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Preface

A strategic
perspective

Marketing: Strategic Foundations is a basic marketing textbook designed
for the introductory marketing course. It comprehensively and thoroughly
treats the basic conceptual and definitional elements of marketing. The
text then challenges the student to adopt a strategic perspective by apply-
ing a strategic planning framework to each of the major marketing mix
variables: product, price, promotion, and channels of distribution. Thus,
this book covers the same principles of marketing found in other introduc-
tory texts but carries them to a higher level. Organizations in the United
States today heavily emphasize strategic planning and management. It
is appropriate, then, that students have a strategic perspective on the
basic definitions and concepts of marketing in the introductory course.
The phrase “build your introductory marketing course on a strategic foun-
dation” effectively captures the message that we would like to communi-
cate about the book.

The framework for strategic marketing planning used in the book com-
prises the following parts: (1) situation analysis; (2) establishment of ob-
jectives; (3) establishing product/markets and market segmentation; (4)
budget determination; (5) management of the marketing program; (6)
evaluation and control. This framework is introduced in Chapter 2 and
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A blend of theory
and practice

Key features of text

applied in Chapter 13—Managing Products; Chapter 14—Channel: Basic
Concepts and Strategies; Chapter 16—Pricing: Methods and Strategies;
Chapter 19—Promotion: An Overview; Chapter 24—Multinational Mar-
keting; and Chapter 25—Marketing of Services and Not-for-Profit Orga-
nizations.

The framework itself is derived from the literature on strategic planning
and management. Marketing: Strategic Foundations differs from other intro-
ductory marketing books in that this strategic framework and perspective
permeates the entire book rather than being limited to a discussion of
strategic planning in an isolated chapter. The strategic planning framework
serves as a key organizing device throughout the text.

Marketing: Strategic Foundations presents students with a solid blend
of theory and practice. The authors believe that social science theory
and research findings provide a sound basis for strategic management
decision making. A major section of the book (Section Two, Chapters
4-8) contain up-to-date information on theory and research in consumer
behavior decision processes and organizational buying behavior. In addi-
tion, social science research findings are presented throughout the text
where appropriate. For example, Chapter 12 (on new products) contains
a discussion on the adoption and diffusion of innovation, and Chapter
21 {on sales management) discusses expectancy value theory as it relates
to sales management.

Several features of the book are designed to assist the student in learn-
ing the material.

1. Each section begins with an overview of the material within the
sections. Each chapter contains a brief introduction and a detailed
summary.

2. Key definitions and terms are highlighted by being set off in boxes
and bold colored type.

3. Discussion questions and exercises at the end of the chapter are de-
signed to apply the ideas and concepts presented in the chapter.

4. Key concepts and terms are listed at the end of each chapter.

5. Some 330 figures, charts, and tables illustrate important points and
concepts in the text. In addition, more than 75 ads enhance the presen-
tation and maintain student interest.

6. Two cases are included at the end of each section to highlight and
illustrate topics discussed in that section. These 18 cases are based
on actual experiences of for-profit and not-for-profit organizations
that are well known to the students.

7. The legal aspects of marketing are discussed throughout the text.
This is unlike many other introductory marketing texts, which confine
the legal topics to a single chapter. The legal aspects of product,
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