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Preface

eep six honest serving men,

(they taught me all | knew);

their names are What and Why and When
and How and Where and Who

Rudyard Kipling

Applied Marketing is student friendly. This textbook was created to pre-
sent the basic concepts and terminology of the marketing field in a readable,
understandable format. Students generally want to learn, and the mission of
education is to provide the tools, methods and motivation so that learning hap-
pens. Extensive classroom testing has shown that students enjoy reading
Applied Marketing.

The concepts and principles in this textbook are stated simply and clear-
ly, with examples of “real-world” products, companies and situations that help
in the learning process. These examples are both current and appropriate, cre-
ating the freshest text on this subject on the market. The pedagogical materi-
als are purposely designed to be attractive and interesting, and the Marketers
At Work boxes have been especially well received. These inserts feature for-
mer students who are now working in the field of marketing and provide the
career orientation that is setting new paradigms.

Applied Marketing recognizes the importance of services, ethics and glob-
al marketing. These special topics are woven throughout the text. Descriptions
and examples of intangibles are included frequently. Discussions of marketing
ethics can be found in each chapter under the boxed headings Marketing and
Society. Ethics issues are also handled in the management areas of each chap-
ter where appropriate. Global Marketing vignettes also appear in each chap-
ter. This pertinent subject is further covered in great detail in chapter 18.
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The table of contents in Applied Marketing reflects the book’s student
friendly approach. Marketing management is explained early in this ‘tgxtbook,
and most chapters contain management components relating specifically tp
that material. The planning function is dealt with in chapter 3, and appropri-
ately, Marketing in Practice: Components of the marketing plan immedi-
ately follows. The chapters on the elements of the marketing mix (product,
price, distribution and promotion) are laid out in logical order. Products are
developed and priced before being distributed and promoted. Marketers do
not operate in a vacuum, but work closely with other parts of the business
venture. Accounting functions are of particular interest because they provide
the information required to measure the results of the marketing effort.
Marketing in Practice: Accounting for marketing decisions, is located with-
in the text after the chapters on pricing (10 and 11). This discussion helps stu-
dents better to understand pricing and its relationship to financial statements.
Applied Marketing devotes a portion of the final chapter to look at what the
future holds for marketers and students. This section focuses on areas of
potential growth in the field of marketing. Immediately following is
Marketing in Practice: Careers in Marketing and Job Search Tips.

The chapters in Applied Marketing are presented in a question/answer for-
mat. Chapter subheadings are in the form of questions; the following text sup-
plies the answers. Material in the text that relates to the specific question is high-
lighted to supply the reader with the immediate reference to concepts and terms.
In addition, these important definitions appear in the margins for quick referral.
Explanation of the terminology and concepts is clear, and relevant examples,
chosen from the world of business, clarify the terms and ideas.

Each chapter begins with The Job to be Done, which asks the major
questions raised in the text that follows. Students are urged to look for the
answers that form the backbone of the material found in that chapter. A com-
plete, end of the chapter summary, labeled Summing it Up reviews the
answers to the opening questions. Key Concepts and Terms are presented at
the end of each chapter, along with discussion questions under the heading
Building Skills. Practical application of text material is supplied through the
inclusion of case studies. These cases, created from recent events in the busi-
ness community, include questions to help stimulate further discussion.

Applied Marketing provides the potential to explore and expand. The cur-
rentness of the chapter material and cases provides an atmosphere that stimu-
lates student thought and classroom discussion. By giving the student room to
search and examine, this text becomes the helpmate of professors without
binding them to rigid models. Students are the ultimate consumers of text-
books. Applied Marketing provides this audience with a comprehensive yet
comfortable presentation of the basics of marketing. This text strives to make
the task of learning easier for the student and the job of teaching more pleas-
ant for the professor.
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Marketing, The
Marketing Concept,

and The
Marketing Mix

he Job to be Done

There is no mystery to marketing. One does not need a great deal of educa-
tion to be a successful marketer. A creative mind and a good dose of com-
mon sense helps. The willingness to help people and firms satisfy their needs
is what marketing is all about. This opening chapter gives you the tools to:

= understand what marketing is, how the exchange process operates, and
the ways that marketing affects our lives,

= explain how form, time, place and possession utility help satisfy needs
and wants,

= describe the ways that marketing has evolved,
= define the marketing concept and the elements of the marketing mix, and

= identify the functions of marketers and the people and firms that carry
them out.




