MARKETING
Am Introduction

w

D Yo T
] ‘;;ﬁ;‘{“‘%a«gw«
—
¢
5 S

e
N S

S
e
\ ¥ e
X ﬂ‘?ﬁs

| " MARKETING

NIARKETING
NARKETING

PhilipKotler  Gary Armstrong



YOU HAVE SAVED MONEY
BUYING THIS USED BOOK AT
C S U HAYWARD BOOK STORE

MARKETING
An Introduction



Library of Congress Cataloging-in-Publication Data
KOTLER, PHILIP.
Marketing.

“Portions of this book first appeared in
Principles of marketing, 3rd ed.”"—T.p. verso.

Bibliography: p.

Includes index.

1. Marketing. 2. Marketing—Management.

I. Armstrong, Gary. I Title.
HF5415.K625 1987 658.8 86-22486
ISBN 0-13-557745-4

Interior/cover design: Jayne Conte
Manufacturing buyer: Ed O’Dougherty
Photo research: Tobi Zausner

Photo editor: Lorinda Morris

Portions of this book first appeared in Principles of Marketing, 3rd ed.

© 1987 by Prentice-Hall, Inc.
A Division of Simon & Schuster
Englewood Cliffs, New Jersey 07632

MARKETING: AN INTRODUCTION
Philip Kotler/Gary Armstrong

All rights reserved. No part of this book may be
reproduced, in any form or by any means,
without permission in writing from the publisher.

Printed in the United States of America
10090807060504030201
ISBN 0-13-557745-4 01

Prentice-Hall International (UK) Limited, London
Prentice-Hall of Australia Pty. Limited, Sydney
Prentice-Hall Canada Inc., Toronto

Prentice-Hall Hispanoamericana, S.A., Mexico
Prentice-Hall of India Private Limited, New Delhi
Prentice-Hall of Japan, Inc., Tokyo

Prentice-Hall of Southeast Asia Pte. Ltd., Singapore
Editora Prentice-Hall do Brasil, Ltda., Rio de Janeiro



YOU HAVE SAVED MONEY
BUYING THIS USED BOOK AT
C S U HAYWARD BOOK STORE

MARKETING
An Introduction



MARKETING
- An Introduction




To Nancy, Amy, Melissa, and Jessica;
Kathy, Casey, and Mandy.



R TR R D
About the Authors

As a team, Philip Kotler and Gary Armstrong provide a blend of skills uniquely suited
to writing an introductory marketing text. Professor Kotler is one of the world's leading
authorities on marketing. Professor Armstrong is an award-winning teacher of under-
graduate business students. Together they make the complex world of marketing practi-
cal, approachable, and enjoyable.

Philip Kotler is Harold T. Martin Professor of Marketing at the Kellogg Graduate
School of Management, Northwestern University. He received his master's degree at
the University of Chicago and his Ph.D. at M.L.T., both in economics. Dr. Kotler is
author of Marketing Management: Analysis, Planning and Control (Prentice-Hall), now
in its fifth edition and the most widely used marketing textbook in graduate schools
of business. He has authored several other successful books and he has written over
eighty articles for leading journals. Dr. Kotler's many major honors include the Paul
D. Converse Award given by the American Marketing Association to honor “outstanding
contributions to science in marketing” and the Stuart Henderson Britt Award as Mar-
keter of the Year. In 1985, he was named the first recipient of two major awards: the
Distinguished Marketing Educator of the Year Award given by the American Marketing
Association and the Philip Kotler Award for Excellence in Health Care Marketing
presented by the Academy for Health Care Services Marketing. Dr. Kotler has served
as chairman of the College on Marketing of the Institute of Management Sciences (TIMS)
and a director of the American Marketing Association. He has consulted with many
major American companies on marketing strategy.

Gary Armstrong is Professor of Marketing in the School of Business Administration
at the University of North Carolina at Chapel Hill. He holds undergraduate and masters
degrees in business from Wayne State University in Detroit, and he received his Ph.D.
in marketing from Northwestern University. Dr. Armstrong has contributed numerous
articles to leading business journals, and his doctoral dissertation received the American
Marketing Association’s first-place award. As a consultant and researcher, he has
worked with many companies on marketing research, sales management, and marketing
strategy. But Professor Armstrong’s first love is teaching. He is currently very active
in the teaching and administration of North Carolina’s undergraduate business program.
His recent administrative posts include Associate Director of the Undergraduate Busi-
ness Program, Director of the Business Honors Program, and others. He works closely
with business student groups and has received several campus-wide and School of
Business teaching awards. He is the only two-time recipient of school's AMF Award
for Excellence in Undergraduate Teaching.



Preface

Marketing: An Introduction is designed to help students learn about the basic
concepts and practice of modern marketing in an enjoyable and practical way.
Marketing is all around us, and we all need to know something about it. Most
students are surprised to find out how widely used marketing is. Marketing is
used not only by manufacturing companies, wholesalers, and retailers, but by
all kinds of individuals and organizations. Lawyers, accountants, and doctors
use marketing to manage demand for their services. So do hospitals, museums,
and performing arts groups. No politician can get the needed votes, and no re-
sort the needed tourists, without developing and carrying out marketing plans.

People throughout these organizations need to know how to define and
segment a market and develop need-satisfying products and services for chosen
target markets. They must know how to price their offerings to make them
attractive and affordable, and how to choose middlemen to make their products
available to customers. And they need to know how to advertise and promote
products so that customers will know about and want them. Clearly, marketers
need a broad range of skills in order to sense, serve, and satisfy consumer
needs.

Students also need to know marketing in their roles as consumers and
citizens. Someone is always trying to sell us something, so we need to recognize
the methods they use. And when students enter the job market, they must
do “marketing research” to find the best opportunities and the best ways to
“market themselves” to prospective employers. Many will start their careers
with marketing jobs in sales forces, in retailing, in advertising, in research,
or in one of a dozen other marketing areas.

APPROACH AND OBJECTIVES

Several factors guided the development of Marketing: An Introduction. Most
students learning marketing want a broad picture of its basics, but they don't
want to drown in a sea of details. They want to know about important marketing
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principles and concepts, but also how these concepts are applied in actual
marketing management practice. And they want a text that presents the com-
plex and fascinating world of marketing in an easy to grasp/lively, and enjoya-
ble way.

Marketing: An Introduction serves all of these important needs of begin-
ning marketing students. The book is complete, covering all of the main topics
that the marketer and consumer need to know. Yet its moderate length makes
it manageable for beginning marketing students to cover during a single quarter
or semester.

Marketing: An Introduction covers important marketing principles and
concepts that are supported by research and evidence from economics, the
behavioral sciences, and modern management theory. Yet it takes a practical,
marketing management approach. Concepts are applied through countless ex-
amples of situations in which well-known and little-known companies assess
and solve their marketing problems. Color illustrations, boxed exhibits, and
longer cases present further applications.

Finally, Marketing: An Introduction makes learning marketing easy and
enjoyable. Its writing style and level are well suited to the beginning marketing
student. The book tells the stories that reveal the drama of modern marketing:
the tremendous impact of the baby-boomers and the yuppies, yumpies, bumpies,
and puppies; the rise and fall of New Coke, the Edsel of the Eighties; Procter
and Gamble’s fight to hold market share in the disposable diaper and toothpaste
markets; giant Caterpiller’s price war with Komatsu and Fuji’s attack on Kodak;
how Revlon sells not just products, but life-style and status, hopes and dreams;
Century City Hospital’s use of marketing to capture demand in key market
segments; Gerber’s difficult social responsibility decisions following a product
tampering scare. These and dozens of other examples and illustrations through-
out each chapter reinforce key concepts and bring marketing to life for the
student.

Thus Marketing: An Introduction gives the beginning marketing student
a complete yet manageable, conceptual yet applied and managerial introduction
to the basics of marketing. Its style, level, and extensive use of examples
and illustrations make the book easy to grasp and enjoyable to read.

LEARNING AIDS

xviii

Many aids are provided within this book to help students learn about marketing.
The main ones are:

m Chapter Objectives. Each chapter begins with objectives that prepare the student
for the chapter material and point out learning goals.

m Opening Examples. Each chapter starts with a dramatic marketing story that intro-
duces the chapter material and arouses student interest.

u Full-Color Figures, Photographs, and lllustrations. Throughout each chapter, key
concepts and applications are illustrated with strong, full-color visual materials.
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m Boxed Exhibits. Additional examples and important information are highlighted in
boxed exhibits throughout the text.

m Summaries. Each chapter ends with a summary which wraps up the main points
and concepts.

m Review Questions. Each chapter has a set of review questions covering the main
chapter points.

m Key Terms. Key Terms are highlighted within each chapter, and a list of key term
definitions is provided at the end of each chapter.

m Case Studies. Cases for class or written discussion are provided at the end of
each major part of the book. The twenty cases challenge students to apply marketing
principles to real companies in real situations.

m Appendixes. Two appendixes, “Marketing Arithmetic” and “Careers in Marketing,”
provide additional, practical information for students.

m Glossary. At the end of the book, an extensive glossary provides quick reference
to the key terms found in the book.

m Indexes. A subject index and an author index help students quickly find information
and examples in the book.

SUPPLEMENTS

A successful marketing course requires more than a well-written book. It re-
quires a dedicated teacher and a complete set of supplemental learning and
teaching aids. The following aids support Marketing: An Introduction:

m nstructor’s Manual. The comprehensive Instructor’s Manual contains chapter over-
views, lecture outlines, reviews of objectives and key terms, answers to chapter
discussion questions, analyses of all nineteen cases, additional student assignments,
teaching tips, and copies of selected marketing articles which can be assigned to
students or used as lecture examples.

m Test ltem File. The Test ltem File contains about 2000 multiple choice, true-false,
and essay questions. The questions are available in the Test Item File booklet, on
computer tape, or through the Prentice-Hall Computerized Testing Service. A Floppy-
Disk Testing System is also provided for preparing and editing tests containing
testbank or teacher-designed questions on IBM and Apple Il personal computers.

m Gradebook Software. Available to adopters. Gradebook allows users to tabulate,
graph, statistically describe, and assign letter grades to test scores. Features include
sorting by name and grade, multiple test storage, and weighting and averaging.

m Study Guide. For each chapter, the Study Guide contains a chapter review, sample
questions with answers to help students test their knowledge, and two sets of exer-
cises that help students learn and apply chapter terms and concepts.

m Clark: Marketing Today: Successes, Failures, and Turnarounds. This casebook fea-
turing sixteen highly visible companies which have succeeded, failed, or have turned
around is also available.

m Full-Color Transparencies . The Transparencies Package includes over 100 full-color
transparencies—about half with important figures and illustrations from the book,
and half with advertisements and illustrations not found in the book. More than
140 black and white transparency masters are also provided.
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m Audio-Visual Materials . Award-winning videos from Simon and Schuster Communica-
tions. A wide selection includes companies, industries, and individuals such as Boe-
ing, AT&T, the California wine industry, the entertainment industry, Frank Perdue,
John Delorean, and many more. Available free to adopters. Also available—GREAT
MARKETING WARS (three videotapes discussing competitive marketing practices)
and Prentice Hall’s PH-200 (a self-contained set of 200 slides for use in teaching
the beginning marketing course). Available free to adopters.

= A limited introductory version of TWIN, a powerful spreadsheet program very similar
to Lotus 1-2-3®, is available free to adopters. The TWIN works with Lotus
1-2-3@® files and has the same basic command structure as 1-2-3®. The package
includes templates containing exercises from the text such as breakeven analysis,
budgeting, demographics, pricing, and salesforce compensation.
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