specific Web sites—related to the company or concepts covered in the video
to find the solutions.

m Web addresses for companies used as in-text examples are included in the chapter margins.

= Back by student demand, the Marketing Dictionary defines key terms as they appear in the
text, providing a list of definitions for each two-page spread.

MARKETING DICTIONARY

intranet Internal corporate network that allows employees within an organization to communicate
with each other and gain access to corporate information.

= New to the 2002 edition, numbered chapter objective icons allow students to easily follow
and find chapter content for each objective.

Unparalleled Resource Package

Contemporary Marketing 2002 is filled with innovation. The result: the most powerful marketing
package available.

We lead the market with precedent-setting learning materials, as well as continuing to im-
prove on our signature package features—equipping students and instructors with the most com-
prehensive collection of learning tools, teaching materials, and innovative resources available. As
per our traditional approach, this edition delivers the most extensive, technologically advanced,
user friendly package on the market.

For the Professor

Instructor’s Resource Manual
Boone & Kurtz’s precedent-setting IRM has been completely revised and revamped to provide
an even more innovative, more powerful teaching tool. Instructors will find copious, insightful
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material in this dynamic resource. The manual for the 2002 edition IRM includes: changes from
the previous edition; annotated learning goals; key terms; lecture outlines; expanded lecture
illustration file; teaching suggestions for ethical controversy boxes; answers to review questions and
questions for critical thinking; teaching suggestions/answers to ‘netWork exercises; answers to
video case questions; guest speaker suggestions; ideas for more than 100 term papers; and more.

NEW! Media Instructor’s Manual

The Instructor’s Media Manual, prepared by Reshma Shah of Emory University, contains com-
prehensive resource materials to help instructors incorporate the videos, Web resources, and the
Instructor’s PowerPoint Presentation into lectures and classroom presentations. For the each of
the 19 videos, teaching objectives, lists of chapter concepts spotlighted in the videos, outlines of
the videos, answers to in-text video case questions, and experiential exercises are included in the
Media Manual. Also included are expanded descriptions and instructions on using the Instruc-
tor’s PowerPoint CD-ROM and the Contemporary Marketing Web Site.

ALL NEW! Test Bank
Instructors will be hard pressed to find a more accurate collection of test questions. The 2002
edition test bank underwent an exhaustive accuracy review.

This completely revised and updated test bank offers more than questions—the most of any
principles text—including application and knowledge-based multiple-choice, true/false, and es-
say questions for each chapter. Questions vary in level of difficulty, giving instructors a wide va-
riety from which to choose. Each question is keyed to specific text page numbers and level of
difficulty. The Test Bank was written by Study Guide author Tom O’Connor of the University
of New Orleans in an effort to ensure these two ancillaries thoroughly complement each other.

Computerized Test Bank
EXAMaster works with the latest version of Windows and Windows N'T operating systems. The
CD-ROM:s include online testing capabilities, a grade book, and much more.

Available in IBM compatible format, the computerized version of the printed test bank en-
ables instructors to preview and edit test questions, as well as add their own questions. The tests
and answer keys also can be printed in “scrambled” formats.

RequesTest and Online Testing Service

Test planning is quicker and easier than ever with this program. Instructors can order test mas-
ters by question number and criteria via a toll free telephone number. Test masters will be mailed
or faxed within 48 hours. Software can be provided to professors to install their own online test-
ing program, allowing tests to be administered over network or individual terminals. This pro-
gram offers instructors greater flexibility and convenience in grading and scoring test results.

Overhead Transparencies
The collection of approximately 200 full-color transparency acetates has been created from strik-
ing graphic illustrations and advertisements from the textbook and outside sources.

BRAND NEW! Instructor’s PowerPoint CD-ROM
Created by Milton Pressley of the University of New Orleans, this is a powerful,
easy-to-use multimedia presentation tool. It includes a wealth of resources that will
bring your classroom lectures (and your students) to life. It includes virtually all of
the illustrations, tables, and charts from the text, plus television commercials and
other supplementary material like additional print ads and experiential exercises.
Organized by chapter, all of the major definitions, topics, and concepts of the book i [ B Celebrity
are outlined along with completely new material from outside sources. L endorsements

Professors can use this CD-ROM “as is” or may custom design their own mul- i
timedia classroom presentations by deleting (or hiding) unwanted slides and/or
altering existing slides.

If your presentation computer is connected to the Web, you can even connect
to specially selected Web sites by clicking on the WWW icon on many of the slides.
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Included on the faculty member’s copy of the CD-ROM is the entire instructor’s manual. For
those who so desire, you may cut and paste from the instructor’s manual to the note page of the
presentation.

Even if you are a novice PowerPoint user in the classroom, you’ll come across as the best pre-
pared, most knowledgeable marketing instructor ever. The entire presentation is professionally
done—it’s studio quality. You’ll wow the students by showing the TV and print ads from within
the PowerPoint presentation itself. By using this presentation, your lectures will be as organized
as the book itself.

19 BRAND NEW! Videos

This all new, completely custom video package was created especially for Contemporary Market-

ing, 2002 edition. These professionally produced contemporary videos are tied directly to chap-

ter concepts. All nineteen new videos were filmed during 1999-2000, giving instructor’s exciting,

relevant, and current videos for the classroom. Each video highlights an attention-getting com-
pany and will give students a real world glimpse into how marketers meet the challenges

of the marketplace today. The videos include the following companies:

Chapter 1: Neiman Marcus Chapter 11: Pfizer, Inc.
Chapter 2: The Timberland Co. Chapter 12: Hasbro, Inc.

Chapter 3: ESPN Chapter 13: RadioShack
Chapter 4: Tower Records Chapter 14: Wine.com
Chapter 5: FedEx Corp. Chapter 15: Polaroid
Chapter 6: Furniture.com Chapter 16:Pizza Hut
Chapter 7: Fisher Price Chapter 17: Concept2
Chapter 8: Fresh Samantha Chapter 18: Cybex International
Chapter 9: Goya Foods, Inc. Chapter 19: Learjet

Chapter 10: UPS

Additionally, each video has a written video case with application questions to supplement the
actual video case. The written video cases can be found at the end of the textbook.

The video package is further enhanced with an available Instructor’s Media Manual that con-
tains comprehensive resource materials to help instructors incorporate the videos into lectures
and classroom presentations.

Telecourse Videos for Marketing

This telecourse, available through Coast Telecourses, part of the Coast Community College
District, introduces students to the fundamentals of contemporary marketing. Basic marketing
principles such as product strategy, advertising and promotion, pricing, and distribution and
their interrelationships are covered. The telecourse consists of 26 video programs that focus on
examples of companies that have successfully applied marketing concepts and principles. These
case studies vividly illustrate many of the marketing concepts discussed in the textbook.

NEW! Contemporary Marketing Online Course

Delivered via the WebCT platform, this integrated Web-based learning environment combines
our market leading textbook and package with the vast resources of the Internet and the conve-
nience of anytime learning. WebCT facilitates the creation of sophisticated Web-based educa-
tional environments. It provides a set of course design tools to help you manage course content,
a set of communication tools to facilitate online classroom collaboration, and a set of adminis-
trative tools for tracking and managing your students’ progress.

Extremely user friendly, the powerful customization features of the WebCT framework
enable instructors to customize this online course to their own unique teaching styles and their
students’ individual needs.

Course features include content keyed to the tenth edition, figures and graphs from the tenth
edition, self tests and online exams, Internet activities and links to related resources, a suggested
course syllabus, student and instructor materials, free technical support for instructors, and much
more. In addition, the text’s PowerPoint Presentation Software also is integrated into the
WebCT course.
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NEW! WebCT Testing Service

If testing is all you want, we will upload the computerized Test Bank into a course with no
publisher content. If you like, we will even host it for you on our server.

EXPANDED! Boone & Kurtz Web site

Completely revised based on user feedback, this robust site delivers exactly what stu-
dents and instructors have requested—and much more. This interactive Web site gives
students hands-on experience using the Internet as a marketing tool, as well as helps
them develop important life skills.

This easy-to-navigate site is contains a wealth of Marketing Topics. After following
the link to each topic, users will find topic-specific publication links, trends and fore-
casts, data, company profiles, general articles, tools, exercises and much more. In
addition, each topic site links instructors to teaching resources, bibliographies of

articles related to text material, ideas on incorporating the Internet into the classroom,
and more.
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In addition, the Reading Room links users to business journals, daily newspapers, magazines,
and marketing publications across the country and around the world.
Also, a Syllabus Generator is available to help professors quickly customize a course syllabus.
The Contemporary Marketing Web site is a reservoir of marketing information. In fact, it in-
cludes so many resources for each chapter that it can be used as the foundation for a distance

learning course. Our interactive site helps students sharpen their surfing skills, while driving
home key marketing concepts. Located at

harcourtcollege.com/
marketing/students/
http://www.harcourtcollege.com/marketing/boone busnewsn.htm
The site is updated regularly. harcourtcollege.com/
marketing/students/
busnewsi.htm
For Students harcourtcollege.com/
... and more on the Boone & Kurtz Web site marketing/students/
S In addition to the many features that beneﬁt profegsors and bktimemg.htm
i = students alike (described above), students will especially find
e e the following useful:
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An Online Quizzing section allows students to take multi-
ple quizzes comprised of approximately 20 questions per
quiz. Quizzes include True/False and Multiple-Choice
questions covering content read in each chapter.

A Marketing Careers section helps students to learn more
about marketing careers and locate currently posted busi-
ness job opportunities. Also, many sites include extensive career
information and guidance, such as interviewing techniques and resume writing.

A time management section features advice and guidelines on effectively managing your study,

work, and leisure time as a college student, including how to set priorities and avoid procrasti-
nating on your studying.
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Brand New! Student PowerPoint CD-ROM

Students will receive their own CD-ROM (a condensed version of the Instructor’s PowerPoint
CD-ROM without the extra TV and print ads—or the instructor’s manual). However, they’ll
have all the chapter outline slides to study from. Plus, they’ll get extra study questions for each

chapter. And, they’ll get a special marketing plan .. . a professionally designed plan they can use
by answering the questions asked by the plan.



xiv

PREFACE

| piscovering
Your

Marketing

Study Guide

This comprehensive learning tool is designed to enhance student understanding and provide
additional practical application of chapter content. Features include chapter objectives, key
concepts, key term exercises, self quizzes featuring multiple-choice and true/false questions,
exercises on applying marketing concepts that include cases and short answer questions, surf
the ’net exercises, marketing planning exercises, solutions to study questions, and more. Tom
O’Connor, of the University of New Orleans, who prepared the Test Bank, also prepared the
study guide.

NEW! Web(T Student Manual

Included with the Boone & Kurtz Online course, this unique manual offers a wealth of informa-
tion for Web users, from novices to the most advanced. The manual provides general instruction
about the World Wide Web for Internet beginners, while more experienced users can skip to the
step-by-step information on how to use WebC'T’s course tools.

Discovering Your Marketing Career CD-ROM

An expanded version of the popular Marketing Career Design Software, this CD enables stu-
dents to explore career opportunities in marketing based on their personal interests and skills.
Along with the traditional software’s features—self-assessment tools, resume and letter writing
assistance—this newly expanded CD also adds videos, interviews with marketing professionals,
and an interactive student study component integrated with chapter material. Also, a compre-
hensive study program and tutorial written in Windows allows students to learn key words and
concepts and to test their knowledge of each chapter through matching quizzes, true/false tests,
and multiple-choice tests. Students can use the glossary to reinforce terms and concepts from
each chapter. Chapter outlines and summaries provide a comprehensive look at each chapter.
This unique CD-ROM program reinforces text material, provides practical application of chap-
ter concepts, and gives students a real-world taste of actual careers and career paths in today’s
market.

Telecourse Study Guide

A Telecourse Study Guide is available for users of the Coast Telecourse, Marketing. The
study guide’s basic function is to help students develop an organized approach to the course.
The 26 lessons of the study guide parallel the 26 video lessons of the telecourse. The components
include assignments, lesson notes, learning objectives, review activities, self tests and answer
keys, application of marketing concepts, and additional activities to enhance students’ understand-
ing of material presented in the video lessons. This valuable guide helps facilitate students taking
the telecourse.
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